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ABSTRACT 

 

Keywords: Sustainability, Indicators, Saab Automobile, Product Development  

 

Saab vehicles are recognised for being innovative, technically advanced, safe, with 

superior driving performance and with a characteristic design. Today the company has 

the broadest product portfolio ever. Saab has come to a point where there is a need for a 

strategic assessment of how to manage the environmental impacts and social concerns 

as well as to start earn profit to become a long term sustainable company. The Vehicle 

Development Process is the vital nerve when developing a new car and the Product 

Profile is the specification of requirements, it has today seven areas and sustainability 

could become the eight.   

 

The aim of this thesis is to identify and establish the most relevant sustainability areas 

and indicators within the Vehicle Development Process at Saab Automobile AB. These 

sustainability areas and indicators will be put into context to develop the overall 

sustainability within Saab Automobile.  

 

The research approach in this study is qualitative due to the fact that the information 

needed is difficult to quantify. To be able to obtain the needed information for this thesis 

a benchmarking study was made as well as interviews with experts besides the 

interviews within Saab Automobile. A disadvantage with the chosen method could be 

that the comparability with other studies decreases. It would probably be possible to use 

some of the findings within other companies. 

 

Today Saab Automobile has no published Sustainability Report, even though a small 

chapter is included in the Spyker Cars Annual Report. The main findings in this study are 

the sustainability areas and indicators. The five identified and established sustainability 

areas are; Design for Sustainability, Sustainable Supply Chain, CSR, Sustainable 

Innovation and Sustainable Value Chain. Also are 23 potential sustainability indicators 

proposed for Saab. The ambition to include these areas in the Product Profile is one step 

towards sustainability. This is still a limited approach that seems to be doing things right 

(efficiency) more than doing the right things (effectiveness). Based on the sustainability 

areas, indicators and the benchmarking study is a new sustainability strategy proposed 

for Saab. 

 

 

 



 

III 
 

SAMMANFATTNING 

 

Nyckelord: Hållbarhet, Indikatorer, Saab Automobile, Produktutveckling 

 

Saabs bilar är igenkända för att vara innovativa, tekniskt avancerade, säkra, med 

överlägsna köregenskaper och ha en karismatisk design. Idag har företaget det bredaste 

produktsortimentet någonsin. Saab har nu nått en punkt då det krävs ett strategiskt 

ställningstagande för hur företaget skall hantera miljöpåverkan, sociala konsekvenser och 

samtidigt vara lönsamt för att bli ett långsiktigt hållbart företag. 

Produktutvecklingsprocessen är livsnerven då en ny bil skall tas fram och produktprofilen 

är en kravspecifikation, vilken idag består av sju olika områden och där hållbarhet skulle 

kunna bli det åttonde. 

 

Syftet med detta examensarbete är att identifiera och etablera de mest relevanta 

hållbarhetsområdena och indikatorerna inom produktutvecklingsprocessen vid Saab 

Automobile. Dessa hållbarhetsområden och indikatorer skall sättas in i sin kontext för att 

utveckla den övergripande hållbarheten inom Saab Automobile.  

 

Forskningsansatsen i detta examensarbete är kvalitativ baserat på det faktum att den 

nödvändiga informationen är svår att kvantifiera. För att kunna inhämta relevant 

information till denna undersökning har en benchmarkingstudie genomförts likväl som 

intervjuer med experter och anställda vid Saab Automobile. En nackdel med den valda 

metoden kan vara att jämförbarheten med andra undersökningar minskar. Det är troligt 

att det är möjligt att använda resultaten inom andra organisationer. 

 

Idag har Saab Automobile ingen publiserad hållbarhetsrapport, även om ett mindre 

kapitel är inkluderat i årsredovisningen för Spyker Cars. Huvudresultatet i denna 

undersökning är hållbarhetsområdena och indikatorerna. De fem identifierade och 

etablerade hållbarhetsområdena är; Design for Sustainability, Sustainable Supply Chain, 

CSR, Sustainable Innovation och Sustainable Value Chain. Samtidigt är 23 potentiella 

hållbarhetsindikatorer föreslagna till Saab. Ambitionen att inkludera 

hållbarhetsområdena i produktprofilen är ett steg mot hållbarhet, även om det är en 

begränsad ansats som verkar vara att göra saker rätt (eng. efficiency) mer än att göra 

rätt saker (eng. effectiveness). Baserat på hållbarhetsområdena, indikatorerna och 

benchmarkingresultaten är en ny hållbarhetsstrategi presenterad för Saab. 
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1. INTRODUCTION 

The usage of fossil fuels has increased the amount of CO2 that is released into the 

atmosphere, where transportation and vehicles are one of the major sources. Today 

there are other options than non-renewable fuels on the market, like biofuels, hydrogen 

and Electrical Vehicles (EV); still the pressure on ecosystems is higher than ever. The 

concept of Sustainable Development has a large impact on organisations today. The most 

common definition of Sustainable Development is; “development that meets the needs 

of the present without compromising the ability of future generations to meet their own 

needs”. This concept was established and recognized in the United Nations (UN) initiative 

“Our Common Future” (UN Documents, 1987). Historically the bottom line has been in 

focus when evaluating private companies and the Profit and Loss statement (P&L) has 

been the performance indicator with most importance. Over the years it has become 

clear that not just economical dimension is enough to evaluate the performance. This is 

why two other dimensions have become crucial; the environmental and social. The 

combination of these three has lead to the development of Triple Bottom Line (TBL) 

(Graedel and Allenby, 2003). This broader approach for evaluation of performance has 

lead to that the stakeholders sometimes require for example a Sustainability Report and 

that the company has established a structure for Corporate Social Responsibility (CSR). 

 

Saab Automobile has a history that is dynamic as well as successful and the fact that 

advanced vehicles now are being developed in Trollhättan is a proof of great resilience. 

The company is today an independent car producer owned by Spyker Cars and has the 

focus on launching new models like Saab 9-3 and to increase sales volumes to be 

profitable again. The Vehicles Development Process (VDP) is the basis for the creation of 

new cars. This process is complex and consists of several steps that are dependant of 

each other (Svensson, Personal Communication, 2011), see Figure 1. The initial step is an 

Architecture phase performed by Portfolio Planning. During the Styling phase a decision 

will be taken on which model to continue with whereas a Mule is an old model that 

contains new vital parts like a new engine. The first fully built vehicle is during the 

Integration Vehicle (IV). This is about 80 weeks before Start of Real Production (SORP). 

An important phase during the development of a new vehicle is the Engineering Design 

where different systems are built together and preparations are made for production. 

 
Figure 1 The Vehicle Development Process (Svensson, Personal Communication, 2011) 
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1.1 Problem Discussion 

In most recent years Saab has belonged to General Motors (GM) and the company is 

today an independent organisation that operates in a transition phase. Many different 

processes, policies and organisational issues need to be established to become fully 

independent. One of these areas is how to manage sustainability in Saab Automobile. 

When the company belonged to GM the situation was different with an established 

structure for managing these questions. GM had a Code of Conduct and regulated 

conditions for the working environment as well as processes for managing hazardous 

substances and recyclability of the cars (McInally, Personal Communication, 2011). 

 

With the separation process from GM has it become clear that there is a need to 

understand how to approach sustainability within product development of the new 

organisation. The company has come to a point where there is a need for a strategic 

assessment of how to manage the environmental impacts, social concerns as well as to 

start earn profit to become a long term sustainable company. According to the Marketing 

Research department in Saab, the company has customers with a high social status, 

modern or post modern values and life styles. With this profile and with competitors like 

Audi, BMW or Volvo the pressure is high on delivering top of the line vehicles. Brand 

research shows that Saab has not developed as its competitors in areas of innovation 

and environmental performance according to its customers (Gulsen, Personal 

Communication, 2011). The area of innovation is one of the most important for Saab and 

the company historically has had a strong position in the market. Saab vehicles are 

recognised for being technically advanced, with superior driving performance, safe and 

with a characteristic design (Andersson, Personal Communication, 2011). 

 

When developing a new car during the Vehicle Development Process, one of the first 

steps for the Portfolio Planning team and the engineering organisation is to decide about 

the Product Profile (PP), see Figure 2. The Product Profile is a kind of specification of 

requirements that needs to be decided before Document of Strategic Intent (DSI). 

 

 
Figure 2 The Product Profile (Hillerborn, Personal Communication, 2011) 
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The Product Profile has today seven areas that have been specified when developing a 

new vehicle, for example Design, Driving Performance and Safety Perceptions. After the 

separation process from GM and with increasing requirements from customers to care 

for the environment and society, there is a need of including sustainability as an 

integrated part of the Vehicle Development Process. To include a new sustainability area 

in the Product Profile will require that environmental, social and economic perspectives 

are treated in a structured and creative way. The new sustainability area will potentially 

be added as number eight in the Product Profile and it needs probably to have a number 

of sustainability sub categories (Hillerborn, Personal Communication, 2011). 

 

To incorporate sustainability in the Product Profile requires a holistic approach linked to 

Triple Bottom Line and based on Life Cycle Thinking (LCT) in the same way as the 

ecosystems. To be able to lead an organisation towards sustainability, a relevant set of 

indicators is necessary and to develop a set of sustainability indicators without having a 

life cycle approach would only make the analysis linear and this does not include the full 

environmental, economical and social consequences. It is important to consider the raw 

materials, energy, process chemicals, and emissions to air, water and soil as well as the 

unavoidable waste to get the full picture. This analysis is based on phases like raw 

material acquisition, transports, manufacturing, usage and waste management. 

 

When using different kind of performance indicators in an organisation, one risk could be 

that there are too many indicators and that they are too complex to work perfect. This 

will create a situation where too much and maybe wrong information is reaching the 

decision makers and other users of the indicators. It is important to be clear about who 

will use these indicators and for what purpose. Some important characteristics for 

success are; transparency, relevance, well known and not too many. When developing 

cars in the Vehicles Development Process it is important to evaluate and control the 

process by different kinds of sustainability indicators on a regular basis and it is vital that 

the indicators are linked to specific goals and strategies. It is also essential with clear 

responsibility for the sustainability indicators. 

 

 

 

 

 

 

 

 

 

 

 

 



 

4 
 

1.2 Aims and Objectives 

The aim of this thesis is to identify and establish the most relevant sustainability areas 

and indicators within the Vehicle Development Process at Saab Automobile AB. These 

sustainability areas and indicators will be put into context to develop the overall 

sustainability within Saab Automobile. 

 

To accomplish the overall aim a number of specific objectives must be fulfilled; 

 

- Describe what kind of policies, processes and strategic documents that are used 

today within Saab’s organisation to manage sustainability. 

- Identify and select the most relevant sustainability areas that could be used within 

the Vehicle Development Process. 

- Analyze which indicators that could be used to measure the new sustainability 

areas within Vehicle Development Process. 

- Evaluate how the responsibility for these new sustainability indicators could be 

managed within Saab Automobiles present organisation. 

- Analyze and discuss how it is possible to develop the overall sustainability within 

Saab Automobile and if possible suggest a new sustainability strategy. 

 

1.3 The Scope of the Thesis 

The aims and objectives make it important to define the scope of the study. The 

intention with the thesis is to evaluate how to manage sustainability and to find out 

relevant areas and indicators for Saab Automobile in the Vehicle Development Process. 

The ambition is also to put the potential identified sustainability areas and indicators into 

context to be able to propose a new sustainability strategy for Saab. The focus of this 

study is primary the product development within Saab where the described Vehicle 

Development Process and the Product Profile are key elements. With this ambition it is 

essential to mention that the thesis will not analyse manufacturing, usage or 

transportation phases in detail. The supply chain of raw materials and components as 

well as the waste management is critical and related to the product development. The 

potential sustainability areas and indicators could become essential cornerstones when 

developing future Saab vehicles and needs to be applicable for the VDP. 

 

A Life Cycle Assessment (LCA) of a car implies that all parts of the vehicle are analysed 

during the entire life cycle to find out the environmental impacts. In this study the main 

focus is how to manage the Vehicle Development Process towards sustainability with a 

life cycle approach, this is why no detailed LCA will be performed, but the concept will be 

used in the discussion. Thus, the study will not focus on the specific emissions that the 

car produces during usage phase, for example CO2-emissions from the engine and there 

is no intention to analyze the specific environmental effects that occurs from the raw 

material acquisition, manufacturing or from waste handling of Saab vehicles. The thesis 

does not have the intention to analyse which kind of engine or fuel that ought to be used 

for Saab vehicles to become more sustainable.  
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2. SAAB AUTOMOBILE AB 

To be able to identify and establish the sustainability areas and indicators it is necessary 

to illustrate the present situation for Saab’s organisation, the surrounding environment 

and an introduction about the company and its fascinating history. The intention is also 

to describe the sustainability approach in the organisation today.  

 

2.1 The History of Saab Automobile AB 

Saab Automobile AB has been an independent car manufacturer of nearly one and a half 

year. But the history of Saab is much longer and begins in the 1930s during a turbulent 

time in Europe’s history. At the end of 1937 initiated the work of building a brand new 

plant for manufacturing military Airplanes, the company name was Svenska Aeroplan 

Aktiebolaget (SAAB). The connection between airplanes and passenger cars has always 

been a part of Saab’s dna and can be seen in the brand new models sold in the market 

today (Saab-Scania AB, 1987).  

 

The first model, Saab 92, was released 10th June 1947 and the major reason why the 

company started production of cars was overcapacity in the Trollhättan aircraft plant 

after the Second World War. The Saab 92 was something new with extreme streamlined 

design that kept the fuel consumption low and at the same time had the car outstanding 

driving performance. One technical solution was the placement of the engine in the 

front which together with front wheel drive created a compact and robust powertrain 

solution. After the initial model the company has delivered a numbers of classical 

models, for example 95, 96, 99, 900, 9000, 9-3, 9-5 and the characteristic Sonett. The 

first edition of Sonett was released in 1956 and it was a spectacular car built upon 

aluminium with a powerful engine. In 1970s the company was restructured and the new 

Saab-Scania AB was established. This change made the structure of the company into 

four different divisions; vehicles, aircrafts, computer and electronics and the armature 

division. In the beginning of 1970s faced the world the first oil crisis and it was vehicle 

division that had focus on environmental issues like exhaust gas emissions, noise as well 

as safety regulations (Saab-Scania AB, 1987). 

 

During 1980s the company delivered good value for money for the Swedish shareholders 

but in the late 1980s started a dramatic period with losses and restructuring of the 

organisation. This resulted in a new company Saab Automobile AB which was separated 

from the heavy trucks in Scania. The new specialised car manufacturer was 50 % owned 

by Saab-Scania and the rest by the large American company GM. The next step was that 

GM bought 100 % in 2000 and the following years was focused on integrating Saab’s 

organisation and products into the GM global organisation (DN, 2009).  
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After the financial turmoil in 2008 with dramatic sales drop and extreme financial 

pressure for all car manufacturers, the only way for GM was to restructure the 

organisation to survive. Saab was under threat of closure but with an entrepreneurial 

spirit and risk-willingness Spyker Cars N.V. bought Saab Automobile from GM in 23rd 

February 2010. Victor Muller, chairman of the new company said (Spyker Cars, 2010): 

 

“From today we will be concentrating all of our effort into reviving Saab and 

transforming it into a sustainable and profitable company with the confidence to be 

bold. We will reinforce the emotional experience between Saab drivers and their cars 

and we will focus on Saab's historical strengths in the fields of independent thinking, 

aircraft heritage, ecological performance and motorsport” 

 

2.2 Organisation and Stakeholders 

To be an independent car manufacturer has had much impact on the company and the 

organisation has changed from a project oriented structure in GM to a function based 

organisation (Saab, 2011). The new organisation is effective from March 2011, Figure 3.  

Figure 3 Saab Automobiles Organisation (Saab Automobile, 2011) 

It is clear that the new organisation is based in traditional line functions such as Finance, 

Production and Sales. The engineering organisation is mainly the three functions Vehicle 

Lines, Product Development Vehicle and Product Development Powertrain. The main 

body for developing new models is located in the Product Development Vehicle. The 

responsibility for environmental questions is located in the staff-function called 

Environment, Quality and IT. Within this function the Manager for Environmental Affair 

has the overall responsibility when it comes to environmental policies, targets and 

external reporting to authorities linked to the operation of the company. The main focus 

is linked to the manufacturing of the vehicles. 

Saab Automobile AB 

President & CEO 

Secretary 

Communication 

Human 
Resources 

Legal 

New Business 
Development 

Brand & 
Marketing 

Sales & 
Aftersales 

Purchasing & 
Manufacturing 

Finance Vehicle Lines 
Product 

Development 
Vehicle 

Product 
Development 

Powertrain 

Environment, 
Quality & IT 



 

7 
 

The tradition of designing, developing and producing vehicles in Sweden has a history of 

about 100 years with strong brands as Scania, Volvo and Saab. These large global 

companies need a structure of suppliers and strategic partners to work efficiently, but 

also to have good relationship with authorities. During the financial crises and 

demanding separation process from GM it was clear that not only the core stakeholders 

like customers, shareholders and suppliers, was strategic for Saab but also local 

authorises like Trollhättan Municipality as well as members of the Swedish Vehicle 

Cluster (Helling, Personal Communication, 2011), see Figure 4. 

 

 

 

 

 

 

 

 

 

Figure 4 Saab Automobiles Stakeholder Model (Helling, Personal Communication, 2011) 

 

The cooperation with suppliers and strategic partners has developed over the years, one 

example is engine development. Saab has not directly developed own engines and 

instead worked with a number of vehicle manufacturers. In the early days in 1940s DKV 

was supplier of engines, followed Ford, Scania, Fiat and most recently GM. The brand 

new cooperation agreement with BMW continues Saab’s successful tradition with other 

engine manufacturers (Helling, Personal Communication, 2011). 

 

Saab has a vision that is; “Iconic to many. Lived by a selected few”. The major values that 

influence the organization is; innovation, pride & passion, team spirit & flexibility, 

responsibility taking and entrepreneurship. These values are guidelines for the 

employees to move in the right direction towards the vision. With the implementation of 

Saab Lean System (SLS) the company has established a direction to increase the value for 

the customers by being as efficient as possible. The foundations in the lean thinking are 

about continuous improvements and decreasing waste in all processes. Saab also state 

that the value-creation is in focus to improve the performance of the organization. SLS 

have five principles; engaged employees, standardized working methods, “correct from 

me”, deliver on time and continuous improvements (Saab Automobile, 2011c). 
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2.3 Sustainability in Saab Automobile Today 

The separation process from GM during 2010 was a major change for Saab. From being 

part of a global American corporation, to become an independent small and flexible car 

producer with focus on premium cars Saab had to restructure the organisation. At Saab, 

the overall document that leads the environmental work is the new environmental policy 

from October 2010 which states; “we commit ourselves to continuously reduce our 

impact on the environment”. There are three different guiding principles that support 

the overall environmental policy (Saab Automobile, 2010); 

 

I) Having a high level of awareness of environmental issues 

II) Proactive implementation of efficient measures in accordance with Swedish values 

III) Reduce wasted resources and ensuring legal compliance 

 

Saab has many different stakeholders when it comes to environmental concerns; 

authorities, customers and suppliers. To fulfil the need of information from the external 

authorities the company produces an Annual Environmental Report. As of now no 

Sustainability Report is being produced but in Spyker Cars Annual Report there is a short 

chapter about sustainability. The intention is to increase the information given in the 

annual report to cope with international standards when it comes to sustainability 

(Brovik, 2011). Saab Automobile has no official CSR policy, but an environmental policy 

and quality policy. The responsibility for CSR questions is shared by the Environmental 

Manager and the PR department. Saab uses Spyker Cars Code of Conduct from 2006.  

 

Over the years the interest regarding environmental questions has changed from dioxins, 

to solvents and most recently the CO2-emissions. There are many different important 

environmental areas to focus on for Saab at the moment; emissions to air and water, 

waste handling, energy usage and toxic substances. Right now it is the CO2-emissions 

and it is driven by the EU-legislation (Brovik, 2011). In 10 years from now it will probably 

be resource retrieval, for example rare earth metals like aluminium.  

 

The manufacturing plant is third party certified according to ISO 14001 standard. Saab 

has been successful within the treatment of air emissions from Volatile Organic 

Compounds (VOC) where EU regulation requires maximum 60 g/m2 for existing facilities 

and 45 g/m2 for new. Saab has a value of 17 g/m2 which is lower. Another area that Saab 

has worked with is the material reuse in the production facilities for the operational 

waste is about 50 % if steel for making the body is not included. When this steel is 

included the figure is about 99 %. One area that was identified during the crisis in the 

automotive industry was the fuel consumption for Saab vehicles. With hard work and 

skilled engineers the company has managed to lower the fuel consumption drastic, 

especially for the TTiD-engine for diesel that produces up to 180 hp and emits 119 g 

CO2/km. This is based on a fuel consumption of 0.45 l per 10 kilometres (Brovik, 2011). 
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3. THEORETICAL FRAMEWORK 

The theoretical framework describes the research area where different subjects linked to 

managing sustainability will be displayed in an easy and transparent way. The first part 

describes the concept of sustainability in organisations together with Life Cycle Thinking 

and the last part illustrates performance measurements and indicators.  

 

3.1 Sustainability 

The most well known definition of sustainability is from “Our Common Future” (UN 

Documents, 1987) which is presented in the Introduction chapter. Based on this general 

statement regarding the Planet Earth and the use of resources for the population, many 

other definitions have been made. From Presidents Council of Sustainable Development 

(PCSD) 10 goals were established in 1996 and the three most important are linked to 

health and environment, economical wealth and social equity (Russ, 2010). To be able to 

reach sustainability, a combination of these perspectives needs to be fulfilled. Another 

statement was made and it is more about resources and the closed loop approach. This 

is a more practically useful and easier definition (Orecchini, 2007);  

 

“Sustainable development does not consume resources. It uses and re-uses them 

endlessly” 

 

3.1.1 Sustainability in Organisations 

When sustainability is developed further and should be implemented in an organisation 

there are several aspects to consider. The corporate responsibility needs to be defined 

and a stakeholder approach is important. Below are nine principles for sustainability that 

could be quantified and integrated in the daily work as well as being a support in the 

management decision making process (Epstein, 2008);  

 

I) Ethics 

When working with the stakeholders of the company it is important that the 

organisation has established a structure and act according to its ethical standards.  

 

II) Governance 

With respect to the stakeholders of the company the resources should be used in an 

efficient and conscientious way.  

 

III) Transparency 

The information regarding products, services and other operational issues should be 

timely and accurate communicated to make the stakeholders take sound decisions.  

 

IV) Business Relationships 

Fair-trade is the basis for relationships with the suppliers and partners of the company.  



 

10 
 

V) Financial Return 

The shareholders and other financial stakeholders should get value for their invested 

capital and competitive returns are important for long-term commitment. 

 

VI) Community Involvement/Economic Development 

The relationship between the company and the community needs to respect cultural and 

other specific needs in the community. 

 

VII) Value of Products and Services 

The company must focus on satisfying customer needs and desires and to deliver 

premium products and services. 

 

VIII) Employment Practices 

With a human resource management approach the company should secure employees 

professional and personal development in line with diversity and empowerment.  

 

IX) Protection of the Environment 

The company should offer products and services in line with sustainable development 

and all activities in the organisation should protect and restore the environment.  

 

There has been a general discussion in several companies that turning into a sustainable 

organisation and having eco-friendly products could be a disadvantage compared to 

competitors. The shift towards sustainability assumes to require large capital 

investments in equipment and processes. There could also be a risk that during a 

recession, customers will not prioritise to buy expensive eco-friendly products 

(Nidumolu and Rangaswami, 2009). Even though the above criticism many organisations 

have invested in sustainability and established Corporate Social Responsibility (CSR). This 

approach may still in some cases be separated from core business objectives.  

 

A study of 30 major companies over an extensive period has showed that sustainability is 

largely connected to these companies ability to manage innovation, both technological 

and organisational. One aspect is that becoming more eco-friendly may lower the cost 

structure as the organisations lower the input to its processes. This will also have impact 

on the revenue side of the P&L as better products allows companies to increase prices 

and they will gain from the possibility of new business concepts. The company’s 

experience which is having sustainability as a core business objective will create 

possibilities for “early-movers” to develop competences and structures which will 

increase the competitive advantages. The road towards sustainability is not easy but the 

study of the 30 companies illustrates a clear five step development stages of change 

(Nidumolu and Rangaswami, 2009); 

 

I) Viewing Compliance as Opportunity 

Normally the first part in the process of change is related to the requirements from 

national or regional laws. One corporate approach could be to just fulfil the minimum 
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requirements but to be able to get competitive advantages it is necessary to cope with 

the most demanding requirements and to do it as early as possible. With this proactive 

approach the company will gain substantial competitive advantages based on innovation.  

 

II) Making Value Chains Sustainable 

The main objective in this step is to improve efficiencies for the entire supply chain 

where raw materials need to be sustainable. Reducing waste and evaluating the process 

for returned products as well as analysing the use of non-renewable resources will be 

important. One creative operational solution is to encourage workers to work from home 

as this will decrease energy usage, travel time and costs. In this step many companies 

will try to improve their public image and focus on cost reductions and also try to create 

new business models linked to sustainability.  

 

III) Designing Sustainable Products and Services 

One essential step is to rethink and create innovative sustainable products and services. 

A company can gain huge competitive advantages having a product portfolio that is more 

eco-friendly than competitors and the basis for success is to understand the customer 

needs and link it to product life cycles. The company must look beyond short term PR-

benefits and focus on long term vision and decide the steps to get there.  

 

IV) Developing New Business Models 

The way to develop outstanding business models must incorporate innovative ways of 

gaining revenues linked to company products and services. This could be done in close 

cooperation with other companies to create new ways of solving customer needs. With a 

skilled and motivated waste management in the organisation it will be possible to better 

understand the way to recover value from waste but also how to reduce levels of waste. 

In this step it is essential that new ways of doing business and gaining revenues initiates 

and also to explore new creative approaches to surpass the customer needs. 

 

V) Creating Next-Practice Platforms 

The interaction between energy management and internet is a good example of how 

sustainability leads to next-practice platform. The interaction with smart grids will make 

it possible to optimize energy usage. Another example is the American company GE that 

has developed a stringent strategy how to manage environmental issues and be able to 

climb on the sustainability ladder. There is a risk that traditional business models will 

have trouble in the future and that the way towards sustainability is through innovation.  

 

3.1.2 Corporate Social Responsibility (CSR)  

A common starting point in developing CSR in an organisation is to establish a CSR policy 

which should consider both environmental and social aspects. This is normally built upon 

an accepted framework of standards. There are different standards to consider and some 

of the most common are; Rio declaration on Environment and Development, UN 

Convention against Corruption and Universal Declaration of Human Rights. A company 
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can either use these standards as direct explicit references or indirectly mention them in 

their CSR-activities (Steinweg, 2010). To be able to ensure that the organisation use the 

CSR policy properly, a decent management system needs to be established. This system 

works on an operational level and provides support and control to secure that the daily 

work is stringent with the CSR policy. 

 

3.1.3 Industrial Ecology 

This chapter describes the area of Industrial Ecology which is one approach towards 

sustainability. A company is active in a context where it gets inputs as well as creates 

outputs and below is a definition that illustrates these relationships. 

 

“Industrial Ecology is the study of technological organisms, their use of resources, 

their potential environmental impacts, and the ways in which their interactions with 

the natural world could be restructured to enable global sustainability.” (Graedel and 

Allenby, 2003). 

 

What is an industry within the word, Industrial Ecology? It can be described as the total 

amount of all human activities such as agricultural, energy generation, transportations 

together with all manufacturing of products and services as well as waste handling 

(Graedel and Allenby, 2003). Using this definition means that all impacts on the planet in 

some way are a result of actions from human beings or its presence. 

 

In the industrial system the relationship between different actors can be described as a 

cluster. This may be described as geographic melting pot containing producing 

companies, suppliers and other industries and institutions that are closely linked 

together. The area could be a nation, region or a city and is important for the economic 

development. Examples of successful clusters are Wall Street for financial institutions, 

Hollywood in entertainment and South of Germany for car industries (Porter, 2008). To 

be able to succeed with the mission of a cluster, to get it “up and running” and to drive 

and co-ordinate the work, an important part is the cluster engine. This engine is 

preferably one or two persons or could be organisations in the cluster which will act as 

leaders. It is not necessary for this cluster engine to be the central spot of the cluster but 

it is important they are driving forces and co-ordinators. If this cluster engine is a person 

it is a risk that they leave the cluster for other challenges (Svensson, 2008). In the middle 

of an industrial complex a natural engine can be the power plant which can be seen as a 

key species. The usage of thermal power plants (oil, coal, gas, nuclear) as the source of 

energy could develop eco-industrial complex (Erkman and Ramaswamy, 2003). 

 

The five forces that shape competition of an industry are; bargaining power of suppliers, 

bargaining power of buyers, threats of new entrants, threats of substitute 

products/services and most important rivalry among existing competitors. Some tools 

used for competition are product features, price, delivery time and branding. A new way 

of competing is use of Mergers and Acquisitions (M&A) where they are tools to stop 
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competition. The dominant organisation in a market possesses resources to change the 

structure of an industry (Porter, 2008). In the future it is most likely that there will be 

increasing prices for resources and this makes resource productivity essential for the 

competitive environment in many branches. This resource productivity can be seen as 

the output a company produces for every input unit of water, oil, or other resources to a 

company core processes. The scenario with increasing prices for resources will give the 

purchasing function in many companies increasing importance; this function will be 

directly strategic (Beinhocker and Mendonca, 2009). 

 

3.2 Life Cycle Thinking 

This study is built upon a Life Cycle Thinking and there are many different aspects to 

consider, but the core thing is that the management of sustainability in the organisation 

should not be linear and only consider “end of pipe” solutions. When considering all 

aspects of a life cycle for a vehicle it is important to remember the foundations of 

sustainability that is environmental, economical and social aspects. The environmental 

aspects could be analysed in a Life Cycle Assessment and the economical in a Life Cycle 

Costing analysis. For the social considerations have a rather new thinking developed that 

is called Social Life Cycle Assessment. It is more and more important to be resource 

effective during the entire life cycle and different aspects of this approach are presented 

in the chapters; Design for Environment, Waste Management and Lean Production. 

 

3.2.1 Environmental Aspects 

When studying a product from the cradle, with extraction of raw materials to the grave, 

where the end of life needs to be managed, the full life cycle is considered. Life Cycle 

Assessment (LCA) can be seen as a method for evaluating the environmental impacts for 

either a product or a service. The strength with this method is that the full life cycle is 

included in the analysis. Either economical, social aspects or risks are considered in the 

LCA. The purpose is to analyse the environmental aspects and clarify potential impact 

that may damage the nature or human health (Baumann and Tillman, 2004). The life 

cycle model is rather straight forward, see Figure 5.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5 The Life Cycle Model (Baumann and Tillman, 2004) 
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What is the largest environmental impact from the automobile industry when using the 

LCA approach? One study shows that the most severe impact is the depletion of non-

renewable resources and in the case of automobiles it is the crude oil. (Poulikidou, 2010) 

Due to the high energy demands during the usage phase the environmental impact will 

be largest in this phase. The emissions of carbon dioxide are dominating and also the 

carbon monoxide, hydrocarbons and nitrogen oxides from combustion of gasoline. The 

raw material acquisition and processing is also having large impact on the environment. 

 

3.2.2 Economical Aspects 

When reviewing the LCA method one drawback is that no economical analysis is 

available, moreover when the Life Cycle Cost Analysis (LCC) was developed the 

economical consequences could also be analysed. To be able to compare environmental 

impact with its economical consequence is an improvement for the life cycle philosophy. 

This new method will allow analysing both environmental and economical impact of a 

specific decision of developing a product or designing a process in a specific way (Norris, 

2008). The LCC method evaluates cost-effectiveness of investments and provides support 

in decision making. The time horizon for a LCC is normally the economic life time of a 

specific investment which is not equal to the full life time in a LCA it can even be less 

than the use phase. This method only includes the costs or benefits that are included in 

a specific investment. The timing of the costs is crucial in the LCC but not in LCA. 

 

For many years the economical value for a company has been measured and reported to 

stakeholders, but what about the sustainability value? If the sustainability value is not 

measured, it will not be managed in the correct way. The basis in the sustainable value 

approach is that a company that uses its resources more efficient than its peers creates 

value for its stakeholders. In this approach both environmental and social assets are seen 

as scarce resources like other assets. The reasoning is that the Return of Investment (ROI) 

needs to be larger than the opportunity cost. It is possible to calculate the sustainable 

value using the opportunity cost method (Sustainable Value, 2009); 

 

I) How efficiently does a company use its resources?  

II) How efficiently does the benchmark use the resources? 

III) Does the company use its resources more efficiently than the benchmark? 

IV) Which resources are used by the company in a value-creating way (and which are 

used in a value-destroying way)? 

V) How much sustainability value does a company create? 

 

3.2.3 Social Aspects 

How is it possible to consider the social aspects of sustainability when both 

environmental and economical could be analysed from a life cycle perspective? The 

development of Social Life Cycle Assessment (SLCA) has made it possible to illustrate the 

social impact of introducing a specific product or service in the market (Jorgensen, 2010). 

The main goal with SLCA is to improve the social conditions linked to the usage of a 
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certain product or service. Another point is that the social impacts from a specific 

product are not only directly linked to the product life cycle. It is hard to fully get all 

impacts from a specific decision and product within the framework of SLCA. When is it 

possible to use the SLCA? This tool could be applicable for analysing product life cycles   

with increasing knowledge regarding the social impacts, prior to taking a decision about 

a specific product. The tool does still not have the ability to help decision makers to take 

the decisions of producing the product or not (Benoit et al., 2010). 

 

3.2.4 Design for Environment (DfE) 

Designing and developing new products is a challenge today. First the cost should be as 

low as possible and the quality as high as possible at the same time as the product 

development phase should be as short as possible. The last years the care for the 

environment has increased and this has had great impact on the product development 

processes and will probably have even more in the future. The concept of Design for 

Environment (DfE) is about “using less resources to create more products”. This 

methodology focuses on reducing energy and raw materials in the development of new 

products, especially scarce raw materials, and avoids creating dangerous emissions 

(Bevilacqua and Giacchetta, 2008). One important consideration in the DfE approach is 

that it is necessary to have the environmental considerations in focus from the beginning 

of the product development to the final launch of the product to the customer. The facts 

that the earlier it is possible to include DfE in the development process the less will the 

environmental burden be as well as the costs. Mercedes is using LCA as a tool in the DfE 

and product development process. The results from new S-class shows that the carbon 

dioxide-emissions over the full life cycle has decreased with 7 % and for nitrogen oxides-

emissions with 14 % compared to the old S-class (Finkbeiner et al., 2006).  

 

3.2.5 Lean Production 

Craft production is a technique where highly skilled craftsmen produce a single unit to 

meet a direct customer need. An opposite is mass production where more narrowly 

skilled workers produce standardised products, not directly related to a customer order. 

In Lean Production a combination is used and here the costs are rather low and in the 

same time the process is flexible due to highly automated processes and multi-skilled 

workers that can meet customer needs (Womack and Roos, 1990). But what is lean? This 

philosophy is based on managing your resources in the best possible way; using less time 

for developing new vehicles, less space in the manufacturing plant or money for 

investments. One important part of this philosophy is to strive towards perfection with 

Zero Defaults, decreasing costs, Zero Inventories and in the same time with the intention 

of having a broad product portfolio. Another important aspect of lean concept is the 

focuses on value added in the processes and minimising the levels of waste. 
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3.2.6 Waste Management 

The European Union (EU) has established a waste management policy and based on this 

EU has defined principles for the waste hierarchy. These principles clarify that waste 

prevention should be preferred in front of reuse, recycling, energy recovery and the least 

wanted are landfills (disposal) (Williams, 2005). Sustainability could be possible to reach 

by improved clean technologies and an important setting is that waste should be 

managed as close as possible to its source. Another basic thing is that treatment and 

disposal of waste should be self-sufficient. The waste hierarchy is shown in Figure 6; 

 

 

 

 

 

 

 

 

Figure 6 The Waste Hierarchy (EU, 2011) 

I) Waste Prevention 

The reduction of waste ought to be based on developing clean technologies as well as 

processes. The final product should be less material intensive and create lower levels of 

waste during production. 

 

II) Reuse 

This stage consists of collection and reuse of materials. It could for example be glass or 

tyres. Reuse may still be harmful in some situations where the environmental and 

economical consequences are negative in the long run. 

 

III) Recycling 

There could be different kinds of recycling, where material recycling is when material 

from waste or different processes could be used to manufacture a new product. It is still 

necessary that the environmental and economical consequences are positive during 

collection and reprocessing of the materials. 

 

IV) Energy Recovery 

Waste incineration makes it possible to recover energy from different materials. This 

energy could be used for district heating in buildings or for electricity generation through 

high-pressure steam. The incineration process is normally a costly option but the 

cleaning efficiency is high. This process takes care of for example scrap tyres. 

 

V) Landfill 

The least attractive way of treating waste is in a landfill. Normally biological treatment 

methods are biodegradable waste but still carbon dioxide or methane is released to the 

atmosphere. 
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3.3 Performance Measurements 

Organisations have different kind of measurements systems to be able to control their 

operations in relation to their overall vision and objectives. There are different kinds of 

stakeholders that require different kinds of information on a regular basis. 

 

Management control is the process where the management tries to have impact on the 

employees in the company with the purpose to implement the overall strategy of the 

company (Anthony and Govindarajan, 2001). The areas involved are planning, 

coordination, communication and decision making. It is important not to involve the 

formulation of the overall strategies and long term goals nor the day-to-day operations. 

Management control is more the tactical level, not strategic or operative. 

 

In the beginning of the 1990s Kaplan and Norton developed a new method for 

performance measurements that was suitable for upcoming demands. The older models 

were mostly based on accounting input which did not give possibilities to evaluate the 

future economical value added for the company. There was a need for a performance 

tool that had a broader approach when evaluating the performance of a company. 

Balanced Scorecard consists of four perspectives which are clearly separated from each 

other; financial, customer, internal business processes and learning/growth. The 

business environment today with shorter business cycles, global competition, cross-

functional approach in the organizations and a more direct communication with the 

customers as well as the suppliers creates a need for models like Balanced Scorecard 

(Kaplan and Norton, 1999). 

 

To be able to manage measurements and sustainability in an organisation it is necessary 

to define the stakeholders to deliver proper stakeholder value. The stakeholders can 

either be affected or have influence by the activities performed by the organisation. An 

important group is the core stakeholders who may have direct impact on corporate 

decisions because of their power. It is important to be aware that the long-term value of 

a company is determined by the stakeholders and it is critical to have a fruitful win-win 

relationship and to provide accurate and transparent information (Epstein, 2008). The 

discussion about stakeholder values brings the question to the area of customer value 

creation. A relevant question is what marketing is? This is not an easy question to answer 

but one suggestion is; “Marketing is managing profitable customer relationships. The 

aim of marketing is to create value for customers and to capture value from customers in 

return” (Kotler and Armstrong, 2010). 

 

There is a famous quotation made by Drucker; “Management is doing things right; 

leadership is doing the right things” whereas efficiency is doing things right and 

effectiveness is doing the right things. According to Drucker effectiveness is the way to be 

successful in business and efficiency is more related to minor improvements for survival. 

Efficiency could be defined as; “doing better what already is being done”, this could be 

linked to costs in the P&L as the effectiveness should have more focus on increasing 

revenues and be linked to customers needs on the market (Drucker, 1986). 
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3.3.1 Global Reporting Initiative (GRI) 

Starting in the late 1990s the Boston-based Ceres organisation developed the first 

structure for Global Reporting Initiative (GRI) and the organisation got support from 

United Nations Environment Programme (UNEP) in 1999. The organisation is based on a 

network and has developed to be the most spread sustainability reporting framework. 

The sustainability reporting guidelines are the true foundation within the organisation 

and the most recent guidelines (G3 version 3.0) were published 2006. GRI was 

established to fulfil the need of a respected framework for sustainability reporting for 

any kind of organisation. A fundamental part in this concept is the stakeholder 

inclusiveness (GRI, 2007). To ensure that the quality of the reported information is as 

high as possible and secure that the decision makers can evaluate and analyse the 

performance in the best way six principles has been established as below; 

 

I) Balance 

It is important that a balanced view of the organisations performance is reported, both 

negative and positive aspects should be included to illustrate the overall performance. 

 

II) Comparability  

To secure that performance could be measured over time, the information should be 

supplied in a way that supports this for the stakeholders. Another important 

requirement is that the information should allow analysis relative other organisations. 

 

III) Accuracy 

The supplied information should be both accurate as well as detailed enough to support 

relevant analysis of the organisation performance. 

 

IV) Timeliness 

To support the stakeholders with correct information the time factor is essential and 

reporting on regular basis and availability is critical. 

 

V) Clarity 

The stakeholders of the company need to have information that is understandable but 

also accessible to be able to make correct decisions.  

 

VI) Reliability 

The question about reliability is essential for the quality and content of information and 

it is necessary that the reported information could be scrutinized. To fulfil this need it is 

important that the information is collected, stored and analysed in a proper way.  

 

The new G3 guidelines have three different performance indicators; social, 

environmental and economical, see Appendix I. These indicators are divided into core 

indicators and additional indicators. Core indicators should normally be reported as they 

are generally applicable indicators suitable for most organisations, whereas the 

additional could be used if they are suitable for the organisation (GRI, 2006).  
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4. METHODOLOGY 

SustainicleTM is the name of a project within the product development organisation in 

Saab. This project has the ambition to analyse Saab’s eco footprint based on Life Cycle 

Thinking and this thesis is part of the project. The chosen area is interesting to study due 

to many reasons; one is that the automotive industry is a major user of fossil fuels and 

responsible for large CO2-emissions into the atmosphere. Another reason is that there 

are a large number of different materials in the vehicles, some are renewable and some 

are not. The internal processes may be energy demanding and creating waste. To write 

this thesis in Saab Automobile, during a period when the company transforms to become 

independent from GM and when the Planet Earth is fighting to manage the pressure on 

the ecosystems and the climate change, is both motivating and suitable. 

 

4.1 The Research Approach 

Studies with the intention to increase the awareness and extend the readers knowledge 

about a certain research area are qualitative (Merriam, 1998). The approach in this study 

is primary qualitative as the aim is to identify sustainability areas as well as indicators 

and to develop a new sustainability strategy within Saab Automobile. One reason to use 

qualitative data is that the information needed is hard to quantify. Another valid point is 

that the author own interpretation of the research information is an important part of 

the method and this symbolizes the qualitative methodology. One obvious advantage 

with this methodology is that it may be more penetrating, but a disadvantage could be 

that the comparability with other studies decreases as the researchers personal values 

influencing the analysis (Holme and Solvang, 1997). 

 

This thesis is a case study of Saab Automobile AB in Trollhättan and as described above is 

the study part of a project called Sustainicle. The author has been visiting Saab in 

Trollhättan frequently between March – June 2011 to study the company and especially 

the product development organisation. From the beginning of the thesis was it decided 

that the author should have a supervisor at both KTH and at Saab Automobile in 

Trollhättan to be able to manage this complex study. With help from the supervisor at 

Saab it was possible to interview relevant employees in the organisation as well as 

collect the proper information. It has been possible for the author to use Saab Intranet 

and read internal information for example about Saab’s processes. Both supervisors have 

been a help when establishing the scope of the thesis, identifying proper methodology 

as well as selecting proper benchmarking companies. In Saab the multifunctional 

environmental group has been an active part of this study. The members of the group 

were part of the creative seminar that will be described more below. As the focus of the 

study is related to the product development it has been beneficial for the author to be 

located in vehicle development organisation as well as been able to study the 

environment where the vehicles are developed. One part of this thesis is to suggest a 

potential new sustainability strategy and the author have interviewed employees within 

different functions such as marketing or after sales to develop the new strategy. 
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4.2 The Research Process 

1) The first step in this study was to discuss sustainability in organisations and 

describe how Saab has been managing sustainability, see Figure 7. When 

describing the area of sustainability it was important to both illustrate the Saab 

approach as well as research in the area. 

 

 

 

 

 

 

 

 

 

 

 

Figure 7 The Research Model 

2) The second step was the identification process of relevant sustainability areas and 

it was an iterative process where Saab employees are the major suppliers of 

information, the intention was also to get external input from consultancy firms 

dealing with sustainability and performance measurement as well as 

benchmarking three companies. After identifying sustainability areas the selection 

process will continue to establish these areas in the Vehicle Development Process. 

 

Below is a description of the working process to identify what and how to measure 

sustainability in Saab Automobile. The selection process of the most suitable 

sustainability areas and the corresponding indicators is a creative process. As illustrated 

in Figure 8 there are many steps from the first information collected, to identify the most 

suitable sustainability areas and the process how to measure these areas.  

 

The author of the thesis suggested a Gross List of potential sustainability areas that could 

be a part of Saab’s Product Profile, see Appendix V. This list was presented during a 

creative seminar arranged at Saab in April 2011. This Gross List builds upon the collected 

information within Saab and the benchmarking companies as well as the theoretical 

framework. Behind the categories used in this Gross List are the two foundations for this 

thesis about sustainability; the Triple Bottom Line and the Life Cycle Thinking. From the 

benchmark a number of interesting sustainability areas were identified, see Table 6. To 

be able to select the most relevant sustainability areas for Saab, a number of Saab 

employees were invited to the seminar. Functions like Marketing, Vehicle Engineering, 

End of Life Vehicles, and Environmental Product Development were represented. An 

external consultancy firm, Malmeken AB, also participated providing an external view. 

The identified sustainability areas were grouped by the participants during the seminar. 

A pattern occurred during the seminar and the author of the thesis compiled this into 

Describe the Present  
Situation at Saab 

Sustainability Areas 

Sustainability Indicators 

How to Develop the Overall 
Sustainability in Saab 

1 

2 

3 

4 

- Theoretical studies about 

sustainability and indicators 

- Interviews with Saab employees  

- Interviews with consultancy firms 

and experts 

- Benchmarking leading companies 
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the Draft Net List I that was distributed to the group, Appendix VI. The Draft Net List II 

was finally decided by the multifunctional environmental group at Saab, Table 8 in 

Appendix VII. This group contains of the participants from different functions and was 

represented at the seminar. The final Net List was established by the author to get a 

manageable list to continue to work with, see Appendix VIII. This Net List is a description 

of sustainability areas and builds the basis for identifying the sustainability indicators. 

 

 

Figure 8 The process of identifying sustainability areas and indicators 

3) The third step was related to how it is possible to measure the sustainability areas 

in the Vehicle Development Process. To identify and choose relevant indicators is a 

complex process made by the author of the thesis. The selection of the 23 

indicators is based on the outcome from a brainstorming session where the five 

identified sustainability areas were in focus. This outcome was used in a mindmap 

to structure the results. These indicators could be incorporated in the Ecobook 

that will be used in Saab to follow up the new vehicle projects according to the 

identified sustainability areas. In the company there is also Cost and Weight Books.  

 

4) After the processes of identifying and selecting the sustainability areas and 

indicators, the work focused on how the overall sustainability could be developed 

in Saab Automobile. This last step was a discussion where the results of the study 

build the basis for the discussion and a recommendation was given how to 

approach the near future. A potential new sustainability strategy for Saab based 

on the findings in the study was presented. A SWOT-analysis was used as a tool to 

evaluate the current state and the future for Saab. This tool incorporates an 

assessment of strengths, weaknesses, opportunities and threats for the company.  
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4.3 Data Collection 

This study is built upon both primary and secondary data that is mostly qualitative. 

Primary data is information that is collected for a specific purpose and that has not been 

published before (Wiedersheim-Paul and Eriksson, 1997). In this thesis many interviews 

have been made to provide relevant information. Saab employees have given 

information about the baseline in the company, different consultancy firms have helped 

to describe management and performance measurements systems, whereas the 

interviews with leading sustainable companies have given more specific input about 

measuring sustainability. These interviews are both personal and telephone interviews.  

 

Secondary data is information that has been collected for other purposes than the strict 

area for the study. The benefit with this information is that it is easier to obtain and also 

to a lower cost. One obvious drawback is that the data is not specific for the relevant 

area (Wiedersheim-Paul and Eriksson, 1997). In this study the secondary information is 

mainly coming from relevant literature, journal articles and dissertations within the 

research area as well as internet with web-pages. 

 

To get updated information regarding how sustainability is managed in organisations a 

decision was made to include a benchmarking study with three leading sustainable 

companies. These organisations were selected based on criteria’s such as they had to be 

global, have an extensive supply chain and manufacture products to fit with Saab 

Automobile. The companies are leading according to the evaluations mentioned below. 

 

The first leading sustainable company is IKEA which is based in Sweden and produces 

home furnishing products. This is a company that has a large global presence together 

with an advanced supply chain like Saab. One reason to pick IKEA as a leading company is 

linked to the newly published research study about Sustainable brands that showed IKEA 

was top five in Sweden (Sustainable Brands, 2011). This study included 151 companies in 

Sweden and was based on the UN definition of sustainability. The approach was to 

investigate the brand of the company from a customer perspective. About 3000 persons 

were interviewed and the focus of the study was both the environmental and social 

aspects of the brand. 

 

The second leading sustainable company is the global American conglomerate General 

Electric (GE) which is producing both products and services. The interesting thing about 

this organisation is that they have an Ecomagination strategy that strives to develop 

leading environmentally friendly products that is also top of the line when it comes to 

operating performance. GE was identified as a leading sustainability organisation in the 

well recognised Dow Jones Sustainability Index. In this index companies are chosen 

according to a systematic sustainability assessment. Areas as climate change strategies, 

energy consumption and stakeholder relations are evaluated. General Electric has shown 

to be a global leader (Dow Jones Sustainability Indexes, 2011). 
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The third company is located in Göteborg, close to Trollhättan where Saab is located. 

Svenska Kullagerfabriken AB (SKF) has been a leader in bearing production for years and 

they are a supplier to Saab. The organisation was recognised in the Globe Awards for 

2007 as the best CSR Company (Globe Awards, 2007). 

 

The interviews with the leading sustainability organisations was organised by the author 

of the thesis and made by telephone during one hour. The intention with the interviews 

was to understand the different organisations sustainability approach from a corporate 

perspective and that is why the chosen respondents for the companies all are suited in a 

corporate sustainability department, for GE was it the manager of European 

Ecomagination program. These qualitative interviews were also recorded by a voice 

recorder to get a better possibility for the author of the thesis to collect all information 

and compile it in a suitable way. Directly after the interview finished the interviews were 

transcribed and send to the respondent to confirm that they approve the answers and 

information given. The questions are shown in Appendix III and the results from the 

interviews are presented in the chapter The Results from the Benchmarking Study. The 

main purpose with the interviews is to get a better picture about how these leading 

organisations are working with measurements and indicators to lead the business 

towards sustainability. The overall strategies and goals where also discussed. 
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5. RESULTS FROM THE BENCHMARKING STUDY 

With the Theoretical Framework and Saab Automobile baseline information in place, the 

next step is to present the results from the benchmarking study of three leading 

sustainable organisations. This study was made to get a better picture how leading global 

organisations are treating sustainability internally. A benchmarking study normally is 

used for a company to compare processes or other key organisational elements to be 

able to improve its own operations. Best practices in other organisations may help to 

develop new successful ways to approach the future. Three global companies were 

chosen to illustrate different ways of treating the same area. As described above three 

leading companies were chosen to illustrate how the work with sustainability could be 

performed in a large organisation. These three companies are quite different; IKEA 

focuses on home furnishing, GE is a multi-business conglomerate with both high tech 

engineering products like aircraft engines and also offering for example credit cards. SKF 

is a leading engineering product supplier with customers like Saab or Volvo as well as 

wind power manufacturers. The discussion of the results from the benchmarking study 

will be included in discussion within the chapter Sustainability Areas and Indicators.  

 

This chapter will first include a short overview of the different companies and their 

respective sustainability approach. The interview results are then presented in 

structured way with the intention to illustrate relevant findings from the interviews. The 

headings are following the main structure and content from interview questionnaire and 

also linked to the Life Cycle Thinking in a sustainability context. When no other reference 

is given in chapters 5.1 - 5.3 interview results are from the following; Olle Blidholm for 

IKEA, Thomas Frey for GE and Ulf Andersson for SKF. 

 

5.1 IKEA 

IKEA is a Swedish company that was founded in the late 1940s. The full name of the 

company is Ingvar Kamprad Elmtaryd Agunnaryd (IKEA) which is linked to the name of 

the founder, Ingvar Kamprad, and the place he was raised in Småland, called Elmtaryd 

and Agunnaryd. One of the foundations in the company is to keep the costs as low as 

possible originating from the poor conditions in the landscape of Småland. The soil was 

so thin that the people in Småland had to work especially hard with limited resources 

and these experiences were incorporated into the company (IKEA, 2010). 

 

The success of IKEA has made it to be a leading global brand with about 130000 

employees. IKEA is a true global organisation with operations in 41 countries with over 

1000 suppliers in 55 countries which forces the company to organise its business in a 

sustainable way to not threaten the environment and social conditions in many places in 

the world. IKEA has worked with an approach towards sustainability with a Life Cycle 

Thinking in all their products. The company states that their products and services 

should not have negative impact on Planet Earth. The vision is rather to have a positive 

impact where Zero Waste and Zero Carbon are crucial elements for success. To meet the 
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needs of future generation’s, innovation is one of the most important elements. The 

organisation has established goals for 2015 and one is that at least 90 % of the products 

sold should be defined as more sustainable based on the new IKEA Sustainability Product 

Score Card. The Sustainability Product Score Card is build upon 11 criteria that are 

specified below. (IKEA, 2010a); 

 

1) More from less (using less material in the product) 

2) Renewable material 

3) Recycled material 

4) Environmentally better material 

5) Separable & recyclable material 

6) Product quality 

7) Transport efficiency (number of products per container) 

8) Energy efficient production 

9) Renewable energy in production 

10) Raw material utilization at suppliers 

11) Product use (less use of energy and water, and less waste in customer’s homes) 

 

5.1.1 Strategic Sustainability Areas 

Within IKEA there are 4 main priorities in the strategy growing IKEA together, where 

sustainability is one of them. In the area of sustainability there are 5 focus areas and 

linked to these are 3 - 5 values. The main priorities within the strategy are the most 

important to follow up and performance measuring is linked to these 5 prioritised areas. 

IKEA has a sustainability direction for 2015 with the 5 main priorities; 

 

a) Offer a range of products that are more sustainable – sustainable products 

b) Taking a leading role towards a low carbon society – climate issues 

c) Turning waste into resources – both operational waste and end of life waste 

d) Reducing our water footprint – much water is involved in e.g. producing cotton.  

e) Taking social responsibility – this is about requirements for the suppliers. Also 

charity is important and community involvement where IKEA has local presence. 

 

On an annual basis the performance evaluation is more detailed than the normal 

monthly follow up for IKEA Group Executive Team. Energy and waste are important areas 

for evaluation on regular basis as well as the evaluation of IKEA Code of Conduct. Within 

IKEA there are three major areas of sustainability reporting: 

 

a) Management reporting to support the IKEA Executive Team with information. 

b) External reporting is based upon the Annual Sustainability Report. The 

sustainability report includes different Key Performance Indicators (KPI) regarding 

the sustainability performance. The latest report for 2010 was recently published 

in IKEA homepage. The Sustainability Report is the master document for external 

reporting of the performance. 
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c) Internal reporting has a focus on the internal performance for the operational 

units. For retail units measure for example share of renewable energy or energy 

efficiency information that is reported by the retail management. The 

Sustainability Report is also used to inform internally the employees about the 

work being done. Both internet and intranet are sources of information. 

 

5.1.2 Product Level 

IKEA has most recently developed and presented a new IKEA Sustainability Product Score 

Card with 11 different criteria. This tool is used for evaluating the products sustainability 

performance. The status for the new score card is that now are training sessions for the 

employees. Every business segment should use this score card to evaluate most of the 

10.000 products. In a year from now it will be possible to see how almost the full 

assortment is rated. This tool should be a good driver for the employees that are 

developing the products to get them more sustainable. This score card should not be 

used for external purposes and there will probably be a new version in 6-12 months. 

 

The new Sustainability Product Score Card could be used instead of doing a detailed Life 

Cycle Assessment. The tool should be simple to use and in the future the tool will maybe 

be used for communication, but still are the characteristics of the products more 

important than the score in this tool. Every product gets a specific score and different 

aspects are then weighted to compare with the minimum required level. When 

developing new products the product developers should check the different criteria’s 

and evaluates the score compared with the requirements and adjusts if the products are 

not meeting the target levels. 5-6 criteria are connected directly to the product, 2-3 are 

how the product is produced, 1 criteria is how the product is transported and so on. The 

product gets a score; 0-4 points depending on how sustainable the product is in the 

different areas. From the individual criteria score the products will get a total area score 

and after this the points will be weighted into total product score. The evaluation is 

subjective and the tool is rather rough. The evaluation the product responsible will do, 

but there will be an evaluation with the sustainability department at IKEA, where 

different products in the range will be compared and the tool will be calibrated. 

 

5.1.3 Raw Material 

When it comes to raw materials there is specific basic requirements for all materials that 

are bought, for example cotton and wood. For wood the company uses IKEA forestry 

required certified wood and for cotton the sustainable cotton is the preferred option and 

today it is about 13 % of the total cotton. IKEA works close with the suppliers to secure 

that they have good conditions. The company also has specific controllers, for example 

wood controllers that check the suppliers and the raw material used in IKEA. In some 

cases the material is scrutinised all the way from origin. One issue in the organisation 

was the feathers that were not allowed to be manually picked by humans. This is one 

example of the importance with sustainability work. 
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5.1.4 Supply Chain 

For tier 1 supplier’s there is a requirement of signing the IKEA Code of Conduct, which is 

a specific requirement for all suppliers. The supply chain organisation has about 80 - 90 

employees that are dealing with this kind of questions. The employees evaluate all 

suppliers to follow both policies and standards. 

 

The suppliers have started to report energy usage and CO2-emissions. IKEA has a master 

file to compile the required data input from suppliers and factories to be able to 

calculate total CO2-emissions. There has been some trouble regarding the reporting of 

Code of Conduct, where there has been different opinions regarding the definitions. In 

different systems are definitions of the measures, for example energy efficiency kWh/m3 

goods. Mostly the definitions of the measurements are in different systems when the 

information is required to be reported from the organisation. IKEA also uses a master file 

where all the information is listed and stored. 

 

There is a reporting responsibility, for example within operations where the energy 

usage and how much material that is recycled should be communicated. In all IKEA 

storages, manufacturing plants and retail stores there is an established reporting 

structure, where the responsible person report into the system which gives the 

corporate sustainability department the information needed for the Sustainability 

Report. There is no specific link between actual sustainability performance and rewards 

or punishments, for example when a Retail Manager that does not deliver good 

performance they will not be punished. Suppliers are evaluated when it comes to Code 

of Conduct and the responsibility is well defined but there are not any specific rewards 

or punishments linked to this responsibility, more could be done in this area. 

 

5.1.5 Financials 

This is an unexplored area. Olle Blidholm has been involved in a previous thesis in this 

area, showing how it should be possible to better measure the financial performance 

linked to the sustainability work performed. The thesis has the name; “Money and 

sustainability: a study of how IKEA could monitor the economic results from sustainability 

initiatives” by Hou and Kulldorff (2010) was interesting, but IKEA have not used the 

information from the thesis into practical use. The present reporting to Group Executive 

Team does not include the financial benefits or drawbacks from the different 

sustainability initiatives. The reporting today is more on ad hoc basis when it is related to 

financial questions and this area could be improved much. 

 

5.1.6 Innovations 

There is a large amount of information available in the Sustainability Report about waste 

handling and this is one of the prioritised areas within the sustainability work. It is 

important to move away from the linear society with an approach of closing the loop, 

where the resources are used longer and in a smarter way. With this new thinking it 
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could be possible to reuse the material again and it would be beneficial to do, as the 

material could be used as a resource again. With today’s prices on raw materials it is also 

financially sound to both reuse and recycle much more. The operational waste should be 

recycled and end of life waste should be managed by a system for reuse or recycling 

linked to the old products. IKEA also promote that the life time should be prolonged. 

 

Never ending job is a concept to show that the improvements for sustainability are never 

ending and there is a list; never ending list that shows a number of improvements made 

by IKEA during the years. At the moment there is a project running where IKEA is 

working together with World Wildlife Fund (WWF) to help local farmers to grow cotton 

more sustainably. The information regarding a project like this could be used for 

communication in the retail stores to inform the customers. One important statement is 

that IKEA would like to hold low profile in sustainability questions, true results must be 

confirmed before the company communicate the results externally. 

 

5.2 General Electric 

Founded in 1892 General Electric is one of the world’s largest and most profitable global 

companies. This is an organisation that is built upon innovation and a culture of 

profitable growth. As early as 1876 Thomas Edison opened a lab in New Jersey where the 

most famous innovation was the electrical lamp. With a history of 130 years of 

innovation and developing the company over different business cycles and international 

crisis the organisation has a basic strength and global reputation. Today the three main 

business areas are; infrastructure, financial services and media (GE, 2011). 

 

Ecomagination is a business strategy (Healthmagination is another) to grow the revenue 

and sales of GE products based on innovation and promoting environmental benign 

products. The Ecomagination strategy focuses on combining superior environmental 

benefits and operational benefits that will gain both the customer and GE. 

Ecomagination is not a sustainability concept, but it is linked to sustainability. The basis 

for external reporting is the homepage and annual report. The Ecomagination 

organisation has a core Ecomagination team and every business has a representative. 

 

5.2.1 Strategic Sustainability Areas 

GE decided 2005 to focus on five strategic areas within Ecomagination that are measured 

and reviewed on a regular basis. The areas that should be evaluated are GE businesses 

and not customer’s performance; 

 

1) Double the investments in R&D 

2) Continue to increase revenues from Ecomagination products 

3) Reduce greenhouse gas emissions and improve energy efficiency of GE 

4) Reduce water use and improve water reuse 

5) Keep the public informed 
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These five areas are measured for every business and for GE globally. The result is then 

illustrated in the Annual Ecomagination Report. Normally the EHS person such as Facility 

Managers or the Ecomagination representative in the GE business is responsible for 

reporting at each business site. Detailed internal dashboards track improvements that 

have been achieved in the different focus areas. Both the external organisation Green 

Order and the GE Ecomagination Advisory board which consists of persons from other 

companies, NGO’s or universities, are involved in the review process. This advisory board 

is supporting GE management and the Ecomagination work. 

 

5.2.2 Product Level 

The evaluated products in GE’s portfolio are scrutinized according to different criteria. 

The product portfolio of GE is broad and the settings are totally different for different 

products. The Ecomagination has defined a product review process which is based on a 

third party is responsible for the review, this is Green Order and they are doing the 

certification of the products. The main reason to have a third party is to secure that the 

company is not performing any “green washing”. This is why it is so important to have an 

independent third party for this process. GE contacts Green Order when they want a 

new product to be certified, and then Green Order uses a specific questionnaire to check 

both operational and environmental benefits. It is an iterative process where the 

products are scrutinized through many steps and if the products are accepted, they will 

get certified. There are two criteria that need to be fulfilled to be certified;  

 

1) The products need to have an improved environmental performance. The new 

product needs to be significantly better than the present; it has to be inherently 

green, like wind or solar energy to meet third party standards.  

2) The products also need to improve the operational performance, for example be 

able to lower the operational costs and improve the value proposition for the 

customer as well as improve the competitive position for the customer. 

 

It is necessary that these Ecomagination products are better than that state of the art. It 

has to be a newly developed products or an improved existing product to become an 

Ecomagination product. These products are normally more technically sophisticated than 

the state of art and therefore the price might be higher. The premium that the customer 

needs to pay should be put in relation to the potential savings that the customer can get 

from buying the product. Another important point is that the Ecomagination products 

need to be reassessed after a certain period to continue to be certified as Ecomagination 

products. There is a constant review process where business areas like Nuclear or Oil & 

Gas are evaluated. The external advisory board together with Green Order are 

supporting and advising GE’s management with strategic reviews of company technology 

areas. They advise in which areas GE should be active or not. Existing business areas are 

also constantly reviewed. 
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5.2.3 Raw Material 

The organisation has a focus on energy use, water use and the greenhouse gas 

emissions; see the strategic sustainable areas. GE still needs to develop the work 

regarding raw material handling within its organisation. 

 

5.2.4 Supply Chain 

A part of the certification process for the Ecomagination products is to secure that the 

production of these products are environmentally benign. The supply chain area is 

currently being discussed and GE will work more in this area. 

 

5.2.5 Financials 

GE is the only company that has been part of Dow Jones stock index since it started over 

100 years ago and the basis for this survival is that the company has reinvented itself. 

The business model that has been used for the last 100 years has to be changed and it 

needs to be different in the future. GE’s CEO Jeff Immelt said; “Green is Green” and he 

meant that the company has to earn dollars with a green products portfolio. The goal is 

to have a higher growth rate of the Ecomagination products than the rest of the 

portfolio. To meet the overall targets of Ecomagination is GE’s CEO Jeff Immelt challenge 

all businesses to deliver the results needed within the strategic areas. The Ecomagination 

strategy is brought into the different business processes in the whole company. 

 

Linked to the Ecomagination products is the goal of making more and more revenue 

from selling these state of the art products. GE grew the revenue from Ecomagination 

products by six percent to USD 18 billion in 2009 and has generated USD 70 billion in 

“eco revenues” in the first 5 years since the launch of Ecomagination in 2005. The 

company has an intention to grow the revenue with Ecomagination certified products 

twice as fast as compared to the other products the next 5 years. 

 

5.2.6 Innovations 

GE has a concept that is called Treasure Hunt which is based on Toyota and the Kaizen 

concept about continuous improvements. The mission is to focus on energy and water 

savings as well as emission reductions in the internal business. The Treasure Hunt event 

is normally a 2 - 3 day exercise, where experts in the different areas like energy or water 

savings, are investigating a specific business site. The goal is to check how much energy is 

consumed and what could be improved. The outcome is recommendations about how 

the business could be more efficient and environmentally friendly in these areas. The 

solution could be to implement new technology or change processes. GE has performed 

over 250 of these events with decreased cost of energy and water usage. The Treasure 

Hunt team is organized within the Ecomagination organisation and work closely with the 

local personnel within every business. 
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Another creative concept that GE has developed is the GE Ecomagination challenge, 

where the company arrange a competition for external organisations that can bring 

knowledge into GE. This is in line with the new strategy to be strategic partner with 

external companies and bring in smart ideas; the best ideas are normally outside your 

company. 

 

5.3 SKF 

SKF has a long history and the company was founded in 1907 with the headquarters in 

Göteborg. The company is today a truly global organisation which is represented in more 

than 130 countries and has manufacturing in about 100 sites globally. The organisation 

has three divisions and the main products are rolling bearings, mechatronics, seals, 

lubrication systems and services. The Research and Development (R&D) in the company 

is a cornerstone and to produce high qualitative products and services has been the 

focus for many years at SKF (SKF, 2011). 

 

SKF has worked for many years with sustainability and the external Sustainability Report 

has been part of the Annual Report since 2002. The company has an internal approach 

towards sustainable development through its SKF Care that is based on; Business Care, 

Environmental Care, Employee Care and Community Care. The Business Care 

incorporates delivering shareholder value as well as high quality products and services. 

This should be done according to ethics and responsible business acumen. As a 

fundamental part of reducing the environmental impact linked to SKF’s own operations 

the Environmental Care is a long term strategy to be sustainable. To be able to deliver 

sustainable business and environmental performance Employee Care is one of the tools 

for success. The work to secure the skills of the employees and increase the motivation is 

essential. The last area is the Community Care where the long term commitment as an 

employer and the work as a local organisation in many parts of the world need to be in a 

responsible way (SKF, 2010). 

 

5.3.1 Strategic Sustainability Areas 

SKF has a number of overall targets that are leading the business towards sustainability. 

The company has a combined approach to both handle the environmental issues and the 

internally working environment. The most important questions are the climate impact 

and linked to this the energy usage where the company aims to be as efficient as 

possible. Within the area of energy efficiency SKF has established demanding targets 

that together with an educational programme will lower the energy usage. Other areas 

such as chemical use, especially hazardous substances, are also in focus. The waste 

management is an area where it is important with the certification process of new 

plants. These mentioned areas are the primary KPI’s within the SKF businesses. The risk 

assessment regarding SKF suppliers is also an important KPI. 
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5.3.2 Product Level 

The company is not having a specific sustainability scorecard for its products. SKF is using 

the concept of Design for Environment where the organisation strives to offer more 

environmentally benign products. Of course the company should follow the basic 

requirements for example legislations but also satisfying the customer needs. The 

company is working at the moment within this area to improve it. SKF strives to offer 

energy efficient products, it is important to be innovative and save energy if possible. 

The company has made a number of Life Cycle Assessments for its products to 

understand which effects that is most important. It is essential to ensure that the 

company does not have any “hidden trade offs”, where one positive impact for the 

environment could be decreased by another impact. The total environmental benefit will 

then be lower than from the beginning. 

 

One part of the responsibility during product development is the Design for Environment 

guideline. The responsibility for the Manufacturing Plant Manager is specified when it 

comes to energy usage and emissions. An important task is to get the management of 

the different divisions to take responsibility. Sometimes it could be a conflict of interest 

between the person in the organisation that is having budget responsibility and the one 

that have more specific sustainability targets for example the legal environmental 

responsibility, where there is not a perfect match of these targets. It is about making the 

right decision for investments or priorities. From a corporate perspective management 

reviews is performed on a regular basis. The organisation also has Sustainability 

Managers that work with these questions. 

 

5.3.3 Raw Material 

SKF’s products have most positive environment impact in the usage phase. The most 

negative part is linked to the use of steel and the need of large amount of energy to 

produce this steel. The work to improve the quality of the raw material is extensive, 

there is an intention so produce smaller products and using less material. The material 

should weigh less, but have the same technical characteristics and life time. This will save 

material, energy and money linked to production. 

 

SKF is working hard to phase out different chemical substances based on legislation 

demands but the company want to be proactive and remove these substances as early 

as possible in the life cycle. SKF tries to replace the hazardous substances with more 

harmless ones, for example different solvents being replaced with more environmentally 

friendly substances. Legislation linked to EU’s Registration, Evaluation, Authorisation and 

Registration of Chemical Substances (REACH) is significant drivers behind this 

development. It is the customer that demands its suppliers to take away the dangerous 

substances; the customers will not accept that the companies having dangerous 

substances anymore. It is also linked to a safe working environment. At SKF the view is 

that it is a competitive advantage to be in the front line of being sustainable. The 

company has competitors but SKF is the market leader when it comes to sustainability. 



 

33 
 

5.3.4 Supply Chain 

SKF is working hard with its suppliers to secure that the supply chain is sustainable. The 

company set high standards for its suppliers. It is important that they are working in right 

way and follow SKF Code of Conduct. One example could be that tier 1 suppliers to SKF 

are working with the energy efficiency in its operations. The company needs to report 

the energy usage to SKF to secure that they work in the right direction. SKF has worked 

with this close cooperation during the last 2 years. The aim is not to stop working with 

the suppliers, SKF instead want to improve the sustainability in these organisations to fit 

into its long term concept. The suppliers need to sign an agreement called Quality 

Standards for Suppliers that is part of Code of Conducts for suppliers. SKF also have an 

audit team that are doing reviews to secure that its standards are meet, one example 

could be that working environment are satisfying. The basis in this structure is that the 

SKF Code of Conduct is followed by every tier 1 supplier. Still SKF have not full control of 

its own (tier 1) suppliers as of now, but they work within this area ongoing. 

 

5.3.5 Financials 

SKF have not focused much about the link between sustainability and financials. 

Normally environmental investments (5 - 10 years) have a longer pay off than “normal” 

investments (1 - 2 years). The environmental investments are safer compared to normal 

investment, for example energy efficiency savings are considered to be profitable and 

safe. SKF are right now working with the process of investments linked to sustainability 

work. It could be investments for energy efficiency or in treatment facilities. When SKF is 

building a new manufacturing plant, buildings should be Leadership in Energy and 

Environmental Design (LEED) certified. The cost to invest in this kind of buildings is 

normally 20 - 30 % higher but in the long run it will be better pay off. The management 

group has a strategy to be sustainable and has a long term thinking why investments in 

these areas are normally easy to take. A problem could be the smaller investments that 

mid-management are responsible for. There is a strategic thinking in SKF to be 

sustainable and have a strong position in the market with a clear sustainability profile. 

 

The different EU directives are a driving force in the development of sustainability in the 

area of waste management, energy efficiency and hazardous chemicals. Earlier it was the 

local or national authority that was the driving force, now it is the market and the 

customers that change the sustainability agenda mostly. The role that authorities are 

playing today is more reactive, for example after the emissions have occurred, then will 

the authorities react. In the sales organisation at the moment it is important to support 

and educate the personnel with relevant information and knowledge. SKF are in a 

positive position where the company is offering products that are improving the 

environmental benefits for its customer. The future is green and SKF is well suited in this 

area. Today the company is selling more a concept than only products and more services 

involved today. This new situation requires that the sales staff is well educated and 

informed. Many questions regarding sustainability are about information and 

communication. It is critical to be clear in the communication with the stakeholders. 
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5.3.6 Innovations 

Internally SKF has a survey about how the company is doing in the area of sustainability. 

The employees can give there opinion about the sustainability work. SKF also has 

different scorecards that are linked to the different business divisions. These scorecards 

are complex and look different for the divisions. There is no overall scorecard on a group 

level. Here are the overall targets the basis for the work. Beyond Zero is a vision for the 

company, where SKF has a positive position, the more the products are used, the better 

is the environmental effects. Zero Emissions approach is a more common approach. 

 

5.4 Summary of the Benchmarking Study 

Table 1 summarises the results from the interviews with the leading sustainable 

organisations. The column headings are the same as in the result chapter above and the 

information presented is the most relevant for Saab Automobile in this thesis. All the 

described information in the table is used to be able to identify and establish the 

sustainability areas and indicators as well as develop the new sustainability strategy.  

 

Table 1 Summary of the Benchmarking Study 

 Strategic 

Sustainability Areas 

Product Level  Raw Material  Supply Chain  Financials  Innovations  

 

”To create a 

better everyday 

life for the many 

people”  

a) Sustainable product 

range 

b) Low carbon society 

c) Turn waste into 

resources 

d) Water footprint 

e) Social responsibility  

- Newly presented 

Sustainability 

Product Scorecard 

- 11 criteria’s for 

evaluation 

- Subjective, simple 

and rough tool  

- IKEA Forestry 

Requirements, 

certified wood 

- Sustainable 

cotton (about 13% 

of total)  

- Closing the loops, 

WWF/recycle mtrls  

- Cod of Conduct 

(tier 1)  = IWAY  

- 80-90 

employees to 

secure IWAY 

- Sometimes 

check the cradle 

of raw material 

- Not much done, 

more ad hoc 

- KTH Thesis with 

focus on cost 

decrease, in line with 

IKEA cost focus.  

- Closing the loops 

- Sustainable Product 

Score Card 

- WWF, Rädda 

barnen, UNICF 

 

 

”GE is a global 

infrastructure, 

finance &media 

company taking 

on the worlds 

toughest 

challenges”  

a) R&D investments 

b) Grow portfolio of 

Ecomagination product 

c) GHG emissions & 

energy efficiency 

d) Water use & reuse 

e) Public 

communication  

- 100 Eco-

magination 

products certified 

by 3rd party 

organisation + 

reassessment 

1) Top operational 

performance 

 2) Top environm. 

performance  

- Certification 

process with focus 

on energy, water &  

GHG emissions 

- Not clear about  

raw mtrls supply  

- Certification 

process review 

sustainable 

production 

- Will work more 

in this area 

- Customers pay 

premium for 

Ecomagination 

products = 

”weltclasse” 

- ”Green is Green” = 

grow portfolio of 

Ecomagination  

products and be 

profitable  

- Ecomagination = 

Business strategy 

based on innovation 

- Treasury Hunt = 

Boot camp  to reduce 

energy, water & 

emissions 

- Ecomagination 

Challenge 

 

”To equip the 

world with SKF 

knowledge” 

a) Climate impact & 

energy use   

b) Use of hazardous 

chemicals  

c) Waste mgmt 

d) Certification  process 

- Design for 

Environment (DfE) 

- ”No hidden  

trade offs” 

- Smaller products 

&  using less mtrl 

- Proactive work to 

remove chemicals 

- Use less mtrl, 

efficiency 

- Steel = Requires 

much energy 

- Code of 

Conduct (tier 1) 

- Long term 

relationships 

- Suppliers  

energy efficiency 

- No clear connection 

- Environmental 

investments in focus, 

e.g. LEED buildings 

- Long term strategy 

- SKF Care concept 

- Supplier energy use 

- Internal  survey of 

sustainability work 

- Beyond  Zero 
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6. SUSTAINABILITY AREAS AND INDICATORS 

The aim of this thesis is to identify and establish the most relevant sustainability areas 

and indicators for Saab. Moreover the intention with this chapter is to propose relevant 

sustainability areas and indicators for the VDP based on the benchmarking study, 

theoretical framework and the retrieved knowledge about Saab Automobile. This 

chapter will first describe the identified sustainability areas and the second step is to 

explain how the sustainability areas could be measured. The intention is to discuss how a 

new vehicle could be developed in a more sustainable way and apply this thinking in the 

Vehicle Development Process. The last step is a discussion of the results regarding the 

identified sustainability areas and indicators. This chapter first presents a summary of 

the different sustainability areas and indicators followed by the five identified 

sustainability areas; Design for Sustainability, Sustainable Supply Chain, CSR, Sustainable 

Innovation and Sustainable Value Chain. In the end of the chapter the uncertainty and 

sensitivity of the result will be discussed to verify potential limitations in the results. 

 

The intention with the discussion part in this chapter is to analyse and evaluate the 

results from the study. It is relevant to discuss which consequences the result of this 

study might have for Saab Automobile. In the discussion part the author of the thesis will 

interpret, discuss and value the results from the benchmarking study as well as the 

sustainability areas and indicators, in relation to the theoretical framework and other 

relevant information. The structure of this chapter is based on the structure mentioned 

in the Methodology chapter. First the sustainability areas (what to measure) are analysed 

and evaluated, followed by the sustainability indicators (how to measure). 

 

The iterative process of identifying the most relevant sustainability areas has been 

complex and challenging. This overall process is described in the Methodology chapter in 

Figure 8, where it is clear that many different sources of information have been used to 

identify the sustainability areas. The Gross List was created by the author of the thesis 

and the final Net list, Table 9, was decided by the multifunctional environmental group in 

Saab. The sustainability areas could be part of the established Product Profile within 

Saab and the ambition is to include these areas and indicators in the Vehicle 

Development Process for next model after new Saab 9-3. 

 

The selection process of indicators was made by the author of the thesis and is based on 

previous work in this study such as the identified sustainability areas and previous 

experiences within the area of performance measuring. This selection process is 

described in the Methodology chapter and methods used are brainstorming as well as 

mindmapping. The presented indicators should be seen as a suggestion for Saab and it is 

important to point out that they are not reviewed by the multifunctional environmental 

group. The identified indicators could be used by Saab in the Ecobook. 
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6.1 Summary of the Sustainability Areas and Indicators 

The identified sustainability areas and indicators are illustrated in Table 2. This table 

shows that there are many possible sustainability areas and indicators to measure in the 

Vehicle Development Process. 

 

Table 2 Summary of the Sustainability Areas and Indicators 

 

 

The sustainability indicators are an important tool to be able to develop Saab’s vehicles 

towards sustainability. These indicators are selected by the author of the thesis and are 

not yet reviewed by Saab, the reason is that they were finished in the end of the thesis 

and it was not possible to manage a full review process within the timeframe for this 

study.  It is important to keep in mind that the intention with the indicators is to include 

them in the Ecobook and it will be used in the Vehicle Development Process.  

 

The sustainability indicators are directly linked to the sustainability areas in this study. 

When using these indicators is it necessary to remember that the users of them are 

mainly Vehicle Engineering staff and employees in Marketing, Design, End of Life, 

Production and probably the management team. These are the main stakeholders that 

need to understand and be able to manage the sustainability areas and indicators in an 

easy way. To be able to manage measurements and sustainability in an organisation it is 

needed to define the stakeholders to deliver proper stakeholder value. The Product 

Profile is to some extent similar to the Balanced Scorecard that Kaplan and Norton 

(1999) has developed. As the Product Profile today has seven areas it is important to not 
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forget that it should be easy to understand and use the sustainability areas. It is also 

important to remember the basis for this study that is the TBL with environmental, 

economical and social perspectives and the Life Cycle Thinking that also influences the 

indicators. 

 

The most recognised and established sustainability reporting and measurement system 

is the Global Reporting Initiative (2007). The most recent version of GRI has established 

three different categories of performance indicators; social, environmental and 

economical, see Appendix I. When selecting the Saab sustainability indicators the GRI 

performance indicators served as a reference framework. There is one important 

consideration that needs to be mentioned and that is the use of the sustainability 

indicators which should be deployed within the Vehicle Development Process and do not 

serve the whole Saab Automobile. Normally the GRI indicators are used on a company 

level and not at the product development level. In this case the principles are applicable. 

The selected Saab sustainability indicators will be analysed and evaluated relative the six 

GRI principles (these principles are also illustrated in the Theoretical Framework); 

 

I) Balance 

It is important that a balanced view of the organisations performance is reported, both 

negative and positive aspects should be included to illustrate the overall performance. 

 

II) Comparability  

To secure that performance could be measured over time the information should be 

supplied in a way that supports this for the stakeholders. Another important 

requirement is that the information should allow analysis relative other organisations. 

 

III) Accuracy 

The supplied information should be both accurate as well as detailed enough to support 

relevant analysis of the organisation performance.  

 

IV) Timeliness 

To support stakeholders with correct information the time factor is essential and 

reporting on regular basis and availability is critical.  

 

V) Clarity 

To be able to make correct decisions, the stakeholders of the company needs to have 

information that is understandable and also accessible. 

 

VI) Reliability 

The question about reliability is essential for the quality and materiality of information 

and it is necessary that the reported information could be scrutinized. To fulfil this need 

it is important that the information is collected, stored and analysed in a proper way. 

 



 

38 
 

6.2 Design for Sustainability 

The first sustainability area is Design for Sustainability that contains one sustainable sub 

category called Design for Closing the Loop. This area is about how it is possible to 

develop a product that is closing the loop; in other words which is designed not to 

threaten the environment and with the intention to create as little waste as possible as 

well as not demanding too much resources during its entire life time.  

 

6.2.1 Results 

I) Design for Closing the Loop 

The combination of the well known concept Design for Environment which SKF uses and 

closing the loop which IKEA prioritize could make Saab’s vehicles more sustainable in the 

future. Today the company has a standard called A0052 that incorporates many aspects 

of this important concept (Saab Automobile, 2010a). This standard is based upon current 

technology and aims to design more recyclable or recoverable vehicles that will have a 

maximum end of life value. The standard should be applied to both current and future 

legislation and be updated as technology progresses. 

 

The design requirements in the standard states that polymeric, plastic and rubber parts 

need to be labelled; for plastic and rubber parts linked to the weight. It is important to 

not reuse components that should not be reused according to EC Directive (2005/64). 

When it comes to recyclability and recoverability ISO 22628 is the guiding principle. 

During the prototype build phase the supplier must enter the material composition in 

the International Material Data System (IMDS) to secure that it is according to EEC 

approval directive (70/156). In the standard there is a list of parts that need to be 

designed for dismantling, for example bumpers, spoilers or windshield glass. There are a 

number of criteria that need to be fulfilled to consider a part suitable for dismantling, for 

example recycling technology needs to be available and the part needs to be accessible 

(Saab Automobile, 2010a). 

 

When it comes to material selection is it important that the same material should be 

used across the different product lines. The selection of materials should be in line with 

the current used recycling technologies and it is preferred to avoid so called multi-

material parts. When developing a vehicle is it suitable not to use coated materials as 

they are more costly and harder to recycle. It should also be easy to separate operating 

fluids. The standard states that recycled content material shall be used where technically 

feasible and economically viable. Examples of recycled content use are metals such as 

steel or aluminium but it could also be different polymeric or plastic materials as well as 

textiles or glass. One important point is the carry over parts that could be used from 

predecessor models if possible. The A0052 is an important standard that should be well 

recognised by about 500 Saab employees within the vehicle engineering organisation. 

The standard should also be well known to other employees within for example styling 

(Saab Automobile, 2010a). 
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Indicators: Number of Employees Taken the A0052 Training (A), Renewable Material of 

Total Material (B) , Virgin Material of Total Material (C) and Easiness to Dismantle a 

Vehicle (D).  

 

A) Number of Employees Taken the A0052 Training (#) 

The A0052 standard is truly important for the sustainability work and success in 

developing new Saab vehicles and the awareness about this standard needs to be as high 

as possible. To secure high knowledge about Design for Sustainability the indicator could 

be a new A0052 training for all employees that are part of Vehicle Development Process 

or needs to understand about Design for Sustainability. 

 

B) Renewable Material of Total Material (%) 

The usage of renewable material is something that the interviewed benchmarking 

companies identified as important, especially IKEA. With a higher percentage of 

renewable materials in Saab vehicles it is also possible to decrease the pressure on the 

Planet Earth. A usage of more renewable materials will make is easier to close the loop. 

   

C) Virgin Material of Total Material (%) 

The usage of virgin materials is threatening the globe as these are scarce resources. With 

a higher percentage of reused, recycled or recovered materials it will be less pressure on 

the environment.  

 

D) Easiness to Dismantle a Vehicle (%) 

With a smart design and construction it will be easier to dismantle a vehicle. The easier, 

the better and it must not influence the safety of the vehicle. With this product 

development it will be easier with regular service and repair work during life time and it 

will also be easier to upgrade the vehicle to prolong life time. The easier, the better. 

 

Responsibility:  

The responsibility for all these four indicators, which are linked to the standard A0052, 

ought to be the head of product development. In the process description, CP050 – 

Develop Product, Production and Services, Appendix IV and Figure 13, it is clear that the 

technical director will have the authority to manage and control the behaviour, 

processes and hopefully also the budget. 

 

6.2.2 Discussion regarding Sustainability Areas 

To be able to develop more sustainable vehicles in the future the area of Design for 

Sustainability will be an important part in the Product Profile. The established standard 

A0052 is one of the keys to success for Saab because many of the initiatives for change in 

Saab are coming from the vehicle development organisation. This standard should be 

recognised by most of the employees in the vehicle development organisation, but is this 

really the case? Who is informing about the standard and does the engineers understand 

the concept of Life Cycle Thinking and do they work to develop vehicles according to this 
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approach? Saab says that this standard is based upon current technology and should be 

applied for current and future legislation as well as be updated as technology progresses. 

When was this essential standard updated? The A0052 document used in this study is 

one year old (May 2010) and much has happen last year in the area of life cycle 

development for vehicles. 

 

IKEA has most recently launched its Sustainability Product Score Card with the intention 

to offer a more sustainable product range in the future. It is too early to judge if this is a 

success but the intention to work in a focused way with sustainability in the product 

development process is positive. Much of the responsibility for this new tool is linked to 

the product developer’s judgement. The 11 criteria that IKEA uses is based on Life Cycle 

Thinking and for example more from less, renewable and recycled material, separable 

and recyclable material as well as product use (less use of energy and water, and less 

waste in customer’s homes) is directly applicable for Saab in the Vehicle Development 

Process. The new Sustainability Product Score Card is simple to use and could be used as 

an alternative of doing a detailed Life Cycle Assessment. 

 

SKF on the other hand are not using specific sustainability scorecard for its products in 

the same way as IKEA. SKF is using the concept of Design for Environment to develop 

more environmentally benign products. One area where SKF is working hard in the same 

way as IKEA is to offer energy efficient products, it is important to be innovative and save 

energy if possible to satisfy the customer needs. The vision of going Beyond Zero is 

creative and here SKF has identified that the more SKF products are used; the more 

positive is the environmental effects. Could this thinking be something for Saab to 

consider? Imagine a future Saab vehicle that is producing energy during office hours due 

to the solar cells on the roof or that the vehicle is linked to an electrical smart grid and 

act as battery when the vehicle is not on the road. Many companies have the vision of 

Zero Emissions this approach is more limited than the Beyond Zero approach from SKF.  

 

The A0052 standard has the aim to design more recyclable or recoverable vehicles with a 

maximum end of life value. This approach may be valuable when developing vehicles 

with the intention to not create waste. The focus is to put labels on the parts striving to 

have the end of life mindset; this will help to dismantle the vehicle. The designing for 

dismantling is a proactive thinking that encourages Life Cycle Thinking, for example 

bumpers and spoilers are designed in this way.  

 

Mercedes is using LCA as a tool in the Design for Environment concept for the product 

development process. SKF is also using LCA to understand the environmental impacts of 

its products. A good insight from SKF is to secure that the company does not have any 

“hidden trade offs”, where one positive impact for the environment could be offset by 

another. The understanding that the total environmental benefit could be lower than 

from the beginning is essential. Saab could in the same way as Mercedes use LCA in 

combination with DfE to establish the new Design for Sustainability approach. The 

results for Mercedes and the new S-class showed that the CO2-emissions over the full life 



 

41 
 

cycle has decreased with 7 % and for NOx-emissions with 14 % compared to the old S-

class (Finkbeiner et al., 2006). With this kind of dramatic effect on emissions and 

environmental impacts, by using LCA in the Vehicle Development Process, it would be a 

strong proof for the strength of the tool. More studies are needed to confirm the results 

but the first step to improve something is to understand what is wrong and where it is 

wrong. Here can LCA play a crucial role for Saab in the future. 

 

The process of selecting the best materials in the Vehicle Development Process is not 

easy but it seems that this process is established according to Saab employees and the 

A0052 standard. In the material selection process it is mentioned that it is important to 

use the same material across the different product lines. The A0052 standard mention 

that the selection of materials should be in line with current used recycling technologies 

and it is preferred to avoid so called multi-material. This is good, but what about the 

future technologies? Saab needs to be more proactive and pay attention on thinking 

about how to develop its recycling thinking in 5, 10 and 20 years from now. This is linked 

to the new usage of vehicles and extended product responsibility for the automobile 

producers in relation to the changing needs regarding vehicles. The standard states that 

recycled content material shall be used where technically feasible and economically 

viable and here one important point is the carry over parts thinking where the parts 

should be used from predecessor models is possible. When developing a vehicle it is 

suitable to not use coated materials as they are more costly and harder to recycle.  

 

In the concept of Design for Environment it is essential to use less resources for the 

creation of more products according to Bevilacqua and Giacchetta (2008). In this 

methodology the focus is on reducing energy and raw materials in the development 

process for new products, for example vehicles. It is important to remember that in the 

DfE approach it is necessary to have environmental thinking from the beginning of the 

product development process and keep the focus to launch of the product to customers. 

Saab has the intention to incorporate sustainability in the Product Profile which builds 

the basis for managing these questions in the VDP in the early stages before project gate 

DSI. If Saab decides to use a Design for Sustainability approach it will be possible to 

locate and manage the future sustainability concerns during the entire Vehicle 

Development Process but the work needs to be initiated early in the Portfolio Planning 

Process, Appendix IV and Figure 1, and continue to the launch of the vehicle. 

 

6.2.3 Discussion regarding Sustainability Indicators 

I) Design for Closing the Loop 

A) Number of Employees Taken the A0052 Training (#) 

This indicator is based on the use of Saab standard A0052 that is already established and 

in use. The comparability should not be a problem if the A0052 training stays the same 

over time. The level of information should also be sufficient and it is essential the 

training sessions are reported on a regular basis. One benefit with this indicator is that it 

is both understandable and reliable for the stakeholders. 
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B) Renewable Material of Total Material (%) 

The second indicator is linked to the use of renewable material and here it is important 

for Saab to define what a renewable material is. After the definition, that needs to be in 

line with available standard definitions among automotive companies, the indicator 

should be comparable and accurate. Both clarity and reliability is important as the 

information about renewable materials could be part of the future Sustainability Report. 

 

C) Virgin Material of Total Material (%) 

Almost the same comments could be made for this indicator compared to the previous 

one. The virgin material also needs to be defined by Saab to get a proper indicator. 

 

D) Easiness to Dismantle a Vehicle (%) 

This indicator is not easy to define but the area of dismantling is important and it is 

mentioned in A0052 standard. To measure this indicator in percent is due to the reason 

that it should be understandable how many percent of the total systems and subsystems 

are able to dismantle of the total product structure, see Appendix II. The comparability 

against other car producers for this indicator is important if the information will be 

included in external reporting. The clarity and reliability are also important. 

 

Responsibility:  

When it comes to the question about the responsibility for all these four indicators could 

it be beneficial that the head of product development have the full responsibility for this 

sustainability area and its indicators. There are also a risk that the head of product 

development is to busy with other issues and that this will not be prioritised. 

Alternatively the Vehicle Program Chief Engineer could be responsible for this area. 

 

6.3 Sustainable Supply Chain 

The second area is called Sustainable Supply Chain and consist of three different sub 

categories; Using Local Resources, Energy and Water Usage for the Supplier and Using 

Less Resources. The supply chain is critical in many companies and especially in the 

automotive industry where an automobile manufacturer needs many different suppliers 

to build a vehicle. The supply chain needs to be based on Life Cycle Thinking for success. 

 

6.3.1 Results 

II) Using Local Resources 

The first sub category is Using Local Resources. Within the food industry the Ecofood has 

gained much attention and the sales figures increase dramatically every year in Sweden. 

There are many different parts in the concept of Ecofood, one is that the product should 

contain pure natural ingredients and another part is that as many as possible of the 

suppliers should be local (Saltå Kvarn, 2011). Could this concept be applied to Saab 

Automobile and the Vehicle Development Process? Local resource approach could be 

applied on the raw materials used in the vehicles, suppliers, employees or direct used 

resources in the production such as water or energy. In this study the main focus will be 
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supplier’s location relative to Saab’s location in Trollhättan. The sustainability area Using 

Local Resources is linked to the distance from the suppliers to Saab Automobile in 

Trollhättan, Sweden. To be able to make a calculation of the distance Google Earth was 

used (Google Earth, 2011). The ruler function in Google Earth is based on the 

international coordinate system and this function helped to calculate the distance from 

the supplier to Trollhättan. The distance will be measured in kilometres (km) that is the 

standard according to International System of Units (SI). The distance measured with 

Google Earth is not the exact distance for the transports between the supplier and the 

manufacturing plant in Trollhättan as the roads, railways or seaways are not straight lines 

but it is still a decent approximation of the distance. The result of this exercise was 

presented for Saab in a confidential document not included in this report. 

  

Indicators: Distance from the Supplier to Saab in Trollhättan (A) and Tonne-km (B). 

 

A) Distance from the Supplier to Saab in Trollhättan (km) 

In the same way as Ecofood producers try to have the suppliers as close as possible to 

the production plant Saab could do the same. When Saab is deciding which suppliers the 

company should work with today the most important criteria is the cost. The company 

try to minimize the best landed cost which is the total cost related to the specific deal 

with the supplier. It is though preferable to have local suppliers according to the 

Purchasing Director for direct material (Björkenstam, Personal Communication, 2011). 

This indicator gives a clear focus on the kilometres that the material needs to travel to 

Trollhättan. Related is the energy usage for transports and also the need for 

infrastructure and other impact like noise or release of emissions during transports.  

 

B) Tonne-km (tonne/km) 

What happens if the distance of transported components to Saab is compared with the 

weight? The indicator called tonne-km is relating the weight of the transported goods 

with the distance, for example 1 tonne goods that are transported 1 km will give 1 

tonne-km. This weight is high compared to the normal weight for a component in a 

vehicle. A door to Saab 9-5 is broken down per individual article and one example is a 

window for the door. The window has a weight of about 4.2 kg and is transported 282 

km from South of Sweden to Trollhättan; this gives a tonne-km value of 1.5 x 10-5. These 

calculations are illustrated in a confidential Saab document not published in this thesis.  

 

III) Energy and Water Usage for the Supplier 

With a trustful cooperation between Saab and its suppliers it will be possible to retrieve 

internal information from the suppliers about how much energy and water they use on a 

regular basis. Today this information is unknown to Saab (Björkenstam, Personal 

Communication, 2011). 

 

Indicators: Energy Needed to Produce and Transport Material from Supplier to Saab (A), 

Water Needed to Produce and Transport Material from Supplier to Saab (B) and Share of 

Transports Made by Renewable Fuels (C). 
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A) Energy Needed to Produce and Transport Material from Supplier to Saab (kWh) 

As described above both IKEA and SKF are keen about understanding the energy usage 

for its suppliers. GE has an internal focus to decrease its own energy usage in operations 

and has a clear focus for the Ecomagination products to be energy efficient. The question 

about energy usage is one of the most important for a company today. With the 

uncertain situation about the crude oil price and the discussions regarding nuclear safety 

and sustainability, after the Fukishima accident earlier this year, the focus on energy 

questions will remain. This indicator will make it possible to better take responsibility for 

the energy utilisation during the full life cycle of a Saab vehicle. 

 

B) Water Needed to Produce and Transport Material from Supplier to Saab (Litres) 

The focus on water may not be extensive in Sweden today due to the large quantity of 

water relative to the number of inhabitants, but this is a question that will have more 

and more attention in the future. Clean water is a scarce resource and companies need 

to have full control over its water usage. To be able to calculate the water footprint for 

Saab’s vehicles, the company has to understand its supplier’s water usage. 

 

C) Share of Transports Made by Renewable Fuels (%) 

When analysing the life cycle of a vehicle it is obvious that transports occurs between 

many stages, for example from supplier to the manufacturing in Trollhättan or from 

production to sales distribution of the new vehicles. This indicator gives Saab a 

possibility to understand where the most negative environmental impact occurs due to 

use of for example diesel trucks. There are different kinds of renewable fuels, for 

example biofuels or if transports are made by electrified trains where the electricity is 

produced from a renewable energy source. 

 

IV) Using Less Resources 

The last sub category of Sustainable Supply Chain is Using Less Resources. How is it 

possible to limit the usage of resources during the entire supply chain? This is an 

interesting question. The ambition to decrease resource use, like IKEA and SKF are doing, 

could by one of the roads towards sustainability for Saab. Could Saab work closer with 

suppliers to secure that they move up in the waste hierarchy and uses resources more 

efficiently? 

 

Indicators: Number of Different Materials Used (A) and Life Cycle Waste (B). 

 

A) Number of Different Materials Used (#) 

The front side door for a Saab 9-5 in is a good example of how many different articles 

and materials that are needed to produce just a door for a car. When considering the 

entire vehicle the number of materials is extensive. Is it possible to use fewer materials 

in some way and in the same time using them more efficiently? Is it better to use one 

supplier instead of having many different from a sustainability point of view? The first 

step is to have a clear view about what materials that is needed during the entire supply 

chain to develop a new vehicle in Saab.  
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B) Life Cycle Waste (kg) 

Saab may have good understanding for the waste created within its own manufacturing 

plant, but what about the waste created in the entire supply chain. If the company really 

strive towards sustainability then it is needed to also understand the waste handling 

outside its own operations, from the process of raw material acquisition to end of life.  

This indicator could be measured as kg waste created during the entire life cycle. 

 

Responsibility: 

To get the full view about the supply chain is it necessary to include all the parts from 

Using Local Resources, Energy and Water Use for the Suppliers to Using Less Resources in 

the same responsibility. Most of these indicators are connected to the suppliers and it is 

logical to let the Purchasing function manage these questions. To manage it in the best 

possible way close cooperation will be necessary with Product Vehicle Development and 

Manufacturing. 

 

6.3.2 Discussion regarding Sustainability Areas 

In the automotive industry the supply chain has developed to be strategically critical for 

companies that have the intention to become sustainable. As Beinhocker and Mendonca 

(2009) mention the Purchasing Department will gain in importance due to the increasing 

prices for resources in the future. With the right approach in this sustainability area it 

will be possible for Saab to lowering its footprint due to smarter handling of its supply 

chain. The sustainability area of Sustainable Supply Chain has the three different sub 

categories; Using Local Resources, Energy and Water Usage for the Supplier and Using 

Less Resources. The benchmarking study made it clear that both IKEA and SKF are 

working hard with the entire supply chain to secure that it is as sustainable as possible. 

 

The use of local resources is an area that can be put into a historical context. For a 

farmer 100 years ago the local resource approach was obvious. It was not possible for 

the farmer to travel to China or USA to buy a specific saw machine or cheap fertilizers, 

but today it is possible due to the relatively cheap price on crude oil and the 

development of internet. There are many positive aspects of the new conditions for 

companies, for example can Saab buy high quality components from supplier’s world 

wide to low prices and the company can offers its products on the global automobile 

market. This global approach has had an impact on the global climate due to release of 

green house gas emissions from the transports made by diesel trucks. But what happens 

if the price on crude oil suddenly becomes 10 times higher. Saab today has a focus on 

the best landed cost for choosing its suppliers and with an increase in costs for 

transportation due to higher oil prices it will benefit local suppliers. One example of a 

company that is working with local suppliers if possible is Saltå Kvarn south of Stockholm 

(Saltå Kvarn, 2011). The company produces and sell Ecofood on the Swedish market. 

Many suppliers to the company are located in the same county as Saltå Kvarn and they 

have developed a long term relationship. Due to the local production, the transports are 

much shorter, cheaper and more environmentally friendly.  
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What could the advantages be for Saab with local suppliers? Local relationships may give 

a closer cooperation between Saab and its suppliers and hopefully a more long term 

commitment. There is also social and cultural aspects when it comes to using local 

resources where there are less barriers to brake before efficient cooperation can be 

established. It could also be a financial question, for example Saab and the supplier may 

both use the same currency and have similar payment systems or processes and this 

would make it easier and be a safer business transaction. In the long term perspective 

with shorter transport distances and more local presence in the Swedish Vehicle Cluster 

it may strengthen Saabs position on the market. Another possible advantage with the 

use of local resources is that Saab as a brand will be even more associated with Swedish 

values, which can have an effect on the environmental brand profile for Saab 

Automobile. Drawbacks with the use of local resources could be that Saab limit itself due 

to lack of crucial material that is only available on the global market and not on the local. 

It could also potentially be a short term financial risk with the use of local suppliers. If a 

supplier is located close to Trollhättan there is a risk that the prices for products and 

services are higher due to relatively high wages and taxes for suppliers in Sweden.  

 

Both SKF and IKEA have an extensive work together with its suppliers to lower the 

energy and water usage. This will have a positive impact on the environmental footprint. 

The key to success is linked to trustful and open relationships with suppliers of the 

companies. The formal part is to use a Code of Conduct like IKEA has its IWAY. This Code 

of Conduct has been in place in IKEA for 10 years and developed IKEA towards 

sustainability. Both energy and water are strategic areas for IKEA, GE and SKF and a 

driver to understand the full environmental footprint. GE’s Ecomagination strategy 

incorporates to focus on lowering the energy and water usage, still this strategy is mainly 

GE internal. With knowledge about energy and water usage it will be possible to 

calculate the total environmental footprint for Saabs vehicles. This kind of information 

will make it possible to evaluate which suppliers that is most sustainable and it will be 

possible to identify where improvements can be made. Lower energy and water usage 

for the suppliers will also probably decrease costs for the supplier and this will gain Saab 

with lower prices for the components it buys from the suppliers. This sustainability sub 

category is based on establishing a good relationship and build upon trust between a 

company and its suppliers. The situation most recently were Saab and its suppliers are 

having a public conflict in Swedish media is damaging the Saab brand. This open conflict 

is a threat for Saabs sustainability work and it is critical to as soon as possible establish 

healthy and long term relationships with the suppliers again to build the basis for the 

future sustainable supply chain.  

 

Using Less Resources is linked to the concept of Lean Production which is already used in 

Saab Automobile. The focus on minimising waste and maximising value added activities 

require a mindset that incorporates to be as efficient as possible. The Lean Production is 

based on managing your resources in the best possible way, for example using less time 

for developing new vehicles or focus on Zero Defaults towards perfection. As Orecchini 

says in his definition (2007): “Sustainable development does not consume resources. It 
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uses and re-uses them endlessly”. With this mindset for Saab of not consuming resources 

the future for Saab may be more sustainable. To minimize waste, both operational and 

end of life waste, is both economically sound and environmentally friendly. Waste should 

be eliminated in the entire supply chain. Compare to SKF and its concept Beyond Zero 

where the company even think its products can have a positive impact. The customer of 

a Saab vehicle will not pay extra for the created waste in the future and the work to 

improve the resource use will be an essential element to create a sustainable supply 

chain for Saab. With increased focus to decrease waste in the entire life cycle of Saab 

vehicles throughout continuous improvements, the company will gain both economically 

and environmentally. 

 

To include the area of supply chain in the Product Profile is critical and it is one of the 

most efficient ways to create new sustainable vehicles. It is important to remember the 

five stage model that Nidumolu and Rangaswami (2009) presented. In this model making 

value chains sustainable is number two (of five) and the main objective is to improve the 

efficiency in the entire supply chain. Reducing waste and try to work more with 

evaluating the process for returned products is another creative business opportunity. 

Stage four in this model was developing new business models and it shows that a skilled 

and motivated waste management approach will make it possible to better understand 

the way to recover value from waste but how to reduce all levels of waste. In this step 

new ways of doing business can be explored and this may increase revenues and 

decrease costs for long term profitability growth for Saab. 

 

6.3.3 Discussion regarding Sustainability Indicators 

II) Using Local Resources 

A) Distance from the Supplier to Saab in Trollhättan (km) 

This indicator is measured by the Google Earth and this measurement system is not 100 

% the transported distance but it is still a valid approximation. It should be possible to 

measure this indicator over time and it is detailed and understandable enough to 

support analysis. It could be problem with the reliability due to the measurement system 

but it is still a good approximation. This indicator will put the focus on local production. 

 

B)  Tonne-km (tonne/km) 

The analysis for this indicator is almost the same as the previous but essential for this is 

the question about the weight. Who is weighting the different parts and is the 

information reliable. As an approximation this indicator still is valid. 

 

III) Energy and Water Usage for the Supplier 

A) Energy Needed to Produce and Transport Material from Supplier to Saab (kWh) 

To estimate and calculate the energy needed both to produce and transport is a 

demanding exercise. This indicator builds upon established relationships between Saab 

and its suppliers. To retrieve the necessary information from the suppliers will be a hard 

exercise but when the indicator is established it will be easier to follow up. The unit that 
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should be used according to SI is Joule but kWh is also a valid. Saab will have to work 

with the definitions of how the energy should be calculated for production of parts and 

also for the transportation of the material to Trollhättan. It is important to get accurate 

and reliable information from the different suppliers to be able to validate the data. 

 

B) Water Needed to Produce and Transport Material from Supplier to Saab (Litres) 

This indicator is having similar settings as the previous. If the suppliers and Saab manage 

to measure and use the energy indicator it will probably also be possible to use the 

water indicator. These two resources are important today and which is confirmed in the 

benchmarking study with IKEA, GE and SKF. All these companies are including energy and 

water as prioritised strategic sustainability areas. Saab needs to manage to measure 

them to become sustainable in the Vehicle Development Process.   

 

C) Share of Transports Made by Renewable Fuels (%) 

Again a definition is needed and now regarding renewable fuel. Probably this indicator 

should be rather simple to use and it would put the focus on all transports in the supply 

chain in the entire life cycle, not just the transports from the supplier to Trollhättan. The 

indicator should be able to be used over time and with competitors or other 

organisations. One problem could be the information needed from transport companies. 

 

IV) Using Less Resources 

A) Number of Different Materials Used (#) 

The first step towards a change ought to be to understand the baseline and in this case it 

is to understand how much and which materials that are used. The knowledge within 

Saab about materials is extensive and this knowledge could be applied to identify the 

different materials used. This information should be available and not to hard to collect. 

It should also be comparable and easy to use in the future Sustainability Report.  

 

B) Life Cycle Waste (kg) 

The indicator called life cycle waste could be hard to verify and use. Not many 

organisations have full control over all waste created in its entire life cycle. Saab needs to 

understand all internal waste in the first step and then start the long term work with its 

suppliers and transport operators to understand the life cycle waste. It would be possible 

but there are many steps to cover to understand the full life cycle of waste handling. 

There could be problems with the accuracy and clarity with information and probably 

also the reliability as this is a rather new indicator to be reported.  

 

Responsibility: 

The responsibility for supply chain should be managed by the Purchasing function and as 

mentioned for several indicators, information is needed from the suppliers. With a long 

term commitment and with open as well as trustful relationships this will be a win-win 

situation for Saab and its suppliers to increase the knowledge about the sustainable 

supply chain. 
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6.4 CSR 

Corporate Social Responsibility is as described in this study a broad and fundamental 

part of many global companies today. Different stakeholders to a company require the 

company to care for the environment, society and for the employees. SKF has its SKF 

Care concept that states that SKF will take full responsibility to be a sustainable 

organisation. The stakeholder approach is important when it comes to sustainability and 

CSR. GRI is built upon a stakeholder approach. The CSR sustainability area is built upon 

the two sub categories; Code of Conduct and Safe and Positive Working Environment. 

The first is linked directly to the cooperation with the suppliers of Saab and the second is 

about Saab’s internal working conditions and employees. 

 

6.4.1 Results 

V) Code of Conduct 

The Code of Conduct is the first identified important part of the CSR category. This policy 

document could be updated (the Spyker version) and established in Saab and linked to 

the values that are important for the company when it comes to social and 

environmental behaviour for the organisation and its suppliers. This kind of document is 

common for large companies. The policy needs to be written according to common 

practice within the automotive industry to gain confidence from the different 

stakeholders dealing with it. 

 

Indicators: Suppliers with Signed Code of Conduct (A), Number of Deviation from Code of 

Conduct (B) and Length of Supplier Relationship (C).  

 

A) Suppliers with Signed Code of Conduct (%) 

The basis for building a sustainable CSR approach is to understand which values and 

policies that the company should follow. To develop a Code of Conduct it is essential to 

be able to control and develop the relationship with the suppliers. With this indicator it 

will be possible for Saab to secure that the suppliers deliver material for new vehicles 

and that it is done according to Saab policies and values. 

 

B) Number of Deviations from Code of Conduct (#) 

Even though a supplier has signed the Code of Conduct it will be a risk that the supplier 

will not follow the policy document. The follow up on the policy is essential and with this 

indicator Saab may get information about the how suppliers follow the policy. 

 

C) Length of Supplier Relationship (Months) 

One of the most critical parts in developing a sustainable company is to establish long 

term and trustful relationships with the stakeholder. SKF points out that the long term 

relationship with it suppliers are important for success and the company puts effort in 

maintaining and developing the relationship with its suppliers on regular basis. 
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Responsibility: 

The use of a Code of Conduct is linked to the suppliers and the function that has the 

responsibility to develop and maintain win-win relationships with suppliers is Purchasing 

function. It is important that an updated Code of Conduct is built upon Saab values. 

 

VI) Safe and Positive Working Environment 

The second sub category is Safe and Positive Working Environment and this area has 

been in focus for many years within the automotive industry and is strictly regulated, 

both by laws and by union agreements and by the different company policies. One part 

that is important not to forget is the development of Saab employees that will gain 

motivation and long term commitment.  

 

Indicators: Working Environmental Risks due to Development of New Vehicles (A) and 

Employee Survey Results Regarding Motivation (B) 

 

A) Working Environmental Risks due to Development of New Vehicles (#) 

The working environment should be free from risks and during the development process 

it is possible to put some extra effort to secure that the risks will be kept on a low level. 

One area is the use of hazardous substances that threaten both the environment and the 

Saab employees.  

 

B) Employee Survey Results Regarding Motivation (%) 

Motivation is a key element in organisations. This indicator will give an indication of how 

the motivation is correlated with the development of new vehicles. With a good result 

the motivation is on a high level for the employees and this will probably result in better 

vehicles for the customer in the end.  

 

Responsibility: 

The question regarding the working environment ought to be coordinated by the Human 

Resources (HR) function. The use of internal surveys is one of the tools to understand 

how the motivation is going and it could be used as for SKF to understand the 

sustainability work progress. 

 

6.4.2 Discussion regarding Sustainability Areas 

The present Saab Product Profile includes areas such as Design, Driving Performance and 

Cost of Ownership, but why should CSR be a part of it? To incorporate sustainability in 

the Product Profile is one step towards more sustainable Saab vehicles and to have CSR 

as a sustainable area will put the emphasis on taking Corporate Social Responsibility. 

Saab Automobile has today no CSR department or policy that supports this work. The 

responsibility for CSR questions is shared by the Environmental Manager and the PR 

department. The CSR policy is usually built upon an accepted framework of standards, 

for example Rio declaration on Environment and Development or the UN Convention 

against Corruption and Universal Declaration of Human Rights according to Steinweg 
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(2010). It is a weakness that Saab does not have a clear approach and uses Spyker’s Code 

of Conduct from 2006. The company has a document called Non Disclosure Agreement 

(NDA) for special occasions for example during sensitive negotiations but this is not a 

Code of Conduct, says Purchasing Director Anna-Lena Björkenstam (2011). Note however 

that Saab employees are trained according to GM principles “Winning with Integrity”. 

 

It is clear that both IKEA and SKF have invested capital and other resources to build large 

organisations for managing CSR. Both organisations have highly developed screening 

processes of tier 1 suppliers to secure that Code of Conduct are in place and followed. 

One of the first steps is to develop a strong and company specific Code of Conduct and a 

strategy how to implement it by the suppliers. Next step could be to build an 

organisation to secure that the CSR policies are followed. 

 

One of the cornerstones for SKF is the Employee Care where the development of the 

employees is in focus, see description in the Results from the Benchmarking Study. A 

safe working environment is essential for building a sustainable company and in the 

same time workers motivation and skills are critical for long term results. These 

questions are hopefully followed carefully by the Human Resources department in Saab. 

 

Saab needs to establish an updated Code of Conduct and start the long term work to 

establish it among all suppliers to become more sustainable. The use of CSR as a part of 

the Product Profile is vital as this puts emphasis on the company needs to take social and 

environmental care in the same manner as SKF do, to gain trust from its stakeholders. 

The GRI social performance indicators, see Appendix I and Table 4, could help to 

establish relevant indicators for Saab but this is more a question not directly related to 

the Product Profile. The development of Social Life Cycle Assessment has made it 

possible to see the social impacts when introducing product in the market according to 

Jorgensen (2010). The goal with Social Life Cycle Assessment is to improve the social 

conditions linked to the usage of a certain product. This tool could also be evaluated by 

Saab. To understand the social impact more for Saab vehicles would be positive. 

 

6.4.3 Discussion regarding Sustainability Indicators 

V) Code of Conduct 

A) Suppliers with Signed Code of Conduct (%) 

When Saab has established an updated Code of Conduct it will be a useful tool to build 

long term relationships with its suppliers. This indicator will be a help within the Vehicle 

Development Process to choose the most sustainable suppliers. As this indicator is based 

on the assumption that Saab will establish an updated Code of Conduct like most of the 

competitors have is the question; has the suppliers signed the Code of Conduct or not? 

This indicator is reliable and understandable which could be useful. 

 

B) Number of Deviation from Code of Conduct (#)  

In the same way as the previous indicator this is one based on the assumption that Saab 
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will start to use an updated Code of Conduct. This indicator will be harder to verify as the 

deviations from the Code of Conduct needs to be reviewed and followed up by Saab. The 

problem is that the status maybe is not just a yes or a no. It is important that the 

department at Saab which may establish a Code of Conduct try to think about the 

deviation scenario. What is a deviation and how should it be managed by Saab? 

 

C) Length of Supplier Relationship (Month) 

To measure the length of a supplier relationship ought to be easy and important. The 

indicator may indicate that some suppliers are core suppliers of Saab and some are 

newly established. With this information together with the indictors for Code of Conduct 

will give good decision support in the Product Profile. 

 

Responsibility: 

Again the Purchasing is a key function for sustainability and the work to establish the 

updated Code of Conduct together with the information needed to create the 

sustainable supply chain will be demanding for Saab but at the same time important. 

 

VI) Safe and Positive Working Environment 

A) Working Environmental Risks due to Development of New Vehicles (#)  

This indicator should be able to be implemented rapidly. The definitions of working 

environmental risks that are related to production of vehicles are needed. The problem 

could be analysing how future risks look when developing production tools and 

processes linked to VDP. When the information regarding risks is established it should 

not be difficult to measure, yet the indicator is uncommon and may be a challenge. 

 

B) Employee Survey Results Regarding Motivation (%) 

The author of this study is not aware if Saab has any kind of employee survey to 

measures motivation. If there is an established survey this should be reviewed to 

understand if the motivation linked to the development of new vehicles is possible to 

understand or measure. This indicator could be hard to measure and implement.   

 

Responsibility: 

The HR department should have some information regarding working environmental risk 

and employee surveys. The selection of HR as responsible for these two indicators is due 

to the link to employees working conditions and motivation. 

 

6.5 Sustainable Innovation 

One of the main driving forces towards sustainability is innovation and this has 

historically been a strong area in Saab. The area of innovation could both be linked to the 

vehicles and to Saab’s organisation and processes. In this study the main focus is on the 

vehicle. It is important to remember that usage phase still is dominating the 

environmental impact for an automobile. This sustainability area is divided into sub 

categories; IQon & Connectivity, Eco-driving and Sustainable Upgrading of the Vehicle. 
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6.5.1 Results 

VII) IQon & Connectivity 

A new product called IQon was launched by Saab during 2011. This is the first advanced 

infotainment system in the world that is applied in an automobile (Saab Automobile, 

2011a). The product is a creative it-platform which could be used for further innovation 

for example linked to the performance of the vehicle in the usage phase. Another 

innovation that could be part in the future Saab vehicles is the concept of Connectivity. 

This is a fleet management system to improve the ability for optimised driving in cities or 

identifying car accidents. The connectivity between different vehicles is an important 

tool for the interaction between the vehicles. This is an area where the different 

automobile manufactures are working together with the universities to find innovations. 

 

Indicator: Number of Sustainable Patent Registrations per Developed Vehicle (A). 

 

A) Number of Sustainable Patent Registrations per Developed Vehicle (#) 

This indicator is not linked directly to IQon or Connectivity its more a general indicator 

linked to the area of innovation. To measure the patent registrations will give an 

indication about creativity and boldness in the engineering team. Many organisations 

have targets that are linked to patent filings and this could be a driver of innovation. As 

innovation is an important area for the customers that expect the company to be 

innovative, this indicator is an essential step towards sustainable innovation.  

 

VIII) Eco-driving 

The second sub category for Sustainable Innovation is the Eco-driving. Saab has a project 

called Eco-pilot in the area of Eco-driving. In the usage phase occurs about 80 % of the 

environmental impact and this phase is dependant on the driver. When the vehicle is 

sold to a customer then the responsibility is transferred, but there is still much to do to 

change the behaviour and inform the driver to decrease the environmental impact. 

 

Indicator: Customers Taken the Eco-drivers Training (A) 

 

A) Customers Taken the Eco-drivers Training (#) 

Saab could develop a course for its customers. This training gives the customers a unique 

possibility to learn more about the vehicle and how to drive and maintain it in the most 

sustainable way. With advanced training in Eco-driving the customer will be able to save 

fuel and also extend the life time due to better usage. The training could also focus on 

maintenance of the vehicle in a more environmentally friendly way. 

 

IX) Sustainable Upgrading of the Vehicle 

The last sub category in Sustainable Innovation is about upgrading of the vehicle. Would 

it be possible to upgrade the vehicle to prolong the vehicle life time? There are a number 

of options, both hardware and software related, to extend the life time. When 

developing a new product in Saab; how much carry over solutions are used? This carry 

over thinking could be used both in Design for Sustainability and in this area. Another 
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idea is to use module based building of the vehicles where it would be possible to 

upgrade it easier.  

 

Indicator: Easiness to Upgrade the Vehicle (A). 

 

A) Easiness to Upgrade the Vehicle (%) 

To measure the Easiness to Upgrade the Vehicle is not straightforward, but the more 

simple the construction of the vehicle is the better, as this will allow the owner a 

possibility to upgrade and change the vehicle in the future. 

 

Responsibility: 

Most of the innovations in Saab vehicles are coming from the product development 

team. As this team is responsible for the Vehicle Development Process is it also natural 

to put the responsibility for the Sustainable Innovation to head of Vehicle Development.  

 

6.5.2 Discussion regarding Sustainability Areas 

With the vision; “Iconic to many. Lived by a selected few” Saab is pointing in a direction 

of making exclusive cars and one of the major values that influence the organization is 

innovation. As mentioned the Marketing Research department has identified that the 

area of innovation and environmental performance have not been performed as well as 

the competitors. Innovation has been one of the strong areas for Saab and when the 

company now is not in a leading position it can have striking consequences. Also the 

other recognised area environmental performance, could be a threat against a company 

that strives to be sustainable. On the other hand Saab is pointed out by Swedish citizens 

in the Sustainable Brand survey as number seven. Volvo was number three in the survey.  

 

The competitors to Saab are working hard to gain market share with their large 

organisations. According to Porter (2008) the five forces that shape competition for an 

industry are; bargaining power of suppliers, bargaining power of buyers, threats of new 

entrants, threats of substitute products/services and most important rivalry among 

existing competitors. As mentioned the competition is hard in the niche among existing 

competitors and it is also a potential risk for Saab that new Chinese automotive 

companies will be stronger in the niche in the future. Porter (2008) also writes about 

tools to survive in the competition, for example branding and specific product features. 

In the sustainability work is it necessary to have the different stakeholders in mind and 

not forget that the company should focus on satisfying customer needs and desires with 

delivering premium products and services according to Epstein (2008). With the area of 

Sustainable Innovation in mind for the managers at Saab this concept could be 

quantified and also integrated in the daily work as well as be a support in the 

management decision making process. 
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In the market where Saab competes with Audi, BMW and Volvo in the same niche is it 

critical to take back this position as a leading innovative brand. The strength Saab has is 

that the company recently released the 9-5 Sedan, 9-4x and 9-5 SportCombi. Next year 

will probably the new 9-3 hit the market giving the company the broadest portfolio ever. 

IQon and Eco-driving are two of the innovations that need to be successes and may lead 

the company to sustainability. Also the area of Sustainable Upgrading of the Vehicle 

could act as a future platform to further innovation. 

 

SKF have some creative innovations for sustainability and one is the vision Beyond Zero 

that was mentioned earlier in this study. The company has identified that the more its 

products are used, the more positive the environmental effects are. With this approach 

there will be many initiatives to sell and produce more products. Another innovation 

that develops the organisation is the internal SKF survey about how the company is 

doing in the area of sustainability. With this survey the employees can give their opinion 

about the sustainability work and this survey will make it possible to improve the 

sustainability. 

 

IKEA is taking a step from the linear society with the business concept of closing the loop. 

This concept has an approach where resources are used longer and in a more efficient 

way. The intention is to reuse the material with clear focus that there is no waste, just 

resources. This thinking is maybe not new, but it is in line with the foundations of IKEA, a 

company that started in the poor Småland, a landscape in Sweden that has been 

suffering from limitations of resources historically. In the future the prices of raw 

materials will probably increase which makes it financially sound to reuse and recycle 

more. The company also tries to prolong the life time of its products, another initiative 

linked to the roots of IKEA. An important initiative is called the never ending job, to show 

the improvements for sustainability are never ending for IKEA. Linked to this is the never 

ending list that stands for a number of improvements during the years. A creative 

innovation is the cooperation project between IKEA and WWF to help local farmers to 

grow cotton in a sustainable way. This kind of projects could be something for Saab that 

could gain from cooperation with new strategic partners to develop new innovations. 

 

General Electric has started an innovative concept called the GE Ecomagination 

challenge. This is a competition for external organisations about finding sustainable 

products and services that GE could invest in. Saab has a strategy of strategic 

partnerships and this kind of external innovation could help the company to develop 

towards sustainability. As GE says; “the best ideas are normally outside your company”. 

Another concept that GE has is the internal resource minimisation initiative called 

Treasure Hunt. This is based on Toyota and the Kaizen about continuous improvements 

and has the focus on energy and water savings as well as emission reductions. How could 

Saab gain from creating a “sustainability team” that has authority from the top 

management team to perform initiatives in the whole organisation to develop the 

sustainability within Saab? This would be a true sustainable innovation. 
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There are new ways of connecting the Sustainable Innovation with lower costs or 

increased revenues in the P&L. Better products allows companies to increase prices but 

they will also gain from the possibility of new business concepts. This is the way GE work 

with its Ecomagination products that are normally top of the line with the best 

operational performance and also with the ambition to have superior environmental 

performance. There are a number of companies having sustainability as a core business 

objective and now is the time to create business opportunities for “early-movers” to 

develop special competences and structures which will increase the competitive 

advantages according to Nidumolu and Rangaswami (2009). One way to move towards 

sustainability is to design sustainable products and services through rethinking and 

innovation. It is possible that a company could gain large competitive advantages having 

a product portfolio that is more sustainable than competitors based upon better 

understanding the customer needs. The company must look beyond short term PR-

benefits and focus on long term vision and decide the steps to get there. Saab could gain 

from using its strong culture of innovation to create new sustainable products and 

services. If the company is bold as Mr Muller would like it to be and try to walk in an 

individual way and not copy Audi, BMW or Volvo, the future will be bright. 

 

6.5.3 Discussion regarding Sustainability Indicators 

VII) IQon and Connectivity 

A) Number of Sustainable Patent Registrations per Developed Vehicle (#). 

The IQon and Connectivity are both linked to creative innovations and as discussed in 

this study the area of innovation is important to develop an organisation towards 

sustainability. If Saab will be able to develop true sustainable vehicles it is a must with 

innovation and maybe completely new technologies. To manage this patent registration 

is a strong indicator of innovation. The problem could be to define what a sustainable 

patent registration is. When the definition is made it will be rather easy to measure. The 

result will also be able to publish in the Sustainability Report. A patent registration is a 

well recognised institution that will grant for a reliable indicator. 

 

VIII) Eco-driving 

A) Customers Taken the Eco-drivers Training (#) 

The first step will be to establish a new Eco-driver training. It could be developed for 

Saabs customer, employees and for other private persons or companies that need to 

improve the use of a vehicle. The indicator ought to be reliable and easy to measure. 

 

IX) Sustainable Upgrading of the Vehicle 

A) Easiness to Upgrade the Vehicle (%) 

If the previous indicator was easy to measure and use this is harder to understand. What 

is really to upgrade the vehicle? It could be as mentioned before a hardware update, for 

example a part in the motor that will improve the fuel economy or a software upgrade. 

This indicator could be based on an engineer rating of how different systems in the 

vehicle are possible to change and upgrade. It could be a scale, for example from 1 to 10, 
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where 1 is very easy and 10 is impossible. This would make it possible to rate the new 

vehicles ability to be upgraded in the future. The indicator is not easy to understand and 

data could be hard to compare but this is a potential sustainable innovation for Saab. 

 

Responsibility: 

To place the responsibility within the product development organisation is essential and 

the area of innovation is critical for Saab to survive and develop as a sustainable 

profitable brand and this must have the highest attention from the top management. 

 

6.6 Sustainable Value Chain 

The value and customer chains are important parts in the understanding of customer 

needs and where true value is created. In the context of this study, value for the 

customer is defined as; “the ratio between perceived performance of a product or service 

compared to expected cost for the same”. The Sustainable Value Chain consists of three 

categories; Value Add for Customer, Sundry Income and Usage during Life Time. 

 

6.6.1 Results 

X) Value Add for Customer 

The first part of this category is the Value Add for Customer. Saab Automobile has been 

good in delivering innovation during the years but what is really adding value for the 

customer today? This is an important question for the company as well as to build long 

term win-win relations with the customer. The entire value chain needs to be identified. 

 

Indicator: Number of Surveys or Questionnaires Performed (A). 

 

A) Number of Surveys or Questionnaires Performed (#) 

To be able to develop new Saab vehicles that meet or even surpass the customer needs, 

the first step could be to identify the customer needs of today and what is actually 

adding value. The needs could change over time, for example the environmental 

awareness is much higher today and the gasoline price has a direct impact. This indicator 

is based on surveys or questionnaires that help understanding the customer needs and 

the driving force is to ask the customers directly. 

 

XI) Sundry Income 

Could the products and services that Saab offers the customer include something extra? 

This second sub category is linked to the first sub category and these two needs to be 

analysed together. With additional income, which is directly related to the product or not 

directly related to a product but to the Saab brand, Saab could gain financially and in the 

long term be sustainable. This extra income may add value to customer and be profitable 

for the company; the new Saab Engineering Services could be an example (Saab, 2011b).  

 

Indicators: Potential Services Linked to the New Vehicle (A) and Potential Accessories 

Linked to the new Vehicle (B). 
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A) Potential Services Linked to the New Vehicle (#) 

To sell extra services like the Eco-driving could be a sundry income. It could be a driver 

course or training about the new vehicle. It could also be that the customers want 

unique character of its vehicle and ask Saab to perform individual editions.  

 

B) Potential Accessories Linked to the new Vehicle (#) 

Saab has a strong brand and this could benefit the company from when developing 

accessories that are linked to the new vehicles.  

 

XII) Usage During Life Time 

The last identified category is the usage of a vehicle during its life time. At the creative 

seminar at Saab it was clear that a vehicle only is used about 2 % of its entire life time. 

Compare these figures with the usage for an aircraft or a ship and the figures will be 

different. What could Saab do to promote increased sustainable usage during life time? 

The intention with a Saab vehicle is to drive it and not put it into a museum.  

 

Indicator: Increased Usage during Life Time (A). 

 

A) Increased Usage during Life Time (%) 

How will it be possible to measure this area and change the behaviour of the customer? 

To some extent is it hard, but in the same time the engineering team can build in 

technologies that makes the usage better and easier. With the right approach it will be 

possible to extend the usage and maybe also make more people use the vehicle at the 

same time. It is a difference if just one person normally use the vehicle compared to an 

increased commuter service with several persons in the same vehicle.  

 

Responsibility: 

This area is linked to customer satisfaction and the value which is created for the 

customer. Saab has a department that is responsible for customer satisfaction and also 

has good understanding for business development called Quality, Environment and IT. It 

will probably be necessary to analyse the customer value chains and this department 

ought to be responsible. This sustainability area is probably difficult to measure. 

 

6.6.2 Discussion regarding Sustainability Areas 

What is a value and who is the customer? These question needs to be answered by the 

management of Saab to be able to meet the expectations of the customers. In this study 

value for the customer is defined as “the ratio between perceived performance of a 

product or service compared to expected cost for the same”. The author of the thesis has 

not been able to verify the Saab definition of value or seen any official value or customer 

chain used within Saab. To establish the value and customer definitions are critical to be 

able to understand where the true values for Saab customers are created today. The 

question regarding the customers of Saab is essential and the company must let its 

customers define what value is. As Kotler and Armstrong (2010) says; “Marketing is 
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managing profitable customer relationships. The aim of marketing is to create value for 

customers and to capture value from customers in return”. Could the link between 

vehicle development and Marketing be improved to add value for Saab customers? The 

relationship between these two departments is critical for managing sustainability.  

 

An accepted way towards sustainability is the stakeholder approach which for example 

GRI is based upon. It is important to be aware that the long-term value of a company is 

determined by the stakeholders according to Epstein (2008). Historically there has been 

a customer focus based on the “moment of truth” as well as focus on the shareholder 

value. Saab has a number of stakeholders, see Figure 4. Important stakeholders are for 

example customers, suppliers and strategic partners like BMW. The stakeholder approach 

is important where sustainability should be integrated in the daily work as well as be a 

support in the management decision making process according to Epstein (2008). The 

relationship with the stakeholder needs to be in an established structure and work 

according to its ethical standards. It is also important that there are transparent and 

trustful relationships established as information regarding products, services and other 

operational questions in the company, needs to be timely and accurate to make the 

stakeholders take sound decisions. Saab needs to pay attention to trustful relationships 

with for example its suppliers to build long term commitment. 

 

As Victor Muller, the chairman and acting CEO of Saab, said “We will reinforce the 

emotional experience between Saab drivers and their cars and we will focus on Saab's 

historical strengths in the fields of independent thinking, aircraft heritage, ecological 

performance and motorsport”. This point out the importance of getting back to the roots 

of Saab and strive towards sustainability. The Marketing Research department is talking 

about Saab customers with a high social status and post modern values. Saab should 

deliver top of the line vehicles that are being recognised for an extraordinary design, 

superior driving performance, satisfying safety and quality as well as nice comfort to a 

decent price for the customers. The area of sustainability is not yet defined in the 

Product Profile and the company has not decided if Saab should be a leading sustainable 

brand or average brand in the market. This strategic choice will maybe decide the long 

term success for Saab as the demand for sustainable transport solutions will increase in 

the future due to population increase and urban development in cities. 

 

IKEA has a vision of “creating a better everyday life for the many people”. The value for 

its customers is that they will get a better everyday life from buying IKEA’s products and 

services. The company also states that their products and services should not have a 

negative impact on Planet Earth and the vision is of having a positive impact. The 

intention is that the customers should be able to buy IKEA products with good 

consciences due to the sustainability approach. IKEA has the goals that at least 90 % of 

the products sold should be defined as more sustainable based on the new IKEA 

Sustainability Product Score Card and this will probably create high customer values. 

Saab could in the same way as IKEA create an image of delivering sustainable products 

and services that create good value for money and gain long term commitment. 
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The Ecomagination is a business strategy for GE of growing revenues and sales based 

innovation and promoting environmental benign products. The strategy to offer 

Ecomagination products that are both operational and environmental top of the line, has 

promoted the company a strong position in the market. The trust for GE is high and the 

organisation has many times been awarded as “most admired company” by Fortune 

Magazine and recently was ranked (Dow Jones Index) as the best global organisation of 

managing sustainability. Customers are willing to pay higher prices for the Ecomagination 

products as they are superior competitors in the same time as the trust for the company 

is solid. As GE’s CEO Jeff Immelt said “Green is Green” and this points out that the 

company earn dollars with green products. In many ways are GE creating sustainable 

values for its stakeholder and Saab would probably gain from developing a value based 

business model and strategy like Ecomagination. According to Nidumolu and 

Rangaswami (2009) a company may gain huge competitive advantages having a product 

portfolio that is more eco-friendly than competitors in the same way as GE intends to 

have. The basis for success is to understand the customer values and link it to product 

life cycles. Saab could develop a new business model that incorporates innovative ways 

of gaining revenues or sundry incomes linked to future vehicles and services. This could 

be done in cooperation with partners to create new ways of solving customer needs. 

 

SKF delivers products and services to customers like Saab and Volvo The organisation is 

working hard with its suppliers to secure that the supply chain is sustainable and the 

company set high standards for its suppliers to improve the quality of the raw material. 

The intention is to produce smaller products and using less material in the supply chain. 

The material should weight less but have the same technical characteristics and life time 

which will lead to that the company save material, energy and money and this will gain 

the customers. SKF has a strong positive position due to need of the green products on 

the market. The company create value for its customers as the products are improving 

the environmental benefits for its customers. The economical value in a company has 

been measured and reported during many years, but what about the sustainable value? 

If this value is not measured will it not be controlled in the best possible way. According 

to Sustainable Value (2009) the basis in this approach is that a company uses its 

resources more efficiently than its peers, this will create sustainable value for the 

stakeholders. SKF tries to act in this way and according to the financial performance and 

the reputation the approach is a success. With the use of Design for Environment SKF has 

benefit from using less resources and in the same developing sustainable products. In 

this area Saab has many opportunities with the use of Design for Sustainability to create 

sustainable products and services. 

 

Saab has a strong brand and long reputation of being innovative and this is one of the 

future opportunities. Drucker (1986) says efficiency is doing things right, effectiveness is 

doing the right things. If Saab shows leadership in the area of sustainability market 

shares and the profitability will increase. The focus on effectiveness can boost the 

revenues and create sustainable value for the stakeholders. 
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6.6.3 Discussion regarding Sustainability Indicators 

X) Value Add for Customer 

A) Number of Surveys or Questionnaires Performed (#) 

The area of customer needs and values is not easy to define but the important fact is 

that the customer decides what value is and why to buy a Saab vehicle. To be able to 

identify the customer needs surveys or questionnaires are important tools. When the 

surveys or questionnaires are defined and established it would be a rather simple and a 

useful indicator. This indicator is maybe not the most reliable as the questions could be 

written in many ways and it is not easy to define the best questions. One aspect that is 

hard to verify is that new technologies normally first are being developed in R&D within 

the companies and then available for the public, how would it be possible to ask about 

an unknown future technology? 

 

XI) Sundry Income 

A) Potential Services Linked to the New Vehicle (#) 

When developing new vehicles could new services also be applied to the vehicles? This 

indicator could be taken in to consideration and measure the number of potential 

services that could be linked to the developed vehicle. Some vehicles may have better 

possibilities to combine both products and services. 

 

B) Potential Accessories Linked to the new Vehicle (#). 

This is also an indicator that tries to verify the potential extra income that could be 

generated from developing a certain vehicle and then also develop extra products or 

services linked to it. Both this indicator and the previous are rather easy to measure. 

 

XII) Usage during Life Time 

A) Increased Usage during Life Time (%). 

The last indicator is maybe one of the most hard to measure. The ambition is to 

understand how the usage could increase and try to measure it. The first step would be 

to understand the usage of today and then apply scenarios about the future. This 

indicator needs to be developed further within the Vehicle Development Process. 

 

Responsibility: 

The department called Quality, Environment and IT would be suitable to manage the 

question regarding customer satisfaction and the value creation. This is not an easy area 

to understand and control but essential for Saab to become a more sustainable brand. 
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6.7 Sensitivity Analysis and Uncertainties in the Results 

The uncertainties in the results are important to discuss and evaluate to be able to 

understand the limitations of the study. The basis for the understanding is the review of 

evidence and the methodology used to get the findings in this study. 

 

The applied method in this study is primary qualitative mainly due to the reason that the 

information needed is hard to quantify. Data collection is based on interviews with 

employees in Saab Automobile and the three benchmarking companies. Several personal 

interviews with experts have also been made. These persons are experts in the areas of 

sustainability in organisations as well as performance measurements and indicators. One 

advantage with the chosen method could be that it may be more penetrating, but a 

disadvantage could be that the comparability with other studies decreases as the 

personal values could influence the analysis. 

 

The benchmarking interviews were held with one person per company. Even thought 

only a single person was interviewed, due to limitations in time, the chosen person was 

suitable as the person holds a corporate sustainability position and should be able to 

have a broad perspective of the sustainability areas and indicators in the organisation. 

The evidence collected from the phone interviews was to large extent confirmed by the 

Sustainability Report for IKEA, the SKF Annual Report and the GE Ecomagination Annual 

Report. The collected data from the phone interviews was recorded and also confirmed 

by the respondent in the benchmarking companies and this is a strength. 

 

When collecting the Saab baseline information only one person per department was 

interviewed. Potentially the retrieved information could be influenced by personal 

opinions and not illustrate the general opinion within the department. The ambition has 

not been to verify or control all the collected information in detail, but the author of the 

thesis has consciously compared the retrieved information between the different 

persons and challenged the Saab employees to secure that correct and accurate data has 

been collected. 

 

The sensitivity analysis is made to analyse how the result could change if the evidence 

and the retrieved data in the study were different. With another approach in this study 

and more time, it would be possible to make a more extensive benchmarking study to 

identify relevant sustainability areas and indicators for Saab Automobile. If the three 

chosen benchmarking companies would be replaced the result would probably change, 

especially the specific part about the benchmarking study. This would perhaps also have 

a direct impact on the chosen sustainability areas and indicators that were identified for 

Saab. The basis for the selection of sustainability areas was the benchmarking study, but 

also the theoretical framework and the Saab interviews have an impact on the results. 
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7. GENERAL DISCUSSION 

This chapter will first include a general discussion regarding the sustainability areas and 

indicators and then the overall sustainability in Saab. The intention is to put the areas in 

context within Saab. It is important to keep in mind when reading the discussion that the 

ambition of implementing sustainability in Saab vehicles is throughout the Product 

Profile used in the Vehicle Development Process. The last part of this chapter, Overall 

Sustainability in Saab Automobile, will bring the new sustainability approach into all 

processes and the entire organisation, not just the Vehicle Development Process. The 

intention has from the beginning of this study been to also evaluate how the usage of 

sustainability areas and indicators could improve the overall sustainability in Saab. 

 

7.1 Sustainability Areas 

The Design for Sustainability will make it possible to develop more sustainable Saab 

models in the Vehicle Development Process, based on Life Cycle Thinking. One of the key 

initiatives is to include the area of Sustainable Supply Chain in the Product Profile to 

manage resource optimization. It is important to improve resource efficiency in the 

entire supply chain and one way could be to develop a new strategy to recover value 

from waste. This may increase revenues and decrease costs for long term profitable 

growth. Another key initiative to establish Saab as a more sustainable company is to 

launch an updated Code of Conduct and initiate the long term work of gaining trust from 

the Stakeholders based on the new CSR approach for social and environmental care. 

 

The area of Sustainable Innovation is essential for Saab to be able to develop sustainable 

vehicles and services through creative rethinking. If the innovation is managed in the 

right way it will be possible for Saab to gain competitive advantages through a product 

portfolio that is more sustainable than competitors. Saab could gain from its strong 

engineering and production skills and with the unique brand and long tradition of being 

innovative. The focus on effectiveness and doing the right things would make Saab a 

leader in the near future and with a sustainable product portfolio it could increase 

market shares and profitability if Saab understands the customer needs and values. 

 

The concept of sustainability is rather new and Saab has been able to manage their 

environmental concerns historically with a focus on the manufacturing process, but with 

an increasing number of laws and regulations for example EU directives the focus has 

turned into how the actual product is designed and developed. The customers and the 

market demand have also had an impact. An interesting question is what would 

happened if there were no regulations; would Saab still try to lower its CO2-emissions 

and use environmentally better materials or would the core business objectives be to sell 

as many cars as possible and become profitable? Saab would probably increase the 

environmental focus as the customers and marked requires this approach today. The 

company has a historical connection to resource efficiency and environmentally benign 

products with the first model Saab 92 which was efficient, small and streamlined. 



 

64 
 

The five identified sustainability areas are linked to the Life Cycle Thinking and based on 

a TBL approach. Why should Saab care about the entire life cycle of its vehicles when 

developing new cars? Would it not be better to only focus on the “moment of truth” 

when the customer buys the new car at the distributor? Today extensive research shows 

that a large part of the CO2-emissions are generated from transportations and it could be 

one cause behind the climate change. The widespread use of resources such as energy, 

water and materials are identified as an issue. With an increased focus on resource 

efficiency in the same way as the benchmarking companies Saab could develop to a 

more sustainable company and one step could be to use the sustainability areas to get 

the proper focus. Further sustainability areas could be added or it is may be beneficial to 

combine areas, for example Design for Sustainability and Sustainable Innovation. These 

both are linked to product development and it might be better to use only four areas. 

These five sustainability areas are linked to four strategic core sustainability areas; 

customers, resources, products & services and responsibility. The discussion regarding 

these areas will be developed in the section; The New sustainability Strategy for Saab. 

 

7.2 Sustainability Indicators 

The proposed sustainability indicators are not reviewed by Saab and should be seen as 

potential indicators to develop more sustainable Saab vehicles. There may be other 

indicators but these 23 are selected by the author of the thesis. The selection of 

indicators is based on the sustainability areas, the benchmarking study and the retrieved 

information from Saab. The GRI reporting standard helped to evaluate the identified 

indicators and a problem could be that this reporting standard is mainly aimed for 

performance indicators on a company level not on the products development level. Still 

the GRI standard has been a support to verify if the potential indicators could be possible 

to use to improve the Vehicle Development Process towards sustainability. 

 

For the first sustainability area, Design for Sustainability, is the A0052 standard critical 

when developing sustainable vehicles with a Life Cycle Thinking. The first indicator 

Number of Employees Taken the A0052 Training would be easy to use. It is important 

that the A0052 standard is updated to work efficiently. Both Renewable Material of Total 

Material and Virgin Material of Total Material will put the attention on using the most 

sustainable materials and the last indicator Easiness to Dismantle a Vehicle manages the 

end of life perspective. The use of A0052 as a key development document puts pressure 

on the owner of this standard to update it accordingly and makes is work properly. 

Essential in the development organisation is to establish objectives linked to the Design 

for Sustainability in the vehicles. These objective needs to be based on Life Cycle 

Thinking and promote sustainability if Saab strives to become more sustainable. 

 

In the area Sustainable Supply Chain is the focus on optimisation of the resources in the 

supply chain. The selected indicators for the Usage of Local Resources, Distance from the 

Supplier to Saab in Trollhättan and Tonne-km, will put emphasis on this issue. The Energy 

Needed to Produce and Transport Material from Supplier to Saab and Water Needed to 
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Produce and Transport Material from Supplier to Saab are important to understand how 

basic resources are used. The indicator called Share of Transports Made by Renewable 

Fuels will raise the question regarding transportations linked to usage of diesel trucks. 

The supply chain is critical to decrease usage of resources and the last two indicators 

Number of Different Materials Used and Life Cycle Waste manage this area. The results 

from the benchmarking study verified that the supply chain is critical and in the future 

the resources probably will be in focus even more. The definition made by Orecchini 

(2007) illustrates the relationship between resources and sustainable development. An 

essential part of the product responsibility for Saab could be to take even more 

responsibility for the vehicle after “moment of truth” at the sales distributor. With a Life 

Cycle Thinking and the approach that there is “no waste, only potential resources”, Saab 

could develop vehicles in a more sustainable way. 

 

To establish a new CSR approach is essential and the Code of Conduct is one of the key 

elements together with good relationships with the stakeholders. All three indicators 

called Suppliers with Signed Code of Conduct, Number of Deviation from Code of Conduct 

and Length of Supplier Relationship will focus on these important CSR areas. The HR 

related indicators Working Environmental Risks due to Development of New Vehicles and 

Employee Survey Results Regarding Motivation is proposed to stretch the importance of 

the Saab employees. Why does Saab need to have a CSR department and strategy? The 

company was identified as number seven in the Sustainable Brand survey for 2011 

among Sweden’s most sustainable brands. Without a clear accountability and 

commitment in the organisation for the responsibility that Saab has to manage there is a 

risk for short term initiatives and mostly “end of pipe” solutions. The company ought to 

create a strong CSR strategy based on an updated Code of Conduct and build trustful 

relationships with the stakeholders to climb on the sustainability ladder. 

 

The area of Sustainable Innovation is not easy to define and not simple to measure but it 

is critical to be able to manage sustainable vehicle development. IQon is a proof of the 

creativity in Saab and the indicator Number of Sustainable Patent Registrations per 

Developed Vehicle will pay attention of patent driven innovation. The concept of Eco-

driving is important and the indicator called Customers Taken the Eco-drivers Training is 

one example of a potential service linked to Saab’s products. The last indicator Easiness 

to Upgrade the Vehicle is hard to define and in the same time important. There seems to 

be a common understanding that innovation is one of the keys to sustainability. Why? 

Innovation is one option towards sustainability in the future and another could be to 

move back in time with less products and services, waste and resource usage. The 

population increases and to let the future generations meet their own needs according to 

the UN definition seems innovation to be the preferable choice. Still is the limitation of 

resources and the population growth critical issues and Saab as a company would 

probably benefit from both have innovation as a key strategy and in the same time 

prioritise resource optimisation to become more sustainable. The indicator linked to 

patent registrations is critical, however most important is probably the mindset of 

developing more sustainable vehicles based on a Life Cycle Thinking. 
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The last strategic area to be included in the Product Profile is the Sustainable Value Chain 

which is hard to define. One thing is sure and that is the critical knowledge about 

customer needs and values. The indicator Number of Surveys or Questionnaires 

Performed will increase the understanding of the customer needs. The indicators 

Potential Services Linked to the New Vehicle and Potential Accessories Linked to the new 

Vehicle broaden the thinking from products towards services. The last indicator is 

Increased Usage during Life Time. The responsibility for all these indicators are analysed 

and the accountable function is identified but still will it be many questions regarding 

how it is possible to retrieve proper information, how supplier’s IT-systems works or to 

establish new processes. Without satisfying customer needs Saab will not survive and it 

is essential to retrieve customer information on a regular basis to be able to develop best 

possible vehicles. As identified in this study, through information from the Marketing 

Research Department has the customers some doubts about Saabs environmental work 

and the level of innovation relative competitors. This is critical to manage to become 

sustainable from a customer perspective and it is necessary to not neglect it to be able 

to change in a positive direction. 

 

7.3 Overall Sustainability in Saab Automobile 

Saab Automobile has come to a point where it is time to take a strategic decision by the 

top management about how to manage sustainability within the organisation. It is 

critical that the top management is supporting the sustainability work according to the 

Director of Sustainable Business Solutions within PwC, Fredrik Ljungdahl (2011). The best 

way is to have an integrated approach where the organisation and management 

reporting is organised from a sustainability point of view. The linear thinking needs to be 

replaced by Life Cycle Thinking in all parts of the organisation. The benchmark in this 

study has produced interesting results regarding the sustainability approach in three 

leading sustainable organisations; IKEA, GE and SKF. 

 

IKEA originate from the landscape of Småland with poor conditions and a foundation is 

to keep the costs low and manage the resources in the best way. This thinking is 

incorporated into all functions and the success of this company has made it a leading 

and respected brand. IKEA has worked with an approach towards sustainability based on 

the concept of closing the loops which includes taking care of the life cycle of the 

products. Energy and waste usage is important and the Code of Conduct plays an 

essential role to get a sustainable supply chain. In the strategy called growing IKEA 

together, sustainability is one of four priorities. IKEA has five key sustainability priorities; 

 

1) Offer a range of products that are more sustainable 

2) Taking a leading role towards a low carbon society 

3) Turing waste into resources 

4) Reducing our water footprint 

5) Taking social responsibility 
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GE is global successful company that took the strategic decision to launch the 

Ecomagination business strategy in 2005 and the success has been extraordinary.  

Remember that Ecomagination is not a sustainability concept, though it is still linked to 

sustainability. This business strategy has the intention to grow the revenues of products 

based on innovation. GE has increased the revenues from Ecomagination products by six 

percent to USD 18 billion in 2009 and generated USD 70 billion in “eco revenues” since 

the launch of Ecomagination in 2005. The company has an intention to grow the revenue 

with Ecomagination certified products twice as fast as compared to the other products 

the next 5 years. GE has since 2005 decided to focus on five strategic areas; 

 

1) Double the investments in R&D 

2) Continue to increase revenues from Ecomagination products 

3) Reduce greenhouse gas emissions and improve energy efficiency of GE 

4) Reduce water use and improve water reuse 

5) Keep the public informed 

 

SKF is a Swedish company that produces high qualitative products and services where 

R&D is a cornerstone in the organisation. The company has a number of overall targets 

that is leading the business towards sustainability. One of the key questions is about the 

climate impact and the energy usage where the company aims to be as efficient as 

possible. Another important area is the chemical usage and with a focus on hazardous 

substances, also waste management is critical and to work with the certification process 

of new plants. The organisation has actively worked with sustainability for many years 

and has an approach towards sustainable development through the SKF Care concept; 

 

1) Business Care 

2) Environmental Care 

3) Employee Care 

4) Community Care 

 

When analysing these successful sustainability organisations it is clear that Saab needs to 

take a strategic decision to decide what is important for Saab in this moment, should the 

company strive to become a leading sustainable transportation company or a 

mainstream vehicle manufacturer based on a business model from 1900s century? 

 

Again, as Victor Muller said in 2010; “From today we will be concentrating all of our 

effort into reviving Saab and transforming it into a sustainable and profitable company 

with the confidence to be bold. We will reinforce the emotional experience between Saab 

drivers and their cars and we will focus on Saab's historical strengths in the fields of 

independent thinking, aircraft heritage, ecological performance and motorsport” 
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SWOT-analysis for Overall Sustainability  

One significant result from the benchmarking study is that all three benchmarking 

companies have sustainability, or in the case of GE the Ecomagination strategy, as a core 

business objective. This is illustrating how important it is to have a stringent 

sustainability strategy to be able to develop an organisation towards sustainability. A well 

known method for strategic planning is called the SWOT-analysis (Strengths, 

Weaknesses, Opportunities, Threats) (Ghazinoory and Azadegan-Mehr, 2011); 

 

Strengths: Company specific characteristics that gives competitive advantages 

Weaknesses: Company specific characteristics that gives competitive disadvantages 

Opportunities: External factors which create future business opportunities 

Threats: External factors which threats future business development 

 

This method with four categories could be used to evaluate how Saab might develop a 

new sustainability strategy. With knowledge about the vision, product development, 

market input as well as a review of the core processes in Saab was it possible for the 

author to use the SWOT-analysis to propose a new sustainability strategy for Saab. Below 

are the four categories listed according to the method; 

 

Strengths: Unique brand, long tradition of successful vehicle development and 

production, extensive vehicle development skills, integrated and flexible organisation 

located in Trollhättan, the Saab spirit, Victor Muller leadership and entrepreneur skills, 

strong product portfolio including Electrical Vehicles (EV) 

Weaknesses: Short and long term financial strength, high management turn around with 

acting CEO and CFO and new Sales and HR Directors 

Opportunities: Partnerships with BMW and Chinese companies, the location in 

Trollhättan from an Industrial Ecology perspective, the Swedish Vehicle Cluster  

Threats: Trust from stakeholder, the global economy, new Chinese competitors 

 

The New Sustainability Strategy for Saab Automobile 

The SWOT-analysis indicates that a number of areas are important for Saab to become a 

more sustainable company in the future. With the benchmarking companies in mind and 

the new sustainability areas and indicators that are identified, could this information 

help Saab Automobile to improve. The approach towards sustainability in this study is 

based on creating sustainable Saab vehicles and to make this possible some 

organisational questions have been raised as well as a number of questions related to 

the stakeholders. The last but not least important area is the business model that needs 

to be developed to meet the customer needs of today and tomorrow. 

 

Sustainable Products and Services 

This study has the focus on VDP and how to incorporate the sustainability approach into 

the Product Profile. The famous quotation from Drucker that leadership is about doing 

the rights things act as a guiding principle, where the focus on effectiveness rises the 

question if it is the best solution to have sustainability as a separate area in the Product 
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Profile? Would it not be a better solution to include it in all parts of the Product Profile, 

for example Design and Driving Performance is linked to sustainability as well as the 

important question about weight. Today there is a specific Weight Book in the same way 

as the Ecobook and the Cost Book and the solution could be a combined Sustainability 

Book, where all sustainability indicators could be managed. There is a risk that these 

three books will lead to sub-optimization and in the same way as the different areas in 

the Product Profile. The area of sustainability should be incorporated in all parts of VDP 

and even more important that it needs to influence the whole company. 

 

Sustainable Organisation 

Saab has today a functional based organisation, see Figure 3. This study is based on Life 

Cycle Thinking and much of the work in future probably will be linked to the different 

phases of a life cycle. A creative solution of how to organise to meet the future needs 

from the stakeholders could be to use the sustainability areas, see Figure 9. A new 

organisational structure ought to be driven by sustainability and it may be possible to 

achieve this change due to the famous and strong Saab spirit. It is important that the 

management and employees are walking in the same direction. Below is the potential 

new sustainability based organisation and the four strategic core sustainability areas; 

 

A) Sustainable Value Chain – Customers 

Saab needs to pay attention on how to create value for the customers and to understand 

where true value is created in the value chain. The organisational area called Sustainable 

Value Chain could include functions like Marketing, Sales, Portfolio Planning, Branding, 

Business Development and Customer Satisfaction. This organisational structure could 

add value for the customers and for Saab. 

 

B) Sustainable Production & Supply Chain – Resources 

As identified from the benchmark, the theoretical framework and from Saab employees 

as well as the interviews with experts the supply chain is essential to be able to work in a 

sustainable way. The automotive industry has worked for many years to establish an 

organisation in line with Lean Production and this quality thinking is one step to work 

according to a Sustainable Supply Chain. Sustainable Production and Supply Chain will 

have resources in focus, from raw material to end of life. To combine production and 

supply chain in one organisational area will increase the understanding for waste 

handling and how to optimise resources in line with Lean Production and sustainability. 

 

C) Sustainable Innovation – Products & Services 

In this organisational area all parts are linked to development of products and services 

and the area ought to be driven by Sustainable Innovation as discussed in this study. 

Departments like Vehicle Development, Powertrain and Vehicle Lines could be integrated 

to create a dynamic and competent organisation to be able to meet customer needs and 

create future transportation solutions within Saab. The new development organisation 

could be based on the concept identified in the sustainability areas Design for 

Sustainability and the Sustainable Innovation. 
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D) CSR  – Responsibility  

Sustainability ought to be in focus within the entire organisation and the organisational 

area called CSR is new for Saab. This could be a combined area consisting of the existing 

functions HR, Legal, Finance, Environmental, IT and Communications. The ambition is to 

be able to manage sustainability internally and externally. All benchmarking companies 

confirmed that communication and information is essential and the relationship with the 

stakeholders. The intention to combine the different functions will create an organisation 

that can manage all three dimensions; environmental, social and economical. The Code 

of Conduct and the Sustainability Report are essential elements for a future success as 

well as to establish a reporting according to the GRI standard. This may increase the trust 

for the company and Saab would act as expected from it stakeholders. 

Figure 9 The potential new sustainable organisation in Saab 

Sustainable Stakeholder Model 

The present stakeholder model used in this study is illustrated in the chapter about Saab 

Automobile AB, see Figure 4. Entering a new society with scarce resources and 

population increase will lead to new challenges and also the settings for companies will 

change. Saab is a global company but in the same time locally orientated and this is a 

strength as much of the basic resources that is needed to develop and produce vehicles 

today could be found in Sweden, for example skilled employees, water, energy and steel. 

 

Saab has today a business model that includes strategic partnerships as the company 

does not have full coverage in areas such as powertrain where BMW will deliver brand 

new engines to future models. Another recent announced agreement is with the Chinese 

distributor Pang Da that will sell Saab vehicles in China starting this fall. The use of 

partnerships gives Saab flexibility and the company could cope with new technologies 

and trends in the market rapidly which is an opportunity for future innovations. 

 

The idea of clusters is according to Porter (2008) an industrial system where the 

relationships between different participants are close and it could be described as a 

geographic melting pot consisting of producing companies, suppliers, other industries as 

well as other institutions that are close linked together. Saab is an important part of the 
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Swedish Vehicle Cluster, which is present in all parts of Sweden but mostly in the West 

Coast of Sweden close to Trollhättan. Linked to the idea of clusters is the concept of 

Industrial Ecology. Saab is active in a context where the company has both inputs and 

creates output which needs to be sustainable. Graedel and Allenby (2003) is defining 

Industrial Ecology as “Industrial ecology is the study of technological organisms, their use 

of resources, their potential environmental impacts, and the ways in which their 

interactions with the natural world could be restructured to enable global sustainability”. 

Saab is an important industry and local participant in Trollhättan with many local 

relationships that could be developed even more. The location of Saab in Stallbacka 

close to the river, E45 highway, the airport and railways gives the company a strong 

position. Also it is a strength to have available international ports one hour from the 

Saab plant. Many suppliers are located in the area and it is just about 80 km to Göteborg 

where Volvo as well as human resources is located. Saab could be developed to be a 

more sustainable organisation with an even closer cooperation with the local energy 

company, Trollhättan Energi, as well as the many recycling and waste handling 

companies in Stallbacka. This could be one way towards a sustainable supply chain. With 

an extended product responsibility and focus on material recycling and reuse one idea 

would be to manage it in the Stallbacka industrial park. The potential newly established 

CSR function could be in charge for the development of the new Industrial Ecology 

organisation together with Trollhättan municipality. 

 

Sustainable Business Model 

How could Saab transform the company to become long term financially strong and 

deliver value for money to the customers? This is one of the most critical questions for 

Saab. The GE Ecomagination strategy focuses on combining environmental and 

operational benefits that will gain both the customer and GE. The company has 

developed this strategy to manage environmental issues and to climb on the 

sustainability ladder through innovation. With sustainable products it will be possible to 

gain higher revenues and get competitive advantages. The possibility to create new 

business concepts is now and the market for sustainable products is increasing. 

Sustainability ought to be a core business objective to be able to win the market. Saab is 

in a strong position with the new partnership agreements and the broad portfolio. 

 

A) Sustainable Value Chain – Customers 

The ownership of vehicles may be different in the future. The development of car pools 

and rental cars services could be part of the core business model. Customers today use a 

vehicle about 2 % of the life time. In the future Saab could offer sustainable, upgraded 

and environmentally friendly vehicles available at 7-eleven, IKEA or the future gasoline 

stations. Saab will with this approach get a constant cash flow from car pools and rental 

services. Another possibility for the customers could be the possibility to buy stocks in 

Saab Automobile when purchasing a Saab vehicle. The loyal Saab customers will create a 

long term win-win situation if they could become shareholders as well. 
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B) Sustainable Production & Supply Chain – Resources  

With the new car pool or rental approach, Saab will have control over its resources and 

the reuse and recycling will be possible to manage in Trollhättan. Another innovation 

could be that customer has the possibility to leave their used vehicles at the distribution 

centre. When new cars are delivered to the distribution centre the used vehicles will be 

picked up and transported back to Trollhättan for reuse, recycling or to be upgraded to 

new vehicles. This will create a closing the loop approach in the same way as IKEA and 

the approach are related to the thinking that waste should be managed as close as 

possible to its source according to Williams (2005). 

 

C) Sustainable Innovation – Products & Services 

The future sustainable vehicles ought to be module based, easy to upgrade and 

dismantle for hardware and software. With the flexible module approach it could be 

easier to develop these vehicles and the development cycles may be shorter. To some 

extent the vehicles might be simpler and smarter, and more environmentally 

sophisticated. Saab will have the possibility to offer customers individual vehicles which 

will be a competitive advantage. In a more streamlined world the individual alternative is 

attractive. 

 

D) CSR – Responsibility  

The corporate responsibility and sustainability is close linked together. Saab would 

benefit from a long term approach, financially and regarding stakeholder relationships. 

The time for quarter based business cycles seems to be over. The stakeholder care is 

important and an extensive use of surveys on a regular basis would be preferable. The 

expression Integrated Reporting (Ljungdahl, Personal Communication, 2011) will be 

fundamental in the future and it is based on a combination of the financial and 

sustainability reporting in the way that Saab has started in the Spyker Annual Report. 
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New Sustainability Model 

Based on the finding in this study a new sustainability model has been developed and is 

proposed for Saab. This model strives to incorporate all the different essential aspects 

when it comes to sustainability. It is built upon the suggested new sustainable 

organisation and has the core stakeholders as cornerstones. There are many stakeholders 

for a large company like Saab but some are more important than others. The core 

stakeholder are; Shareholder, Customers, Suppliers and Strategic Partners, see Figure 10. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 10 The potential new sustainability model in Saab 

The new sustainability strategy is a proposal for Saab how to manage sustainability from 

a company perspective. In this study the main focus is the Vehicle Development Process 

and if the company manage to develop more sustainable vehicles this is an improvement 

according to the sustainability ladder (Nidumolu and Rangaswami, 2009). This still is a 

limited approach and if the company manage take the strategic decision to develop a 

new business model based on sustainability could Saab gain competitive advantages and 

increase the stakeholder satisfaction. With the new proposed sustainability strategy and 

the sustainability model in mind it would be possible for Saab to become the company 

that Mr Muller would like which is both sustainable and profitable. 
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8. CONCLUSIONS 

In this chapter the main results and findings will be presented and also the discussion 

regarding the generalisation of the study. The aims and objectives are essential to be 

verified. The aim of this thesis is to identify and establish the most relevant sustainability 

areas and indicators within the Vehicle Development Process at Saab Automobile AB. 

These sustainability areas and indicators will be put into context to develop the overall 

sustainability within Saab Automobile. 

 

The work is ongoing in Saab to establish a sustainability strategy. The company has not 

published a full Sustainability Report, even though a small chapter is included in the 

Spyker Annual Report for 2010. The company uses Spyker Cars Code of Conduct from 

2006 and it has not a CSR department to manage the CSR questions. Some issues are 

managed by the Environmental Manager, PR or within the other functions. The 

environmental work today is focused on emissions from the production, the use of 

environmental friendly materials in vehicles and to decrease CO2-emissions. Saab has 

today the broadest product portfolio ever, both electrical and biofuels vehicles are being 

developed. The vehicle development organisation uses A0052 standard with a life cycle 

approach. This standard in combination with the strong product portfolio and modern 

production facilities makes the company have a decent environmental approach. 

 

The ambition to include the identified sustainability areas in the Product Profile is one 

step towards sustainability. This is still a limited approach that seems to be doing things 

right (efficiency) more than doing the right things (effectiveness). Saab needs to show 

leadership to be more sustainable and gain competitive advantages. The main findings in 

this thesis are the sustainability areas and indicators. The five identified and established 

sustainability areas are; 

 

-  Design for Sustainability 

-  Sustainable Supply Chain  

-  CSR  

-  Sustainable Innovation 

-  Sustainable Value Chain 

 

These areas are identified and established in Saab and may be of practical use in the 

Product Profile in the Vehicle Development Process. The 23 identified indicators in Table 

2 are potential indicators proposed for Saab, but not reviewed and established until now.  

 

Another important finding is the result from the benchmarking study of three leading 

sustainable organisations; IKEA, GE and SKF. From the benchmarking study a number of 

strategic sustainability areas and potential indicators were identified, see Table 1. These 

sustainability areas and indicators build the basis for developing Saab’s potential 

sustainability areas and indicators. Also the interviews within Saab’s organisation and the 

theoretical framework were critical to identify the sustainability areas and indicators. 



 

75 
 

Based on the sustainability areas, indicators and benchmark a new sustainability strategy 

is proposed for Saab. This strategy includes a new sustainable organisation, stakeholder 

and business model. The four core areas in the strategy are; Sustainable Value Chain, 

Sustainable Production & Supply Chain, Sustainable Innovation and CSR. These four areas 

are built upon the five identified and established sustainability areas. 

 

The discussion regarding the new sustainability areas and indicators as well as the 

sustainability strategy identifies some critical components for success which is to have 

sustainability as a core business objective with a clear responsibility. Innovation is also a 

critical area and is built upon changes, Saab has a strong culture for managing innovation 

but it is essential with an open mindset for changes to be able to manage the future. 

Saab Automobile has several strengths and opportunities as illustrated in the SWOT-

analysis as well as in the discussion in this study and with a bold leadership, established 

trust from the stakeholders and an open mindset in the organisation the company could 

be a leading sustainable automotive brand in the future. 

 

8.1 Generalisation of the Study 

Saab Automobile AB commissioned this master thesis as part of a project within the 

company called SustainicleTM. To study only one organisation will have some limitations 

for the described research area. The approach to analyse sustainability areas and 

indicators was broaden when the three benchmarking companies were included in the 

study to make the result more general. 

 

In order to arrive at a generic approach, would it be possible to apply the results from 

this study on another company? This is a relevant question that needs to be answered. 

Probably it would be possible to use some results within other organisations for example 

the area of Sustainable Innovation or Design for Sustainability could be applicable within 

product development with similar settings as Saab. The CSR area and indicators should 

be useful for many companies that need to manage complex supply chains and suppliers. 

The benchmarking study and the applied theoretical framework is to some extent 

selected to match a producing, global organisation with an extensive supply chain like 

Saab Automobile. 
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9. RECOMMENDATIONS FOR SAAB AUTOMOBILE AB 

As said in the beginning of this study; “Saab has come to a point where there is a need 

for a strategic assessment of how to manage the environmental impacts, social concerns 

as well as to start earn profit to become a long term sustainable company”. The time to 

decide in which direction the company should move is now to become more sustainable. 

 

The Vehicle Development Process  

Saab ought to select and implement the most relevant sustainability areas and indicators 

within the Vehicle Development Process. Do not wait to implement the Life Cycle 

Thinking, the customers expect a sustainability approach and competitors are active in 

this area. Apply the identified sustainability areas and indicators in the Product Profile 

within the development of the next model and make it possible to create the first 

sustainable vehicle. The choice of having sustainability as a separate area in the Product 

Profile or integrate it is not the most important the essential thing is that sustainability 

and Life Cycle Thinking is integrated in all Vehicle Development Processes as well as other 

core business processes in Saab. Do not forget to think about the effectiveness. 

 

Saab could also try to shorten the Vehicle Development Process with module thinking 

and use of carry over technologies to upgrade vehicles. It would be strategic to reuse 

technologies and materials to a larger extent. New sustainable technologies may occur 

with short notice and it may take longer to incorporate the technology in the VDP. 

 

Design for Sustainability  

- Develop the A0052 standard and make it to a core vehicle development document 

and secure the knowledge with the new A0052 training in the organisation. 

- Lower the weight in the vehicles by using less and better materials. 

- Focus on using more renewable materials and less virgin materials. 

 

Sustainable Supply Chain 

- Use more long term local suppliers and include “locally produced” in the marketing. 

- Transports are critical; evaluate the use of ships and trains in the supply chain. 

- Incorporate the footprint analysis for; carbon, energy, water and waste. These ought 

to be life cycle based and have closing the loop approach. 

 

CSR 

- Establish an updated Saab Code of Conduct before end of 2011. 

- Review the length of the supplier relationships and encourage a win-win approach. 

 

Sustainable Innovation 

- Initiate sustainable patent registrations as a driving force for innovation. Reward 

employees that deliver sustainable innovations and patent registrations. 

- Investigate and initiate an attractive Eco-driving course for customers and employees. 

- Use more carry over parts, module thinking and upgrading with focus on dismantling. 
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Sustainable Value Chain 

- Initiate new customer surveys to gain knowledge about customer values and needs. 

- Promote and sell the new Saab Engineering Services, this is potential Sundry Incomes. 

 

Saab could benefit from using the results from the benchmarking study, below are some 

“hot spots” from the study that could be applicable for Saab Automobile; 

 

IKEA: Sustainability Product Score Card, closing the loop concept, no waste approach, 

energy and water reviews 

GE:  Ecomagination business strategy, Treasure Hunt teams, use of external 

technologies and partnerships, driven by innovation, profitable growth 

SKF: Beyond Zero, sustainable vision, SKF Care, using less material, Sustainability 

Managers, Design for Environment, long term thinking, “No hidden trade offs” 

 

Overall Sustainability in Saab Automobile  

The strategic decision about implementing a new sustainability strategy for Saab is 

essential to gain competitive advantages. The decision about the new strategy could 

include a new sustainable business model, organisation and stakeholder approach. 

 

The basis for delivering the new strategy is to offer sustainable products and services to 

customers. It is not an option anymore to just fulfil the legal requirements; Saab need to 

act as a leader and utilise the company strengths as well as the opportunities and in the 

same time to be aware of the weaknesses and threats (SWOT-analysis). With a flexible 

organisation that is innovation driven the company could move towards sustainability 

and incorporate sustainability in the unique Swedish Saab brand. This strategy could help 

Saab to sell profitable and environmentally benign vehicles in the future. 

 

To be able to implement and make sustainability a core business objective is it necessary 

to have a responsible person in the Saab management team. This person could become 

Chief Sustainability Officer or Executive Director of Sustainability and report to the CEO 

of Saab. Initially it would be preferable if this person establish a core sustainability team 

existing of four new Sustainability Leaders, one per core sustainability area; Sustainable 

Value Chain, Sustainable Production & Supply Chain, Sustainable Innovation and CSR. 

One suggestion could also be to establish a position within the product development 

organisation, for example a Sustainable Performance Integration Manager. This person 

could integrate the identified sustainability areas and indicators in the VDP. 

 

Important is to establish a strong CSR strategy to manage the Code of Conduct according 

to the new Sustainable Supply Chain approach. Saab has already initiated the work to 

integrate the Sustainability Report into the Spyker Annual Report. The company ought to 

launch the new extended Sustainability Report a year from now. To establish this 

Sustainability Report it is necessary with a reporting structure, processes and tools that 

support the information gathering for the new report. This requires time and resources 

and it would be a suitable goal to launch the new Sustainability Report in March 2012.  
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APPENDICES 

Appendix I [GRI – Sustainability Performance Indicators] 

Table 3 GRI - Economic Performance Indicators 

Indicator Core/Add Aspect Description 

EC1 Core Economic Performance Direct economic value generated and distributed, including revenues, operating costs, 

employee compensation, donations and other community investments, retained earnings, and 

payments to capital providers and governments. 

EC2 Core Economic Performance Financial implications and other risks and opportunities for the organization’s activities due to 

climate change. 

EC3 Core Economic Performance Coverage of the organization’s defined benefit plan obligations. 

EC4 Core Economic Performance Significant financial assistance received from government. 

EC5 Add Market Presence Range of ratios of standard entry level wage compared to local minimum wage at significant 

locations of operation. 

EC6 Core Market Presence Policy, practices, and proportion of spending on locally-based suppliers at significant locations 

of operation. 

EC7 Core Market Presence Procedures for local hiring and proportion of senior management hired from the local 

community at locations of significant operation. 

EC8 Core Indirect Economic 

Impact 

Development and impact of infrastructure investments and services provided primarily for 

public benefit through commercial, in-kind, or pro bono engagement. 

EC9 Add Indirect Economic 

Impact 

Understanding and describing significant indirect economic impacts, including the extent of 

impacts. 

 

Table 4 GRI - Social Performance Indicators 

Indicator Core/Add Aspect Description 

LA1 Core Employment Total workforce by employment type, employment contract, and region. 

LA2 Core Employment Total number and rate of employee turnover by age group, gender, and region. 

LA3 Add Employment Benefits provided to full-time employees that are not provided to temporary or part-time 

employees, by major operations. 

LA4 Core Labor/Management 

Relations 

Percentage of employees covered by collective bargaining agreements. 

LA5 Core Labor/Management 

Relations 

Minimum notice period(s) regarding operational changes, including whether it is specified 

in collective agreements. 

LA6 Add Occupational Health & Safety Percentage of total workforce represented in formal joint management–worker health and 

safety committees that help monitor and advise on occupational health and safety 

programs. 

LA7 Core Occupational Health & Safety Rates of injury, occupational diseases, lost days, and absenteeism, and number of work-

related fatalities by region. 

LA8 Core Occupational Health & Safety Education, training, counselling, prevention, and risk-control programs in place to assist 

workforce members, their families, or community members regarding serious diseases. 

LA9 Add Occupational Health & Safety Health and safety topics covered in formal agreements with trade unions. 

LA10 Core Training & Education Average hours of training per year per employee by employee category. 

LA11 Add Training & Education Programs for skills management and lifelong learning that support the continued 

employability of employees and assist them in managing career endings. 

LA12 Add Training & Education Percentage of employees receiving regular performance and career development reviews. 

LA13 Core Diversity & Equal 

Opportunity 

Composition of governance bodies and breakdown of employees per category according to 

gender, age group, minority group membership, and other indicators of diversity. 

LA14 Core Diversity & Equal 

Opportunity 

Ratio of basic salary of men to women by employee category. 
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HR1 Core Investment & Procurement 

Practices 

Percentage and total number of significant investment agreements that include human 

rights clauses or that have undergone human rights screening. 

HR2 Core Investment & Procurement 

Practices 

Percentage of significant suppliers and contractors that have undergone screening on 

human rights and actions taken. 

HR3 Add Investment & Procurement 

Practices 

Total hours of employee training on policies and procedures concerning aspects of human 

rights that are relevant to operations, including the percentage of employees trained. 

HR4 Core Non-discrimination Total number of incidents of discrimination and actions taken. 

HR5 Core Freedom of Association & 

Collective Bargaining 

Operations identified in which the right to exercise freedom of association and collective 

bargaining may be at significant risk, and actions taken to support these rights. 

HR6 Core Child Labor Operations identified as having significant risk for incidents of child labor, and measures 

taken to contribute to the elimination of child labor. 

HR7 Core Forced & Compulsory Labor Operations identified as having significant risk for incidents of forced or compulsory labor, 

and measures to contribute to the elimination of forced or compulsory labor. 

HR8 Add Security Practices Percentage of security personnel trained in the organization’s policies or procedures 

concerning aspects of human rights that are relevant to operations. 

HR9 Add Indigenous Rights Total number of incidents of violations involving rights of indigenous people and actions 

taken. 

SO1 Core Community Nature, scope, and effectiveness of any programs and practices that assess and manage 

the impacts of operations on communities, including entering, operating, and exiting. 

SO2 Core  Corruption Percentage and total number of business units analyzed for risks related to corruption. 

SO3 Core  Corruption Percentage of employees trained in organization’s anti-corruption policies and procedures. 

SO4 Core Corruption Actions taken in response to incidents of corruption. 

SO5 Core Public Policy Public policy positions and participation in public policy development and lobbying. 

SO6 Add  Public Policy Total value of financial and in-kind contributions to political parties, politicians, and related 

institutions by country. 

SO7 Add  Anti-competitive behaviour Total number of legal actions for anticompetitive behaviour, anti-trust, and monopoly 

practices and their outcomes. 

SO8 Core Compliance Monetary value of significant fines and total number of non-monetary sanctions for 

noncompliance with laws and regulations. 

PR1 Core Customer Health & Safety Life cycle stages in which health and safety impacts of products and services are assessed 

for improvement, and percentage of significant products and services categories subject to 

such procedures. 

PR2 Add Customer Health & Safety Total number of incidents of non-compliance with regulations and voluntary codes 

concerning health and safety impacts of products and services during their life cycle, by 

type of outcomes. 

PR3 Core Product & Service Labelling Type of product and service information required by procedures, and percentage of 

significant products and services subject to such information requirements. 

PR4 Add Product & Service Labelling Total number of incidents of non-compliance with regulations and voluntary codes 

concerning product and service information and labelling, by type of outcomes. 

PR5 Add Product & Service Labelling Practices related to customer satisfaction, including results of surveys measuring customer 

satisfaction. 

PR6 Core Marketing Communications Programs for adherence to laws, standards, and voluntary codes related to marketing 

communications, including advertising, promotion, and sponsorship. 

PR7 Add Marketing Communications Total number of incidents of non-compliance with regulations and voluntary codes 

concerning marketing communications, including advertising, promotion, and sponsorship 

by type of outcomes. 

PR8 Add  Customer Privacy Total number of substantiated complaints regarding breaches of customer privacy and 

losses of customer data. 

PR9 Core Compliance Monetary value of significant fines for noncompliance with laws and regulations 

concerning the provision and use of products and services. 
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Table 5 GRI - Environmental Performance Indicators 

Indicator Core/Add Aspect Description 

EN1 Core Materials Materials used by weight or volume. 

EN2 Core  Materials Percentage of materials used that are recycled input materials. 

EN3 Core Energy Direct energy consumption by primary energy source. 

EN4 Core Energy Indirect energy consumption by primary 

source. 

EN5 Add Energy Energy saved due to conservation and efficiency improvements. 

EN6 Add  Energy Initiatives to provide energy-efficient or renewable energy based products and 

services, and reductions in energy requirements as a result of these initiatives. 

EN7 Add Energy Initiatives to reduce indirect energy consumption and reductions achieved. 

EN8 Core Water Total water withdrawal by source. 

EN9 Add Water Water sources significantly affected by withdrawal of water. 

EN10 Add Water Percentage and total volume of water recycled and reused. 

EN11 Core Biodiversity Location and size of land owned, leased, managed in, or adjacent to, protected areas 

and areas of high biodiversity value outside protected areas. 

EN12 Core Biodiversity Description of significant impacts of activities, products, and services on biodiversity 

in protected areas and areas of high biodiversity value outside protected areas. 

EN13 Add Biodiversity Habitats protected or restored. 

EN14 Add  Biodiversity Strategies, current actions, and future plans for managing impacts on biodiversity. 

EN15 Add Biodiversity Number of IUCN Red List species and national conservation list species with habitats 

in areas affected by operations, by level of extinction risk. 

EN16 Core Emissions, Effluents & Waste Total direct and indirect greenhouse gas emissions by weight. 

EN17 Core Emissions, Effluents & Waste Other relevant indirect greenhouse gas emissions by weight. 

EN18 Add Emissions, Effluents & Waste Initiatives to reduce greenhouse gas 

emissions and reductions achieved. 

EN19 Core Emissions, Effluents & Waste Emissions of ozone-depleting substances by weight. 

EN20 Core Emissions, Effluents & Waste NO, SO, and other significant air emissions by type and weight. 

EN21 Core Emissions, Effluents & Waste Total water discharge by quality and destination. 

EN22 Core Emissions, Effluents & Waste Total weight of waste by type and disposal method. 

EN23 Core Emissions, Effluents & Waste Total number and volume of significant spills. 

EN24 Add Emissions, Effluents & Waste Weight of transported, imported, exported, or treated waste deemed hazardous 

under the terms of the Basel Convention Annex I, II, III, and VIII, and percentage of 

transported waste shipped internationally. 

EN25 Add Emissions, Effluents & Waste Identity, size, protected status, and biodiversity value of water bodies and related 

habitats significantly affected by the reporting organization’s discharges of water and 

runoff. 

EN26 Core Products & Services Initiatives to mitigate environmental impacts of products and services, and extent of 

impact mitigation. 

EN27 Core Products & Services Percentage of products sold and their packaging materials that are reclaimed by 

category. 

EN28 Core Compliance Monetary value of significant fines and total number of non-monetary sanctions for 

noncompliance with environmental laws and regulations. 

EN29 Add Transport Significant environmental impacts of transporting products and other goods and 

materials used for the organization’s operations, and transporting members of the 

workforce. 

EN30 Add Overall Total environmental protection expenditures and investments by type. 
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Appendix II [Saab Automobile Product Structure] 

Figure 11 The Product Structure (Svensson, Personal Communication, 2011) 
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Appendix III [Interview Questionnaires to Benchmarking Study] 

Interview – IKEA – April 7 

 

Name and position of the respondent: 

 

Core Questions: 

I) In what way are your company using sustainability measurements/indicators; 

e.g. scorecards, reporting? 

 

 

II) Which are the 5 most important sustainability measurements/indicators within 

your organisation? 

 

 

III) Please explain how the company is measuring sustainability for products and 

services? 

 

 

IV) Who is responsible for the different sustainability measurements/indicators? 

 

 

V) In what way are sustainability measurements/indicators defined in the 

company? 

 

 

VI) Please explain the way you support your stakeholders with sustainability 

information? 

 

 

VII) Could you describe how sustainability measurements/indicators are linked to 

financial performance in your organisation? 

 

 

Additional Questions: 

VIII) Please explain shortly how you secure that your supply chain is sustainable? 

 

IX) In a life cycle approach could waste be seen as a resource. Please explain shortly 

how waste management is organised within your organisation? 

 

X) How is your organisation treating sustainability risks such as use of non-

renewable energy and raw materials? 
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Interview – GE – April 14 

 

Name and position of the respondent: 

 

Core Questions: 

I) In what way are your company using sustainability measurements/indicators; 

e.g. scorecards, reporting? 

 

 

II) Which are the 5 most important sustainability measurements/indicators within 

your organisation? 

 

 

III) Please explain how the company is measuring sustainability for products and 

services? 

 

 

IV) Who is responsible for the different sustainability measurements/indicators? 

 

 

V) In what way are sustainability measurements/indicators defined in the 

company? 

 

 

VI) Please explain the way you support your stakeholders with sustainability 

information? 

 

 

VII) Could you describe how sustainability measurements/indicators are linked to 

financial performance in your organisation? 

 

 

Additional Questions: 

VIII) Please explain shortly how you secure that your supply chain is sustainable? 

 

IX) In a life cycle approach could waste be seen as a resource. Please explain shortly 

how waste management is organised within your organisation? 

 

X) How is your organisation treating sustainability risks such as use of non-

renewable energy and raw materials? 
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Interview – SKF – April 18 

 

Name and position of the respondent: 

 

Core Questions: 

I) In what way are your company using sustainability measurements/indicators; 

e.g. scorecards, reporting? 

 

 

II) Which are the 5 most important sustainability measurements/indicators within 

your organisation? 

 

 

III) Please explain how the company is measuring sustainability for products and 

services? 

 

 

IV) Who is responsible for the different sustainability measurements/indicators? 

 

 

V) In what way are sustainability measurements/indicators defined in the 

company? 

 

 

VI) Please explain the way you support your stakeholders with sustainability 

information? 

 

 

VII) Could you describe how sustainability measurements/indicators are linked to 

financial performance in your organisation? 

 

 

Additional Questions: 

VIII) Please explain shortly how you secure that your supply chain is sustainable? 

 

IX) In a life cycle approach could waste be seen as a resource. Please explain shortly 

how waste management is organised within your organisation? 

 

X) How is your organisation treating sustainability risks such as use of non-

renewable energy and raw materials? 
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Appendix IV [Saab Processes] 

 
Figure 12 Saab’s Core Business Processes (Saab Automobile, 2011c) 

 

 
Figure 13 CP050 Develop Products, Production and Services (Saab Automobile, 2011c) 
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Figure 14 CP010 Portfolio Planning Process (Saab Automobile, 2011c) 

 

Figure 15 CP020 Program Development (Saab Automobile, 2011c) 

 

Figure 16 CP030 Technical Preparation (Saab Automobile, 2011c) 
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Figure 17 CP040 Theme Development (Saab Automobile, 2011c) 

 

Figure 18 CP050 Define and Refine Technical Requirements (Saab Automobile, 2011c) 

 
Figure 19 CP060 Engineering Development and Release (Saab Automobile, 2011c) 
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Appendix V [Sustainability Areas – Gross List] 

Table 6 Sustainability Areas - Gross List 
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Appendix VI [Sustainability Areas – Draft Net List I] 

Table 7 Sustainability Areas - Draft Net List I 
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Appendix VII [Sustainability Areas – Draft Net List II] 

Table 8 Sustainability Areas - Draft Net List II 
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Appendix VIII [Sustainability Areas – Net List] 

 

Table 9 Sustainability Areas - Net List 

 

 

 


