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Sustainability Report
Extract from Handelsbanken’s Annual Report

2014





This is an extract from Handelsbanken’s Annual Report 2014 
where the formal Sustainability Report is included. The extract 
also includes the Group Chief Executive’s comments, which 
are the same for the Annual Report and the Sustainability 
 Report.

Handelsbanken’s Sustainability Report for 2014 has been 
 examined by the Bank’s external auditors, as stated in the 
 Auditor’s Report. 

Introduction  
Sustainability Report
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Creating value and benefit
•  Operating profit for 2014 grew to SEK 19.2 billion, the highest figure in the Bank’s 143-year history.

•  Earnings per share increased to SEK 23.89.

•  Handelsbanken’s return on equity for total operations was 13.4 per cent. 

•  The C/I ratio – our expenses divided by our income – improved to 45.2 per cent. 

•  Following the dividend proposal, the common equity tier 1 ratio according to CRD IV increased 
to 20.4 per cent and the total capital ratio rose to 25.6 per cent.

•  For many years, Handelsbanken’s equity, including dividends paid and share repurchases,  
has grown by an average of 15 per cent per year.

•  Handelsbanken’s share price reached all time high levels on 26 trading days in 2014. 

•  In Sweden we had the most satisfied customers, in terms of the banking sector as a whole. In our 
other home markets too, we maintained our strong, stable position as regards customer satisfaction.

BUSINESS MODEL
Handelsbanken is essentially organised on a geographical basis. Like all 
companies with more than one customer and one product, we have to 
deal with matters of product responsibility, customer responsibility and 
function responsibility. We’ve made things simple for ourselves by es-
tablishing a geographical organisational model, with one manager being 
 appointed for each area of operations. An area of operations is a well- 
defined geographical area, for example a town, a local authority, or part 
of a city. This manager has full responsibility for all the Bank’s business in 
this well-defined geographical area. 

We call this manager a branch manager. At Handelsbanken, the branch 
manager’s role is an autonomous one.

For every branch we have an income statement and draw up a balance 
sheet. In this way, the branch manager, together with his or her staff, can 
make decisions based on local information and quickly gauge the financial 
consequences of their decisions.

Centrally, we establish policies and guidelines that set the framework 
within which we run our business. Examples of this include guidelines for 
the financial control system, measurement methods for customer satis-
faction, and guiding principles for granting credit.

With a clear organisational model and decentralised decision-making – 
including a strong belief in the individual – we have been able to run a bank 
without setting budgets or having central marketing departments.

We grow primarily by opening branches in locations where we currently 
have no presence. A newly opened branch needs one to two years before 
it shows positive cash flow. After this, the branch’s income usually grows 
much more rapidly than its expenses. In exceptional circumstances, we 
supplement this organic growth model by acquiring small, well-run players 
– if they fit in with our business model and corporate culture.

A long-term approach is characteristic of the Bank as a whole – in 
 everything from our commitment and how we build up and nurture our 
customer relationships to our view of our staff. And it applies particularly 
to our idea of how we aim to run our Bank. 

SHAREHOLDER VALUE
For a long time, Handelsbanken has created value for its shareholders. For 
many years, Handelsbanken’s equity, including dividends paid, has grown 
by an average of 15 per cent per year. Unlike in the other major Swedish 
banks, this value in Handelsbanken has been created entirely without the 
aid of state support, subsidised loans from central banks, or capital support 
in the form of new share issues. In fact, Handelsbanken is, and has been 
throughout the financial crisis, one of Sweden’s largest taxpayers, as well as 
the largest contributor to the Swedish state’s Stabilisation Fund.

Operating profit for 2014 was SEK 19.2 billion, which is the highest figure 
in the Bank’s now 143-year history. 

Since the financial crisis started in summer 2007, the total return for 
Handelsbanken’s shareholders – i.e. share price performance including 
dividends – has amounted to 168 per cent. The average figure for European 
banks is -63 per cent, and no other Scandinavian bank achieves a level 
of more than 80 per cent.

The Handelsbanken share is listed on the Stockholm stock exchange, 
and has attained all time high price levels many times in the past few years. 
In the past two and a half years this has occurred on 65 trading days.  

CUSTOMER BENEFIT
At Handelsbanken, we are convinced that sustainable long-term growth 
and shareholder value can only be achieved if we also create long-term 
value for the Bank’s customers. 

Every year, SKI and its associated organisation EPSI Rating carry out 
 independent surveys of customer satisfaction. The 2014 surveys showed 
that Handelsbanken has considerably more satisfied private customers than 
the average for the banking sector in all of the Bank’s six home markets. 

In the past year, Handelsbanken has received a string of awards, which 
naturally make us feel pleased, proud and encouraged. And we are par-
ticularly pleased when the award in question is voted for by customers. 
One example of this is the Best Customer Service award from Service-
Score, which we again won this year. The results were based on a simple 
question to the general public: which bank do you think provides the best 
service? The same thing applies – although there are more questions and 
the calculations may be more complex – when we were again named Busi-
ness Bank of the Year, No.1 Private Banking Player and Sweden’s Small 
Enterprise Bank. All these awards are essentially based on customers’ 
own assessments. 

According to the research company TNS Sifo, we have – for a bank 
– an unusually high proportion of “ambassadors,” i.e. customers who 
 actively recommend us to their friends and business acquaintances. 
There’s no better – or more effective – marketing than this.

BENEFIT TO THE COMMUNITY
For a community to function well, it needs banks that function well. A bank 
that does not function well will create problems for the community in which 
it operates. And the bigger the bank, the bigger the problems for the 
 community. Ultimately, the citizens of the community, the taxpayers, may 
have to step in, either directly with aid, or indirectly by utilising resources 
for guarantee commitments, etc. – resources that the community would 
probably have preferred to use for other purposes. 
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Therefore, a bank’s first and most important task is to function well, to be 
financially stable and thus be available when the community, its  citizens 
and customers require the bank’s services. In order to achieve this, the 
bank must be profitable in the long term. 

Handelsbanken is one of the absolute most stable banks in the world. 
We grow at the rate that our customers grow, we build for the long term 
and we have low tolerance of risks. Therefore, over time, the Bank has 
had considerably lower loan losses than the rest of the sector.

And hence, throughout the financial crisis, we were the only major 
player on our home markets that did not require aid from central banks 
or state support programmes.   

Being part of a community includes being present there – in the com-
munity, in physical terms. Today we have a network of 832 offices in 24 
countries, 463 of which are in Sweden. For us, there is no incompatibility 
between branches and customers’ use of apps in mobile phones, tablets, 
etc. On the contrary, customers who are at the leading edge of technology 
usage also value a personal relationship more, and regard this service as 
more exclusive today than people did five or ten years ago, for example. 
Therefore we continue to open new branches on a regular basis. We are 
currently the only bank in a total of 59 locations.

For us it’s also self-evident that a business decision that affects a 
 community should be taken there – in the town, village or city district. 
Our staff almost always live in the town where their branch is located. In 
this way Handelsbanken also reflects the community in which it operates. 

To further strengthen this local presence, we also endeavour to con-
stantly broaden our recruitment base and increase diversity in all areas. 
By seeking employees with other origins and backgrounds we will be an 
even better bank, better equipped to face new challenges in a constantly 
changing society. 

We’ve come a long way, but are far from satisfied. One example of this 
is our work with gender equality: although we’ve won several prizes and 
awards for this work, we think there’s a great deal left to be done. 

Our strong local presence means that working with sustainability is a 
natural part of our day-to-day activities. You naturally want to take respon-
sibility for the area that you live and work in. Therefore, sustainability and 
corporate social responsibility are deeply rooted in Handelsbanken’s cul-
ture and working method. In addition to our internal steering documents 
and guidelines that govern Handelsbanken’s actions, the Bank is also 
a member of the voluntary initiatives Global Compact and Principles of 
 Responsible Investment (PRI), both UN initiatives directed at companies. 
Handelsbanken continues to support these initiatives which are in keeping 
with the values and principles already applying at Handelsbanken.

OUR HOME MARKETS
At present, Handelsbanken has six home markets: Sweden, the UK, 
 Denmark, Finland, Norway and the Netherlands. On these markets we 
strive to be a full-service bank with a nationwide branch network. 

Sweden
Despite the prevailing economic situation in Sweden, with the repo rate 
at zero per cent and low demand for credit in the market, Handelsbanken 
continued to develop its business. Our commission-based business also 
showed increased activity and growing volumes. In a market where other 
banks are closing down branches, Handelsbanken opened new ones, 
and we now have 463 branches in Sweden.

UK
In 2014, we maintained our expansion in the UK. We opened 17 new 
branches, and at year-end, a further eleven managers had been  recruited 
for forthcoming branches. To ensure that new and existing branches 
 continue to receive strong support, a new, fifth regional UK bank was 
 established, with its operations officially commencing on 1 January 2015. 
Business volumes – particularly deposits – continued to grow. 

The Heartwood acquisition is showing positive performance: since the 
acquisition in May 2013, assets under management have grown by just 
over 50 per cent to GBP 2.3 billion.

Denmark
In Denmark the business climate remained difficult, with demand being 
weak. In 2014, Handelsbanken again had the most satisfied  customers 
on this market, on both the corporate and the private side. The Bank 
opened a new branch in Aarhus North, and has generally seen a strong 
 inflow of new customers, with growing business volumes as a natural 
consequence of this.

Finland
In Finland we developed both our branch network and our digital channels. 
We opened a new branch in Ruoholahti in Helsinki, a new service location 
on Åland, and moved some branches to new premises where we can 
serve our customers better in terms of location and functionality. According 
to EPSI’s customer satisfaction survey, we had the most satisfied customers 
on both the private and corporate side.

Norway
In Norway, 2014 continued with volumes growing on both the private and cor-
porate markets. We increased our deposits considerably during the year, and 
this, coupled with rising corporate lending, means that we are now Norway’s 
third largest bank. We also opened two new branches during the year.

The Netherlands
Business in the Netherlands showed positive development, and we 
 continued to expand our branch network. During the year, two new 
branches were opened, and a further two are being formed. In the annual 
EPSI customer satisfaction survey, Handelsbanken remains the bank with 
far and away the most satisfied customers in the Netherlands, among 
 private and corporate customers alike.

WE HAVE MORE TO GIVE...
Although many things went our way during the year, with increasing 
 customer satisfaction, growth in our income and the strong price perfor-
mance of our share, there is a great deal more to be done.

In my view, we have a fairly long way to go before we reach our full 
 potential.

Our business model combines local physical presence with digital plat-
forms in such a way that it enables us to grow in a scalable, repeatable 
 manner. Evidence of this is the fact that customer satisfaction is top-ranked 
in both the branch networks that are more than 100 years old and those that 
have only just been formed, such as those in the Netherlands and the UK.

In strict financial terms, too, our business model displays a similarly strong 
performance, irrespective of the market, as regards income/expenses and 
capital efficiency, for example.

If we look at the size of various markets in terms of population, numbers 
of companies and GDP, the conclusion is a simple one: we have not yet 
exploited most of our business opportunities.

FINALLY...
Summing up the past year, Handelsbanken continued to grow, with ever 
increasing income, even better profits and the most satisfied customers. 
Looking back on 2014, it is clear that the Bank’s healthy profit is the result 
of hard work by all our employees, and therefore I would like to extend my 
sincere thanks to them.

Also, I would especially like to take this opportunity to thank all our 
 customers for the confidence you’ve had in us.

Pär Boman
Stockholm, February 2015



ABOUT THIS REPORT
This report describes how Handelsbanken works with its 
most important sustainability issues, in relation to its main 
stakeholders. This is Handelsbanken’s fifth sustainability report 
prepared in accordance with Global Reporting Initiative’s 
(GRI) 3.0 guidelines for reporting and covers activities and 
 results for the 2014 calendar year. The information refers to the 
Group unless otherwise stated. Handelsbanken’s reporting 
meets level C+, which has also been confirmed by the Bank’s 
external auditors. See the assurance report on page 223. 

There is a comprehensive index according to GRI principles 
on pages 221–222.

The report constitutes Handelsbanken’s Communication 
on Progress for the UN Global Compact.

Additional information regarding Handelsbanken’s sustain-
ability activities is presented in an expanded GRI supplement, 
published on Handelsbanken’s website.
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Sustainability at Handelsbanken

DEFINITION
In addition to Handelsbanken’s corporate goal 
of having higher profitability than the average of 
peer banks in its home markets, Handelsbanken 
also aims to act as a responsible institution in the 
community. It is therefore logical for the Bank to 
work with sustainability issues – often referred to 
as Corporate Social Responsibility – which entail  
a voluntary responsibility for how the Bank’s 
 operations affect the community from an eco-
nomic, social and environmental perspective.

LONG TRADITION OF TAKING  
RESPONSIBILITY
Sustainability has long been a well-integrated part 
of the Handelsbanken concept of how success-
ful banking operations can be run in a responsible 
way. Back in the early 20th century, the manage-
ment of the Bank was keen to offer the employ-
ees good terms of employment, including pen-
sions and paid holiday leave. 

For a long time, Handelsbanken has had very 
good relations with the union organisations. In the 
early 1970s, Handelsbanken was a pioneer in giving 
seats on the Bank’s Board to representatives of 
its employees. 

For more than 40 years, Handelsbanken has 
built up a decentralised organisation with a strong 
local presence where operations are based on 
the customer’s requirements. The results have 
been steadily increasing customer satisfaction 
and since SKI/EPSI started their customer satis-
faction surveys in the late 1980s, Handelsbanken 
has been at the top. 

Handelsbanken’s operations are characterised 
by long-term stable finances. This means that 
Handelsbanken has never needed to seek sup-
port from either the government and tax payers or 
central banks in modern times.

OUR ANALYSIS OF THE IMPACT  
OF OUR OPERATIONS
Companies can affect their environment in finan-
cial, social and environmental terms. Different 
sectors have varying impact within the various 
areas of responsibility. For example, a bank’s di-
rect environmental impact is fairly limited. In terms 
of its indirect environmental impact, Handels-
banken’s assessment is that it normally has rela-
tively little opportunity to affect customers’ behav-
iour and that customers are fully responsible for 
how their operations are run. However, a funda-
mental condition for the Bank’s lending is that the 
operation is legally compliant and that it fulfils all 
requirements from public authorities in terms of 
environmental and other sustainability matters.

The loan loss ratios of a bank are perhaps the 
clearest indicator when assessing how respon-
sible a bank is.An unhealthy level of household 
and corporate debt always hits the customer 
hardest. The latest global financial crisis has 
shown that banking operations can – if they are 
not run in a responsible manner – lead to nega-
tive consequences for stakeholders and the wider 
community. Handelsbanken considers it very 
important that the Bank’s lending is responsible, 
and that it is based on a careful assessment of  
the customer’s repayment capacity. A weak 
 repayment capacity can never be accepted with 
the argument that the customer is prepared to pay 
a high interest rate. The aim of short-term profits 
for the Bank must take second place to what can 
be considered sustainable in the long term. Tradi-
tionally, Handelsbanken has a very low risk toler-
ance and therefore has low loan losses. 

In times of financial turbulence, it becomes 
even clearer that banks which have acted re-
sponsibly have a competitive edge, for example 
regarding their opportunities and terms to  obtain 
funding on the international bond market and 
 attracting talented staff. Customers also attach 
great importance to the fact that a bank has acted 
responsibly. Having funds on an account with a 
secure bank is perceived as an attractive option.

HOW WE WORK WITH SUSTAINABILITY
Handelsbanken aims to continue being a respon-
sible participant in society by, in addition to the 
legal requirements, taking responsibility for how 
the Bank’s operations affect stakeholders and the 
community from an economic, social, ethical and 
environmental perspective.

Sustainability work is completely integrated in 
Handelsbanken’s corporate culture and work-
ing methods and encompasses the whole of 
the Group’s operations in all markets where the 
Bank operates. In addition to internal govern-
ance documents and guidelines, the Bank is also 
a member of the UN initiatives: Global Compact 
and Principles for Responsible Investment (PRI). 
These initiatives are totally in keeping with the val-
ues, principles and working methods that have 
applied at Handelsbanken for a long time.

Handelsbanken considers sustainability ques-
tions to be very important when granting credits. 
The Bank’s credit policy states that when making 
credit risk assessments, the customer’s approach 
to human rights, fundamental principles regard-
ing work conditions, environmental concerns and 
anti-corruption must be taken into account. 

Sustainability issues are also a vital compo-
nent of responsible asset management. In mutual 

fund, asset and pension management, Handels-
banken endeavours to contribute to sustainable 
development in economic, environmental and so-
cial terms in the companies in which we invest, on 
behalf of our customers. 

Handelsbanken also examines its major sup-
pliers’ approach to sustainability. When making 
purchases, the Bank must make enquiries as to 
whether suppliers have collective agreements, 
and have policies regarding work environment 
and giving and taking bribes. 

Financial sustainability
The latest global financial crisis has clearly shown 
that, for a bank, the most fundamental criterion 
for sustainability is survival. Handelsbanken is  
– and will continue to be – a bank with stable 
 finances, which manages without support from 
the government or central banks, a bank which, 
regardless of the situation in the world around 
us, is there for our customers. Handelsbanken 
is convinced that sustainable long-term growth 
and shareholder value can only be achieved if the 
Bank creates long-term value for its customers at 
the same time – and for society as a whole.  

Social sustainability
One manifestation of social and ethical responsi-
bility at Handelsbanken is responsible lending and 
advice. A long-term commitment permeates our 
work with no short-term incentive systems. This 
is our overall approach in the Bank. For this rea-
son no performance- or volume-based bonuses 
occur, or other forms of variable remuneration, for 
the Bank’s management or for any other employee 
who takes decisions on credits or limits. Nor does 
the Bank make any budgets, or have any volume 
or market share targets. 

Handelsbanken aims to continue to be a 
 secure, attractive employer where all employees 
are happy and enjoy good health. Among other 
things, this means that employees have the right 
to join a union or employee organisation and that 
the Bank’s work with gender equality and diver-
sity will continue. The Bank aims to retain a very 
low level of external staff turnover.

 
Environmental sustainability
As far as is technically and financially possible, 
and to the extent that is compatible with the 
Bank’s undertakings, Handelsbanken aims to 
promote long-term sustainable development. 
A bank’s direct environmental impact is relatively 
limited. The Bank measures and takes action to 
minimise the carbon dioxide emissions generated 
by its operations.  

The Bank’s business opportunities and successes depend on customers, employees, the general 
public, investors and public authorities having confidence in the Bank. A condition for this confi-
dence is that the Bank’s operations are subject to high ethical standards and responsible actions. 
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Key figures for sustainability work
To follow up the sustainability work, the Bank has identified a number of measurable indicators 
for how our sustainability activities perform over time, and compared them with those of peer 
companies with similar conditions.

OVERALL GOALS
Corporate goal

Handelsbanken’s goal is to have higher profitability than the average of peer 
banks in its home markets. 

Goal achievement

Handelsbanken’s return on equity for total operations was 13.4 per cent (13.9). 
The corresponding figure for a weighted average of other major Nordic banks 
was 11.3 per cent (11.4). The corresponding figure for a weighted average of 
all peer banks in the home markets is estimated at approximately 10 per cent 
(10.2). This means that for the 43rd consecutive year, Handelsbanken has met 
its corporate goal.

Return on equity 1973–2014

*  Handelsbanken, Nordea, SEB and Swedbank.

By being a bank with stable finances, Handels-
banken aims to act as a responsible institu-
tion and contribute to the development of the 
 community.

• For a bank, the most fundamental criterion 
for sustainability is survival – without taxpayer 
support. Handelsbanken has stable finances, 
and on no occasion during the most recent 
financial crisis did it need to ask for liquidity 
support or capital contributions, either from a 
central bank, the state or in the form of a new 
share issue.

• Every year since the early 1970s, Handels-
banken has had higher profitability than the 
 average of peer banks on our home markets.

• Handelsbanken has paid a dividend to its 
shareholders for many years in succession, 
 including every year during the recent period  
of turbulence on the financial markets.

• By virtue of its profit level over many years, 
Handelsbanken has been one of the  largest 
payers of corporate tax in Sweden and is the 
largest payer to the Swedish Stabilisation 
Fund for the financial system.

Corporate social responsibility at Handelsbanken 
is manifested partly in responsible lending and 
advisory services, the aim to have satisfied cus-
tomers and also be an attractive employer.

• Over-aggressive selling of credits which leads 
to an unhealthy level of household and cor-
porate debt always hits the customer hard-
est. For many years, Handelsbanken has had 
much lower loan losses than peer players in 
the banking sector. In 2014, Handelsbanken’s 
loan losses were 0.10 per cent (0.07) of lend-
ing. Since the onset of the financial crisis in 
2008, the Bank’s loan loss ratio has averaged 
0.10 per cent. This can be compared with 
the average figure for the other major Nordic 
banks over the same period: 0.35 per cent. 

• In 2014, Handelsbanken had the most sat-
isfied customers of the four major banks* in 
Sweden, according to SKI (Swedish Quality 
Index). This applied to both private and cor-
porate customers. In Handelsbanken’s other 
home markets, the Bank is maintaining its 
strong, stable position as regards customer 
satisfaction, according to SKI’s associated 
organisation, EPSI Rating.

• Handelsbanken is an attractive employer that 
offers its staff security. External staff turnover 
was very low and, excluding retirements and 
deaths, was 3.2 per cent (2.9) in the Group, 
and 2.2 per cent (1.8) in Sweden.

• Total absence due to sickness for staff in 
Sweden was 2.7 per cent (3.0), with 1.0 per 
cent of this figure long-term sick leave (1.3). 

To promote long-term sustainable development, 
Handelsbanken works to minimise the Bank’s 
direct and indirect impact on the environment.

• The proportion of green electricity is 89 per 
cent for the Nordic region as a whole and 
99 per cent for Swedish operations.

• In autumn 2014, CDP presented its annual 
report on how the world’s 4,800 largest com-
panies report their emissions, and how they 
manage their impact on climate. Handels-
banken improved its result to 85 points (81) 
out of a possible 100. The average value in 
the CDP Nordic survey was 80 points for the 
189 respondents.

• For all the Bank’s regional banks in the Nor-
dic countries, the UK and the Netherlands 
and also central units, carbon dioxide (CO2) 
emissions from the operations’ electricity 
consumption totalled 3,663 tonnes in 2014. 
Emissions of CO2 for electricity consumption 
have increased compared with 2013. This is 
because the Bank’s operations grew in 2014, 
mainly in the UK, which affects the Bank’s  
electricity consumption. 

For the Swedish  operations, we measure 
CO2 emissions for electricity consumption, 
transport, business travel and heating/cooling 
and diesel for properties owned by the Bank 
in Sweden, which totalled 3,702 tonnes of 
CO2 (excluding paper consumption) for 2014. 
Emissions of CO2 in Sweden have gone down 
by 10 per cent compared with 2013. 

• Starting in 2014, the Bank reports internal use 
of paper for Sweden, Finland and Norway.

FINANCIAL SUSTAINABILITY SOCIAL SUSTAINABILITY ENVIRONMENTAL SUSTAINABILITY
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Loan losses as a percentage of lending  
1998–2014
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LOWER LOAN LOSSES
Handelsbanken has a low risk tolerance. This means that the quality of credits must 
never be neglected in favour of achieving higher volume or a higher margin.    

Outcome  

Loan losses were SEK -1,781 million (-1,195). Loan losses as a proportion of lending 
were 0.10 per cent (0.07). The corresponding figure for other major Nordic banks 
was 0.12 per cent (0.15).

MOST SATISFIED CUSTOMERS
One way that Handelsbanken aims to achieve its profitability goal is by having more 
satisfied customers than its competitors. The quality and service must therefore at 
least meet customer expectations, and preferably exceed them.

Outcome

Handelsbanken continued to have the most satisfied customers of the four major 
banks in Sweden, both private and corporate. Handelsbanken also retains its 
strong and stable position regarding customer satisfaction in the Nordic countries, 
the UK and the Netherlands. Satisfied customers are proof of the viability of 
Handelsbanken’s method of working.

Customer satisfaction  
– Private customers 2014

Customer satisfaction  
– Corporate customers 2014

Source: SKI/EPSI

Carbon dioxide emissions (CO2)
tonnes 2014 2013 2012 2011 2010 2009

Electricity consumption, Nordic region 1, 2, UK 3 and Netherlands 4 3 663 2 971

Electricity consumption, Nordic region 1, 2 and UK 3 3 515 2 846 2 170 3 763

of which electricity consumption, Nordic countries 1, 2 1 568 1 093 767 2 517 4 519 6 568

              electricity consumption, Sweden 2 152 83 224 821 2 717 5 071

Heating, cooling, oil, diesel, city gas for own properties, Sweden 992 1 143 1 480 1 466 1 569 1 181

External transport, Sweden 345 398 401 125 128 289

Business travel, Sweden 2 214 2 470 2 261 2 171 2 216 2 417

Business travel by car in Denmark, Finland and Norway 253

Paper consumption external distribution, Sweden 539

Paper consumption, Sweden, Finland and Norway 31

Total reported carbon dioxide emissions 8 036

1 Sweden, Denmark, Norway, Finland.
2  The recalculation factor applied for emissions of CO2 for non-green electricity in the Nordic countries is residual mix Nordic countries, i.e. electricity where the source cannot be derived.  
Emissions of CO2 for 2009–2012 have been retroactively recalculated according to residual mix Nordic countries. 

3  For the UK, the emission factor is from the report: “2014 Government GHG Conversion Factors for Company Reporting: Methodology Paper for Emission Factors”. 
4  For the Netherlands, the emission factor is from the report “CO2 emissions from fuel combustion: highlights (2013 Edition)”.

CARBON DIOXIDE EMISSIONS
To clarify Handelsbanken’s environmental impact and activities, the Bank has opted 
to report carbon dioxide emissions from electricity consumption in the Nordic coun-
tries for 2009–2014, in the UK for 2011–2014 and in the Netherlands for 2013–2014.

Outcome  

Carbon dioxide emissions for electricity consumption increased compared to 2013. 
This is because the Bank’s operations grew in 2014, mainly in the UK, which affects 
the Bank’s energy consumption.

SICKNESS ABSENCE
Handelsbanken aims for all its employees to enjoy good health, develop on a personal 
level and function in an optimal way. This is a long-term goal that includes factors such 
as clear and honest communication, having the skills and competence and the right 
conditions to perform tasks and deal with work-related situations, having pride and 
confidence in one’s work, respecting others, and being respected oneself.

Outcome  

Total absence due to sickness for staff in Sweden was 2.7 per cent (3.0), of which 
those on long-term sick leave represented 1.0 per cent (1.3).
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* The proportion of employees who have left externally (excluding retirements and deaths) 
  in relation to the average number of employees.
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* Sickness absence is stated as a percentage of total normal working hours.

LONG-TERM EMPLOYEE RELATIONS
The Bank takes a long-term approach to relations with both customers and 
employees. It sees each recruitment as important and long term. Employees 
with long experience and with broad knowledge from the whole Bank make  
a vital contribution to the Bank having satisfied customers.

Outcome  

External staff turnover in Sweden was very low and amounted to 2.2 per cent  
in Sweden (1.8).
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Our concept and organisation
Handelsbanken is a full-service bank with a decentralised working method, a strong local presence due to 
nationwide branch networks and a long-term approach to customer relations. Handelsbanken primarily 
grows by opening new branches in locations where the Bank has not previously had operations.

Handelsbanken has conducted banking since 
1871 and its share is the oldest listed share on 
the Stockholm stock exchange.

Handelsbanken’s goal is to have higher 
profitability than the average of peer banks 
in its home markets. This goal is mainly to be 
achieved by having more satisfied customers 
and lower costs than those of competitors. 

AVAILABILITY, SIMPLICITY AND CARE
We put a great deal of effort into being available 
for our customers and this is a major compo-
nent in Handelsbanken’s method of banking. We 
don’t close branches – instead we open new 
ones. In Sweden, Handelsbanken Direkt Person-
al Service is always open 24 hours a day, 365 
days a year. We constantly strive to develop and 
improve our meeting-places and to increase the 
level of availability for customers. This applies at 
our branches, online, and at new digital meeting-
places, such as services in the form of apps (mo-
bile applications) for mobile phones and tablets. 

When a customer contacts us, the meeting 
should be simple and unbureaucratic. For exam-
ple, we aim to have the same range of services 
in our various meeting-places. This means that 
the customer can do the same type of business 
with the Bank regardless of how they contact 
the Bank.

In everything it does, the Bank aims to cre-
ate the best possible conditions for successful 
meetings with customers. The Bank creates, 
maintains and develops strong, long-term cus-
tomer relationships through these meetings. 

We always focus on the customer’s needs 
and our aim is that they should feel that our ser-
vice is caring. 

PRODUCTS AND SERVICES
Handelsbanken has a full range of products 
and services to meet all the financial needs and 
wishes of its customers. Responsible for this 
range are product specialists in the Bank’s busi-
ness areas: Pension & Life, Markets & Asset 

Management, Merchant Banking International, 
Stadshypotek, Forestry & Farming and Retail & 
E-services. Each product owner packages their 
product, while the branch takes responsibility 
for each individual customer being offered ser-
vices which are adapted to that particular cus-
tomer’s needs and circumstances. 

MARKETS
Handelsbanken offers financial products and ser-
vices in its six home markets: Sweden, the UK, 
Denmark, Finland, Norway and the Netherlands. 

In the UK, the Bank now has 178 branches. 
During the year, it opened a fifth regional bank, 
with its head office in Leeds, and the Bank con-
tinues to grow in the UK.

We also opened new branches in the Nether-
lands in 2014, and at the end of the year had 20 
branches there. 

Handelsbanken has a nationwide branch net-
work in its home markets, organised into one or 
more regional banks in each country. 

Handelsbanken currently has more than 830 
offices in 24 countries, including 815 branches 
in our six home markets.  

GROWTH MODEL
For Handelsbanken to achieve and retain high 
profitability, growth is also necessary. The Bank 
primarily grows by opening new branches in 
locations where it has not previously had op-
erations. In this way, Handelsbanken grows 
customer by customer, branch by branch. This 
method of working and of achieving growth has 
proved successful in an increasing number of 
locations and in an increasing number of coun-
tries. This organic growth model means that 
Handelsbanken can achieve growth, coupled 
with low risk and good cost control. 

DECENTRALISED ORGANISATION 
 FOCUSING ON THE CUSTOMER
All business decisions that affect the individual 
customer’s relationship with the Bank are based 

This is how we are organised
Handelsbanken’s way of working can best be depicted by an arrow where all the operations focus on the customer. The branches are closest to the customer and are 
 responsible for the Bank’s customers in their local market. Each home market has its own national organisation with responsibility for the profitability of the branch operations 
in that country. For our customer offering to be of the highest quality, we have a number of central business areas where product owners design and develop our products 
and solutions. The central head office also has administrative functions and specialist departments with overarching responsibility for various functions at the Bank.

CUSTOMER

Central 
departments and 
administrative 
functions

Central business 
areas and 
product owners

Regional
head offices

Branches

on the customer’s requirements and are made 
by the local branch. Every branch is led by a 
manager who is solely responsible for all bank-
ing business in his/her local area of operations. 

Handelsbanken’s branch managers have a 
very high degree of independence, as we are 
convinced that those who work closest to the 
customer will make the most sensible decisions, 
from the customer’s and from the Bank’s point 
of view. This mandate to take the important 
business decisions on the spot with the cus-
tomer is a sound basis for successful customer 
meetings. Our customers meet the person who 
will make the decision, not a messenger. 

The branches’ independence gives them a 
very strong local presence, with long-term cus-
tomer relationships. No one has better know-
ledge of the specific demands applying in the 
 local market than the local branch. This is why the 
Bank does not normally use central marketing 
plans or advertising campaigns. Handelsbanken 
has consistently and successfully applied this de-
centralised working method for many years. 

ORGANISATION FOR SUSTAINABILITY
Handelsbanken’s Board has decided on the 
Bank’s policy in a number of central sustainabil-
ity issues.

Handelsbanken has a committee for sus-
tainability matters which was formed in 2010. 
The chairman of the committee is an Executive 
Vice President and member of Senior Manage-
ment with overall responsibility for ensuring that 
Handelsbanken identifies and addresses the 
sustainability matters of relevance to the Bank. 
The committee comprises representatives from 
branches in Sweden, branches outside the 
Bank’s home markets, Handelsbanken Capital 
Markets, and representatives from the central 
functions for Communications, Investor Rela-
tions, IT, Credits and Personnel. The committee 
met nine times during the year.
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Handelsbanken’s stakeholders
Many private individuals, organisations and companies are affected by how Handelsbanken acts in 
various matters. For Handelsbanken, corporate social responsibility means living up to the reasonable 
expectations of these stakeholders and acting so that their confidence in the Bank is maintained. 

Handelsbanken’s principal stakeholders are our 
customers, employees, shareholders and bond 
investors, as well as the community at large. 
This includes the supervisory authorities in the 
countries where the Bank operates.

CONTINUOUS DIALOGUE
It is important that the Bank keeps itself up-
to-date concerning the wishes and require-
ments that various stakeholders have as re-
gards Handelsbanken. Therefore the Bank has 
a continuous dialogue with its customers, staff, 
shareholders and investors, as well as with au-
thorities and other public organisations. 

Customers 
The most important dialogue occurs at the 
thousands of meetings with customers that take 
place daily at over 830 offices and by phone and 
by email. 

By being responsive to customers’ requests 
and questions, Handelsbanken can provide an-
swers and meet the customers’ expectations. 

Employees
All employees participate and are active in their 
own unit’s business planning every year. This 
is followed by the individual planning dialogues 
and performance reviews which are the link be-
tween the goals of the business operations and 
the goals of the employee. The result is an action 
plan which is followed up regularly during the year 
and then forms the basis of an annual salary dia-
logue review between employee and manager.

Shareholders 
Handelsbanken’s shareholders are those who 
ultimately decide about the Bank’s governance. 
The shareholders exercise their right to decide 
on matters relating to the company at general 
meetings of shareholders. Here, individual share-
holders have the opportunity to put questions to 
the Bank’s Board and senior management. 

Shareholders show great interest in the 
Bank’s AGMs. In the past five years, sharehold-
ers representing more than 50 per cent of the 
votes in the Bank have participated. 

The Bank’s Investor Relations unit provides 
 investors, analysts, rating agencies and other 
capital market players with information regard-
ing Handelsbanken’s operations and financial 
performance.

Society
Handelsbanken has a continuous dialogue with 
supervisory authorities, central banks, regulato-
ry bodies, etc., as well as with governments and 
parliaments, in Sweden, the EU and other coun-
tries. The Bank also has continuous contact 
with non-governmental organisations (NGOs).
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All stakeholders have expectations of Handels-
banken. What they have in common is that they 
all wish the Bank to be stable, and responsive to 
their wishes. How well the Bank manages to live 
up to these expectations has an impact on the 
continued success of Handelsbanken.

The table, which is laid out according to GRI’s principles, shows how the income generated by the Bank’s operations is 
allocated over various groups of stakeholders. The data comes from the Group’s income statement and balance sheet.  

Direct economic value generated and distributed (according to GRI) 
Economic flows to and from various groups of stakeholders

SEK bn 2014 2013 2012 2011 2010

DIRECT ECONOMIC VALUE CREATED

Customers

Income after loan losses and before fees to the  
Stabilisation fund, deposit guarantee etc. 37.7 36.2 34.9 33.1 30.4

Value created by serving customers 37.7 36.2 34.9 33.1 30.4

ALLOCATED ECONOMIC VALUE

Employees

Salaries 7.6 7.1 6.9 6.7 6.4

Provision to profit-sharing foundation 0.8 1.1 1.0 0.9 0.8

Payroll charges, pensions and other staff costs 3.4 3.2 3.3 2.3 2.3

Cost of employees 11.8 11.4 11.2 9.9 9.5

Public authorities and society at large

Suppliers incl. non-deductible VAT* 5.6 5.7 5.5 5.5 5.5

Tax costs** 4.1 3.9 3.0 4.4 4.0

Fees to the Stabilisation fund, deposit guarantee etc. 1.2 1.1 1.1 1.1 0.6

Government bank support received - - - - -

Participation in government guarantee programmes/central bank support - - - - -

To society 10.9 10.7 9.6 11.0 10.1

Shareholders

Dividends (refers to the year dividends were paid) 10.5 6.8 6.1 5.6 5.0

New share issue - - - - -

Transactions with the shareholders 10.5 6.8 6.1 5.6 5.0

Reinvested economic value (“remaining in the Bank”) 4.5 7.3 8.0 6.6 5.8

 *  Refers to Other administrative expenses and depreciation.
**   Refers to Tax costs according to the income statement.

Attendance at AGMs 2010–2014
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Satisfied customers
For Handelsbanken, the starting point is always meeting the individual customers’ requirements. 
In this way we build a trusting, long-term relationship with every customer. Every year, SKI (Swedish 
Quality Index) and EPSI Rating carry out independent surveys of customer satisfaction, including in 
the banking sector. For the 26th year running,* customers rated Handelsbanken highest compared 
with the three other major banks in Sweden.  

Handelsbanken always aims for all important 
business decisions to be taken as close to the 
customer as possible. This contributes to better 
meetings with customers, better decisions and 
more satisfied customers. In everything it does, 
the Bank aims to create the best possible con-
ditions for successful meetings with customers. 
By gaining its customers’ trust, Handelsbanken 
becomes their natural choice. 

“  By gaining its customers’ 

trust, Handelsbanken 

becomes their natural 

choice.” 

ALWAYS INCREASE AVAILABILITY 
An important starting-point for having satisfied 
customers is to constantly increase our avail-
ability, to be there for our customers, whenever 
and wherever they need us. We don’t close 
branches – instead we open new ones. We 
also develop a new type of physical meeting-
place that is linked to the local branch office in 
locations where customers can meet the Bank 
when it suits them. 

When the branches are closed, Handels-
banken Direkt Personal Service is always open. 

This is a unique service since it is staffed by pro-
fessional bank officers who help customers out 
by phone, 24 hours a day, 365 days a year. 

In addition to personal service, we work all 
the time to improve our digital meeting-places 
where customers can do most of their bank-
ing transactions such as paying bills, transfer-
ring money, seeing balances and card transac-
tions, buying and selling mutual fund units and 
reviewing their mutual fund savings directly via 
a mobile phone or tablet device. There are apps 
(mobile applications) for Android, iPhone, iPad 
and Windows Phone. But customer responsi-
bility is always with the local branch, regardless 
of the meeting-place the customer chooses. At 
Handelsbanken, all contact paths lead to the lo-
cal branch.

SATISFIED CUSTOMERS IN OUR  
HOME MARKETS
Handelsbanken considers customer satisfac-
tion surveys to be very important. Every year, 
SKI (Swedish Quality Index) and its associated 
organisation EPSI Rating carry out independ-
ent surveys of customer satisfaction. This year’s 
surveys showed that Handelsbanken has more 
satisfied private customers than the average 
for the banking sector in each of the Bank’s six 
home markets. 

In Sweden, Handelsbanken has the most 
satisfied customers, in terms of the banking 
sector as a whole. Handelsbanken also gains 
the highest ratings when it comes to acting  
 responsibly, as the survey also shows that 

 customers attach great importance to whether 
banks act in a responsible manner – for example 
by maintaining branch presence in towns, and 
not closing down branches. 

“  In Sweden, Handels-

banken has the most 

satisfied customers, in 

terms of the banking 

sector as a whole.” 

In the UK, Handelsbanken continued to have the 
most satisfied private and corporate customers. 
The result also shows that customer satisfaction 
is higher than the average for the sector. 

In Denmark, Handelsbanken had the most 
satisfied private and corporate customers, and 
thus the Bank retains its No.1 position for an-
other year. 

In Finland, too, the Bank has the most satis-
fied private and corporate customers. 

The results in Norway showed that Handels-
banken has more satisfied private customers 
than the average for the Norwegian banking 
sector. Among corporate customers, satisfac-
tion is on a par with the sector average. 

Customer satisfaction – Private customers 2014
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*  According to SKI (Swedish Quality Index), since surveys 
started in 1989, Handelsbanken has had the most satisfied 
private customers among the four major Swedish banks – 
Handelsbanken, Nordea, SEB and Swedbank.
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“  To sum up, these inde-

pendent surveys of cus-

tomer satisfaction are 

proof of Handelsbanken’s 

success in working 

consistently and con-

tinuously with building 

up long-term customer 

relationships.”  

In the Netherlands, surveys showed that the 
Bank’s customers are considerably more satis-
fied than the average for the sector. This applies 
to both private and corporate customers. 

To sum up, these independent surveys of 
customer satisfaction are proof of Handels-
banken’s success in working consistently and 
continuously with building up long-term cus-
tomer relationships. 

LOYAL CUSTOMERS
It is just as important to have loyal customers as 
satisfied customers. This offers many advantag-
es, for example, that customers are dissatisfied 

and change banks to a lesser extent. This leads 
to lower costs for the Bank which in turn creates 
the right conditions for more competitive prices 
to customers. 

In Swedish Quality Index’s (SKI) and EPSI’s 
annual surveys, loyalty, too is a key result linked 
to customer satisfaction. There is a positive 
connection between customer satisfaction and 
loyalty. Loyalty reflects whether customers in-
tend to remain with their bank, in what terms 
they talk about their bank, and whether they 
would recommend their bank to other people. 

In addition to the fact that Handelsbanken’s 
customers are very satisfied, the results for 
2014 show that they are also very loyal. In all 
home markets, it can be seen that loyalty is con-
siderably higher than for the average of the sec-
tor. This also applies to markets where Handels-
banken can be regarded as a major player, 
which must be considered unique. 

REPUTATION
According to the TNS Sifo Reputation Index for 
2014, based on public opinion, Handelsbanken 
is one of the ten companies in Sweden with the 
best reputation, regardless of the sector sur-
veyed. The Bank’s index score of 56 can be 
compared with those of the other three major 
Swedish banks, which are between 29 and 42. 

According to the survey, Handelsbanken is 
perceived, among other things, to have high 
ethical and moral standards, to show civic re-
sponsibility, and to be a good workplace; these 
are important factors influencing Handels-
banken’s reputation in terms of sustainability.

HANDLING OF CUSTOMER COMPLAINTS
Handelsbanken takes customer complaints 
very seriously and has well-established proce-
dures for handling these cases. We attach great 
importance to handling opinions and complaints 
that come in to the Bank in a manner which in-
spires confidence. 

Complaints must be dealt with in the first 
place by the responsible branch, with the atten-
tion that each case requires. If the customer 
wishes to pursue the matter, there is a designated  
complaints officer in each regional bank. In 
 addition, there are complaints officers at Group 
level who regularly report to Senior Manage-
ment, regional banks and product owners.

Information about complaints management at 
the Bank is easily available at handelsbanken.com.

“  In all home markets, it 

can be seen that loyalty 

is considerably higher 

than for the average of 

the sector.”
 

Loyalty – Private customers 2014
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Skilled staff
At Handelsbanken, we constantly strive for our corporate culture, with its decentralised work method 
and belief in the individual, to permeate our operations. This applies no matter where in the world 
Handelsbanken opens new branches. In 2014, Handelsbanken had 11,692 employees, working in 
24 countries, almost 37 per cent of whom were employed outside Sweden.

HANDELSBANKEN RECRUITS PEOPLE 
WHO SHARE THE BANK’S BASIC VALUES 
Above all, working at Handelsbanken is about 
relationships with other people. Without the right 
staff, it does not matter how good the products 
or services are. So when we recruit new em-
ployees, we always seek people who share the 
Bank’s basic values. We want our employees to 
be driven by putting the customer first, to enjoy 
taking a large amount of individual responsibility, 
and to want to take their own initiatives.

HANDELSBANKEN’S STUDENT 
 PROGRAMME
Handelsbanken in Sweden offers students from 
upper secondary school who plan to study at uni-
versity the opportunity to participate in the Bank’s 
Student Programme alongside their studies. The 
purpose is to attract and recruit young employees 
as part of the Bank’s future management succes-
sion, and to promote gender equality and diver-
sity. The programme comprises working at the 
Bank during their studies, their own action plan 
and relevant studies for development at Handels-
banken. Just over 100 of the Bank’s employees 
are participating, or have participated, in the Stu-
dent Programme since its inception in 2011.   

CONSTANT DEVELOPMENT
The Bank’s strength is derived from the combined 
expertise of its employees. The most important 
source of increased professionalism is learn-
ing in your daily work, where all employees are 
 responsible for constant development – their 
own and that of the operations. 

Therefore, all employees participate in draw-
ing up their own unit’s business plan. This forms 

the basis of the PLUS performance dialogue, 
which every employee has with his/her line 
manager at least once a year. After this, each 
employee puts together an action plan setting 
out the goals to be attained and the conditions 
necessary for this. The employee has a salary 
dialogue review with his/her line manager, based 
on a follow-up of the action plan carried out. 

INTERNAL LABOUR MARKET AND 
 MANAGEMENT SUCCESSION
Handelsbanken’s strong corporate culture and 
values are vital to the Bank’s success. Due to 
the Bank’s decentralised working methods, 
employees take a large amount of personal re-
sponsibility, are given a mandate to take their 
own decisions and are driven by focusing on 
the customer. Internal mobility helps to spread 
the working method and culture throughout the 
Bank, by transferring skills and experience ac-
quired to the employee’s new tasks. This means 
that internal recruitment and long-term employ-
ment are important. To retain an employee, the 
right conditions must exist for work develop-
ment, as well as a variety of career opportunities 
– and consideration must be taken of the stage 
of life that she or he is in. Employees who are se-
cure and happy, and have long and broad expe-
rience of the whole Bank, give good service and 
create long-term customer relationships. This 
makes a vital contribution to the Bank having 
satisfied customers. The Handelsbanken Group 
continues to have very low external staff turn-
over. In 2014, the figure was 3.2 per cent (2.9).

Managers at Handelsbanken must be exemp-
lary ambassadors for the Bank’s corporate cul-
ture, which explains why most managers are 

recruited internally. In 2014, 100 per cent (98) 
of all managers in Sweden were recruited inter-
nally. For the Group as a whole, the correspond-
ing figure is 93 per cent (90), including markets 
where the Bank established operations relatively 
recently. 

One of the most vital tasks for managers at 
the Bank is to identify, encourage and develop 
new managers.

LOCAL ACCEPTANCE
In the Bank’s home markets – with few excep-
tions – managers and employees are locally 
 employed. It is important that those who work at 
branches have natural links to and good know-
ledge of the town and local market. 

At the year-end, in the home markets, 95 per 
cent of executive officers, who at Handelsbanken 
are Executive Directors in the parent company 
and chief executives and deputy chief executives 
in subsidiaries, were locally employed. 

FOR GENDER EQUALITY AND DIVERSITY 
The work towards equality at Handelsbanken 
continues, and this year the Bank began the 
work of increasing the focus on diversity in a 
wider perspective. The Bank aims to broaden its 
recruitment base, to become, to an even greater 
extent, a bank that reflects the community in 
which it operates. Initiatives have been taken 
in several parts of the Group to increase know-
ledge and awareness of diversity. At Handels-
banken, it is a question of benefiting from the 
whole of the Bank’s potential, and is a vital condi-
tion for remaining a successful, profitable bank. 

Diversity encompasses various individuals’ 
different skills and work experience, different 

Age and gender distribution 2014
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Sickness absence rate in Sweden 2014 2013

% Men Women Total Men Women Total

Aged 29 or younger 1.3 3.1 2.3 1.2 2.8 2.1

Aged 30–49 1.5 3.3 2.5 1.5 3.2 2.5

Aged 50 or older 2.1 3.8 3.0 2.5 5.8 4.3

Total sickness absence 1.7 3.5 2.7 1.8 4.0 3.0

of which long-term absence 0.4 1.4 1.0 0.6 1.9 1.3

Sickness absence is stated as a percentage of total normal working hours. Long-term absence is a period of absence  
of 60 days or more.

ways of thinking and solving problems, and dif-
ferent characteristics, appearance, behaviour 
and life situations. Diversity also encompasses 
differences such as gender, transgender iden-
tity or expression, age, ethnicity, sexual orienta-
tion, disability, religion, or any other grounds for 
 discrimination. 

An even more equal Handelsbanken
Handelsbanken’s gender equality goal is to 
be a company where men and women have 
the same opportunities, chances and power 
to shape the Bank and their own professional 
 career. In all countries where Handelsbanken 
operates, the Bank must produce a gender 
equality plan to support the Group’s equality 
goals. The gender equality plan is to be based 
on Handelsbanken’s fundamental values and 
the laws and guidelines applying in the country. 

At the year-end, 45 per cent (44) of the 
Bank’s managers in Sweden were women. The 
proportion of women among the total number of 
employees in Sweden was 54 per cent (54). 

In the Group as a whole, 37 per cent (38) 
of managers were women. The proportion of 
women among the total number of employees 
in the Group was 51 per cent (52). 

The Bank’s work with gender equality is con-
tinuing, with various measures aimed at making 
Handelsbanken an even more gender-equal com-
pany. Training is carried out within the organisa-
tion in order to increase awareness of how social 
and cultural norms affect attitudes and behaviour 
in everyday life. In Sweden there is an interactive 
training course aimed at all employees. This has 
been designed in collaboration with the union or-
ganisation and its purpose is to create a dialogue 
and provide the tools for analysis and action from 
a gender equality perspective. In Denmark, train-
ing courses have been run for all managers at 
both branches and internal departments. In the 
UK, seminars for regional bank management 
teams and personnel functions have been organ-
ised, as part of the process of integrating gender 
equality plans into annual business planning.

Separate salary mapping completed
In the past few years in Sweden, the Bank, 
 together with trade unions, has worked to rectify 
unwarranted pay differentials between women 
and men. Joint events have been organised, 

to provide support for managers so that they 
have been able to take salary-setting decisions 
independently. 

In 2014, the Bank, together with union rep-
resentatives, carried out a separate survey to 
identify any remaining differentials. The survey 
was carried out with the aid of tools that indicate 
statistical and structural differences, and is sep-
arate from the previous review in conjunction 
with individual salary dialogues. 

The result of the past few years’ work has 
been that pay differentials have decreased, and 
there is a strong basis for the effect to be a last-
ing one.

“  Managers at Handels-

banken must be exem-

plary ambassadors for 

the Bank’s corporate 

culture, which explains 

why most managers are 

recruited internally.”
The collaboration between the Bank and the 
trade unions is a vital condition for systematic, 
goal-oriented gender equality work. And as an 
affirmation of this, Handelsbanken has received 
external gender equality awards on several 
 occasions. 

Incidents of discrimination concerning the 
Bank’s employees are normally managed in 
the operations through the local personnel 
functions, but cases reported to the national 
discrimination ombudsman or correspond-
ing  official body are followed up at Group level. 
No such cases were reported in 2014.

WORK ENVIRONMENT AND HEALTH
Handelsbanken’s overall goal with its work envi-
ronment work focuses on employees enjoying 
good health, developing on a personal level and 
functioning in an optimal way. This is a long-
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term goal that includes factors such as clear 
and honest communication, having the skills 
and competence and the right conditions to 
perform tasks and deal with work-related situ-
ations, having pride and confidence in one’s 
work, respecting others, and being respected 
oneself.

All employees are responsible for creating a 
positive work environment at Handelsbanken. In 
co-operation with staff and employee represent-
atives, managers must develop a healthy and 
safe workplace in accordance with the Bank’s 
work environment goal.

In Sweden, managers with delegated work 
environment responsibility must, together with 
work environment representatives and employ-
ees, compile a work environment status report 
at least once a year. This includes the employ-
ees’ physical and psychosocial environment. 
The results are discussed within each unit at the 
Bank, and any measures decided upon must be 
integrated into the business plan.

Health promotion and work environment ac-
tivities are components of the long-term pro-
cess, called Sustainable Health, to create the 
conditions for good physical and mental health 
in the workplace.

In connection with crisis situations, for many 
years, Handelsbanken has had a support pro-
gramme with the help of external partners.

Employees are offered a wide choice and 
large number of subsidised group and individ-
ual healthcare and health promotion activities. 
Handelsbanken also has its own sports asso-
ciation. Dating back to 1919, with 4,300 mem-
bers, the association is one of the largest of its 
kind in Sweden. 

To stimulate interest in art and crafts the 
Bank also has an Art Association with just over 
3,600 members. It is the largest art association 
in Sweden.

STAFF MAGAZINE
Handelsbanken’s staff magazine, Remissan, 
started in 1948 and is a publication which is 
made by and for the employees of the Bank. 
Remissan’s task is to create a sense of com-
munity, belonging and commitment among 
the employees, and to reflect Handelsbanken’s 
culture throughout the Group. The magazine is 
published in Swedish and English.
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Conditions and benefits
Handelsbanken aims to be an attractive employer. In addition to the laws, regulations and 
 agreements which the Bank follows, we also offer various types of competitive benefits, for both 
permanent and temporary employees in the Group. 

AN ATTRACTIVE EMPLOYER
Collective bargaining agreements are the founda-
tion of the conditions the Bank offers to both tem-
porary and permanent employees. At Handels-
banken, we have individual salaries which are 
decided in the salary dialogue review between 
managers and employees. Handelsbanken aims 
to be an attractive employer and wishes to meet 
its employees’ need for benefits at various phases 
of their life in a flexible way. Conditions and bene-
fits differ within the Group and are adapted to the 
market where the Bank operates and the collec-
tive agreements which have been entered into. 

PENSIONS AND OTHER CONDITIONS
Handelsbanken aims to be an attractive employer.  
The Bank therefore offers various types of 
 competitive benefits, for both permanent and 
temporary employees of the Group.

Pensions are part of the total remuneration 
to employees of Handelsbanken. The pension 
terms in the countries where the Bank pursues 
its operations must be competitive and adapted 
to legislation and regulations, in accordance with 
the local conditions prevailing in each country.

An occupational pension plan can include a 
retirement pension, disability pension and sur-
viving family member protection. The pension 
solutions which can be offered to employees 
of Handelsbanken are defined benefit, defined 
contribution or a combination of the two.

Handelsbanken also aims to make it easier 
for both men and women to combine employ-
ment with parenthood. The Bank subsidises 
home and family services for employees in 
 Sweden who have children under the age of 
12. In addition to current social insurance regu-
lations for parental leave, in most of its home 
markets, Handelsbanken provides remunera-
tion in accordance with local regulations. Taken 
together, this means that parents receive 80 to 
100 per cent of their salaries over a limited peri-
od. Employees who take parental leave have the 
same right to salary development as other staff.

In the Bank’s home markets, employees are 
offered credits on special terms. These credits 
are mainly granted for housing purposes. The 
terms differ between countries depending on 
the local conditions. In certain countries, it is a 
taxable benefit. Other examples of benefits are 
insurance, staff or company cars and various 
health promotion benefits.

CONVERTIBLE AIMED AT EMPLOYEES
During the year the Bank issued a convertible 
subordinated bond aimed at its employees. The 

convertible bond offered new employees, as 
well as those who have been with the Bank a 
long time, a further opportunity to benefit from 
the value created jointly by the staff and to par-
ticipate in the Bank’s future development. Hold-
ers may call for conversion to shares in 2019. 
Employees were also offered the opportunity to 
subscribe for convertibles in 2008 and 2011. 
Subscription for convertibles is entirely on mar-
ket terms with no subsidy; the rate of participa-
tion in the Bank’s convertible programmes is 
uniquely high compared with other companies 
where subscription is on similar terms. 

“  Handelsbanken’s tradi-

tional good relationship 

with unions is a valuable 

component of Handels-

banken’s culture.”
OKTOGONEN – THE BANK’S  
PROFIT-SHARING SCHEME
A condition for achieving the Bank’s financial 
goal of better profitability than the average of 
peer banks in its home markets is that employ-
ees outperform their peers in the rest of the sec-
tor. The Board thus considers it reasonable that 
employees receive a share of any extra profits. 
Every year but two since 1973, the Board has 
decided to allocate part of the Bank’s profits to a 
profit-sharing scheme for employees. The funds 
are managed by the Oktogonen Foundation.

Allocations are subject to the Handelsbanken 
Group achieving its goal of higher return on 
 equity than a weighted average of comparable 
listed Nordic, UK and Dutch banks. If this is sat-
isfied, one third of the extra profits can be allo-
cated to the employees. The allocated amount 
is limited to ten per cent of the dividends to 
shareholders. If the Bank reduces the dividend 
paid to its shareholders, no allocation can be 
made to the foundation. All employees receive 
an equal part of the allocated amount, regard-
less of their position and work tasks, and the 
scheme includes all employees in the Bank’s 
home markets. In recent years, employees in 
Hong Kong, Luxembourg, Poland, Singapore 
and Taipei have also been included. 

98 per cent of the Group’s employees are now 
covered by Oktogonen. The profit-sharing 
scheme is long-term, as payments cannot be 
made until the year the employee turns 60.

One of the fundamental concepts in manag-
ing the foundation is that the funds are invested 
in shares in Handelsbanken.

For many years, the profit-sharing foundation 
has been one of the Bank’s largest shareholders, 
and Oktogonen has two representatives on the 
Handelsbanken Board. Thus, the employees are 
also able to influence the Bank at Board level.

RELATIONS WITH THE UNION
All employees of Handelsbanken have the right 
to organise and join a union or employee organi-
sation. Handelsbanken’s traditional good rela-
tionship with unions is a valuable component of 
the Bank’s culture. All employees in Denmark, 
Finland, France, Luxembourg, Norway, Sweden 
and Austria, comprising almost 82 per cent of 
the Bank’s employees, are covered by collec-
tive bargaining agreements. In these countries, 
employees who are not members of a union 
are also covered by the terms of the collective 
agreement. The number of employees has in-
creased in countries which traditionally have a 
low rate of membership of collective bargaining 
agreements. For this reason, the proportion of 
employees who are covered by a collective bar-
gaining agreement has fallen slightly.

Various matters in Sweden, such as organisa-
tional changes, are regulated in Handelsbanken’s 
co-determination agreement with the Financial 
Sector Union of Sweden’s local bodies and in the 
collective agreement between the Employers’ 
Association of the Swedish Banking Institutions 
(BAO) and the Swedish Association of Graduates 
in Business Administration and Economics and 
the Swedish Association of Graduate Engineers, 
which are affiliated to the Swedish Confederation 
of Professional Associations (SACO). 

There is an ongoing dialogue between  union 
representatives and managers concerning 
 operations – such as when changes and new 
services are to be launched – where valuable  
information is exchanged at the very early  stages. 
As well as matters which are dealt with in a 
dialogue with the union organisations in each 
country, Handelsbanken’s European Work 
Council (EWC) functions as a forum for joint and 
cross-border questions within the Handels-
banken Group. The EWC consists of represent-
atives from nine countries: Denmark, Finland, 
Luxembourg, the Netherlands, Norway, Poland, 
the UK, Sweden and Germany.
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Corporate Governance
Corporate governance concerns how rights and obligations are allocated among the Bank’s bodies, 
in accordance with prevailing laws and regulations. Corporate governance also encompasses 
systems for decision-making, and the structure through which owners control the Bank, directly 
and indirectly.

Handelsbanken’s corporate governance report 
is based on a shareholder perspective. There 
are, however, also other stakeholders with an 
interest in Handelsbanken’s corporate govern-
ance, upon whose confidence the Bank is de-
pendent. These include customers, employees, 
shareholders, bond investors and the commu-
nity at large.

“  The Bank has a decen-

tralised working meth-

od with a high degree 

of autonomy extending 

throughout the organi-

sational structure.”

PRINCIPLES FOR CORPORATE 
 GOVERNANCE AT HANDELSBANKEN
Handelsbanken has developed a strong corpo-
rate culture for how the Bank’s work should be 
carried out. The Bank has a decentralised work-
ing method with a high degree of autonomy ex-
tending throughout the organisational structure. 
This corporate culture is described in detail in an 

internal document called Our Way, which sets 
out the Bank’s goals, business concept and 
working method. All employees receive a per-
sonal copy of Our Way.

Handelsbanken’s strong corporate culture 
is of major importance in the governance of 
the Bank. It permeates and works in paral-
lel with the principles, strategies, limits and 
target  figures stated in policy documents and 
 instructions. 

One way in which the Handelsbanken Board 
exercises its governance of the Bank is by issu-
ing policies and instructions. The CEO also 
 exercises his governance by issuing various 
 policy documents. The CEO compiles instruc-
tions for the managers who report directly to 
him, and issues guidelines, some of which pro-
vide more detailed directions to complement 
and clarify the Board’s policies. Based on these, 
the Board takes decisions on the Bank’s policy 
in a number of central sustainability issues, in 
particular by adopting ethical guidelines for 
the Handelsbanken Group. These relate to, for 
 example, matters such as economic crime, rela-
tions with customers, conflicts of interest, confi-
dentiality and the environment.

Internal control
The responsibility for internal control and the 
Bank’s compliance is an integral part of man-
agers’ responsibility at all levels in the Bank. 
This responsibility means that fit-for-purpose 
instructions and procedures for the operation 

must be in place, and compliance with these 
procedures is monitored regularly. 

The compliance function has the function 
 responsibility for compliance, and provides 
 advice and support in regulatory matters. Inter-
nal control and compliance work are subject to 
internal and external risk-based auditing.

Handelsbanken has an established system 
for whistleblowing. 

“  The Bank’s corporate 

culture, working meth-

ods and fundamental 

view of people are 

based on sustainable 

values.”
The Bank’s corporate culture, working meth-
ods and fundamental view of people are based 
on sustainable values. It is therefore natural in 
the planning and development review (PLUS) 
with managers, to have a discussion concern-
ing responsible business, profitability through 
high customer satisfaction and the ability to lead 
employees.

SELECTION OF POLICY DOCUMENTS ESTABLISHED BY THE BOARD:
• Credit policy
• Policy for operational risks
• Capital policy
• Financial policy
• Policy for financial risks
• Information policy
• Ethical guidelines
• Policy for conflicts of interest and measures against bribery and improper influence
• Policy for remuneration and suitability assessment
• Policy for independent risk control
• Policy for compliance
•  Policy on measures against money laundering and financing of terrorism and the observance  

of international sanctions
• Policy for responsible investment (established by the asset management unit)
• Policy for handling customer complaints

A SELECTION OF CODES OF CONDUCT IN THE PERSONNEL AREA:
• Personnel policy
• Guidelines for alcohol- and drug-related matters
• Guidelines for handling suspected addiction to gambling
• Guidelines for the prevention of victimisation at work
• Guidelines for the prevention of sexual harassment
• Guidelines regarding bribery and improper influence
• Environmental policy

More information
For more information, please see the Bank’s full 
Corporate Governance Report, which can be 
found on pages 49–65 of the Annual Report.

More information about Handelsbanken’s   
corporate governance is available at 
 handelsbanken.se/ireng. This includes the 
 following information:  
•  Previous corporate governance reports from 

2007 onwards
•  Articles of association 
•  Information about the nomination committee 
•  Information from shareholders’ meetings from 

2008 onwards.



SOCIETy | SuSTAInABIlITy REpORT

208  HAndElSBAnKEn |  AnnuAl REpORT 2014

-0.2

0.0

0.2

0.4

0.6

0.8

1.0

1.2

201420122010200820062004200220001998

% 

Handelsbanken Other Nordic banks*
* For the period until 2000 inclusive, only Swedish banks are included.

Corporate social responsibility
Corporate social responsibility at Handelsbanken is manifested in responsible lending and advisory 
services, as well as our efforts to have satisfied customers and be an attractive employer.

The actual words corporate social responsibility 
well reflect the strong social and ethical aspects 
of a responsibly run banking operation. While 
the Bank’s environmental impact is relatively 
 limited, the Bank can make a major difference in 
terms of social responsibility towards custom-
ers, employees and taxpayers. The most recent 
financial crisis showed that unless a bank acts 
in a responsible manner, it is not only the bank’s 
shareholders that run the risk of being adversely 
affected, but customers, employees and tax-
payers too. 

LOW LOAN LOSSES
Over-aggressive selling of credits which leads 
to an unhealthy level of household and corpo-
rate debt always hits the customer hardest. For 
those who wish to evaluate a bank in terms of 
sustainability, one method is to study the bank’s 
risk tolerance. At Handelsbanken we have a 
very low risk tolerance. The Bank’s strict ap-
proach to risk means that we deliberately avoid 
high-risk transactions, even if the customer is 
willing to pay a high interest rate. This low risk 
tolerance is maintained through a strong risk 
culture that is sustainable in the long term and 
applies to all areas of the Group. 

For many years, Handelsbanken has had 
much lower loan losses than peer banks. Dur-
ing the 1998–2014 period, the average loan 
loss ratio at Handelsbanken was 0.05 per cent, 
as compared to 0.18 per cent for the average 
of the other three major Swedish banks.

RESPONSIBLE ADVISORY SERVICES
When providing financial advisory services and 
insurance mediation, the Bank always consid-
ers the customer’s overall situation and financial 
circumstances. Based on this, we can provide 

guidance on financing, payments or invest-
ments that is adapted to each customer’s re-
quirements. 

When providing investment advice, the pro-
posal is adapted to the customer’s goals, sav-
ings horizon and attitude to risk. The customer’s 
knowledge and understanding of the specific 
risks related to each type of financial instrument, 
as well as the customer’s investment experi-
ence, are also taken into account. 

The regulations require that all employees 
who provide customers with financial advice 
concerning investments and insurance have 
rele vant, up-to-date competence. In Sweden, 
the Bank has almost 4,860 employees who 
are permitted to provide investment advice. 
All of these are SwedSec-licensed for advisory 
services concerning financial instruments and 
insurance. These employees take an annual 
know ledge update test. During the year broad 
training programmes have been carried out, to 
further strengthen competence in this area. 

The Bank’s advice always prioritises the cus-
tomer’s interests and is professional, observes 
high ethical standards and is executed in ac-
cordance with the current laws and regulations. 

Handelsbanken does not apply performance- 
or volume-based bonuses, or other forms of 
variable remuneration. Nor do we have volume 
or market share goals.

Our customer information must be clear, 
 factual and easy to understand, and the terms 
and conditions for the Bank’s services must be 
clear and not arbitrarily changed.

HUMAN RIGHTS
Handelsbanken endorses the principles set 
out in the United Nations Universal Declaration 
of Human Rights. Handelsbanken adheres to 

UN’s Global Compact, cementing the Bank’s 
expressed support for universal human rights. 
This means that the Bank strives to support and 
respect the protection of human rights within 
the area which the Bank can influence. It also 
means that the Bank ensures that it is not in-
volved in any breach of human rights.

THE BANK AS AN EMPLOYER
Handelsbanken has a long-term view of its rela-
tionship with its employees, and we believe that 
the individual’s will and ability is the foundation 
of the Bank’s corporate culture. Since people 
have different needs and capacity during their 
professional life, we as an employer aim to pro-
vide the right conditions for our employees to 
develop and contribute to the Bank’s success.

Among other things, Handelsbanken in 
 Sweden works with Samhall. Samhall’s task is 
to create meaningful work with development 
opportunities for people with various functional 
disabilities. 

COOPERATION WITH ECPAT FIGHTING 
COMMERCIAL SEXUAL EXPLOITATION  
OF CHILDREN
In Sweden, Handelsbanken co-operates 
with the children’s rights organisation Ecpat 
Sweden and is also a member of the Financial 
Coalition against Child Pornography. The over- 
all objective of the co-operation and member-
ship is to prevent trafficking and commercial 
sexual exploitation of children by means of 
 information, and preventing and obstructing 
monetary transactions made as payment for 
child pornography.

Loan losses as a percentage of lending 1998–2014

Handelsbanken has a low risk tolerance. One manifestation of this is the fact that for many years, the Bank has 
had considerably lower loan losses than the rest of the sector.
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Responsible lending
Financial advice in conjunction with lending must always be based on the customer’s needs and 
financial position.

Responsible lending means that Handels-
banken does not grant credit to customers who 
lack the capacity to repay their loans. When the 
Bank grants credit, great importance is there-
fore attached to customers’ ability to fulfil their 
commitments. This protects the individual cus-
tomer from running into financial difficulties due 
to excessive indebtedness – something that 
also benefits the Bank and society at large. 

Financial advice in conjunction with lending 
must always be based on the customer’s needs 
and financial position. Deficiencies in a custom-
er’s repayment capacity can never be ignored 
on the grounds that the Bank is being offered 
good collateral or high margins. 

SUSTAINABILITY MATTERS RELATED  
TO LENDING
An important matter in terms of ethics and prin-
ciples is the extent to which the Bank should 
bear the responsibility for what its customers do. 
This could, for example, apply to a borrower that 
manufactures products that are dangerous to 
health, has a manufacturing process that affects 
the environment adversely, or does not permit 
its employees to exercise their union rights. 

Handelsbanken’s view is based on the princi-
ple that it is the customer that is fully responsible 
for its operation and how they are run. However, 
a fundamental condition for Handelsbanken’s 
lending is that the operation is legally compliant 
and fulfils all requirements from public authorities 
in terms of environmental questions and other 
sustainability matters. In the Bank’s home mar-
kets, which are countries with advanced legisla-

tion regarding health protection, the environment 
and union rights, there are public authorities that 
monitor compliance with laws and regulations. 
Even if the business is legal and meets all regu-
latory requirements, there may be businesses 
which Handelsbanken does not finance. One 
example of this is manufacture and distribution 
of nuclear weapons. Handelsbanken intends to 
introduce a written policy on this in 2015.

Handelsbanken’s credit policy states that the 
Bank must maintain sound ethical standards in its 
lending operations. This means that in its credit 
risk assessment, the Bank takes into account the 
customer’s attitude to human rights, fundamental 
principles of working conditions and environmental 
considerations, and fighting corruption. 

“  Handelsbanken’s credit 

policy states that the 

Bank must maintain 

sound ethical standards 

in its lending operations.”
ENVIRONMENTAL ASSESSMENTS  
WHEN LENDING
In its credit assessments, Handelsbanken takes 
into account how environmental risks affect the 

customer’s repayment capacity. This is particu-
larly important for customers engaged in envir-
onmentally hazardous activities or selling prod-
ucts that involve environmental or health risks. 

The Bank’s responsibility for sustainability 
matters related to granting credits is limited to 
an assessment of the customer’s repayment 
capacity and thus the credit risk. One exam-
ple may be the risk that the customer’s product 
cannot be sold, or that more stringent environ-
mental requirements for the customer’s manu-
facturing process will cause the company’s 
 repayment capacity to deteriorate. 

For property-related lending, it is important 
to take into account whether environmentally 
harmful activities are or have been conducted 
in the property.

The branch which is responsible for the cus-
tomer carries out the credit risk assessment. 
Thus, the branch also assesses how environ-
mental risks will affect the customer’s repay-
ment capacity. All this is part of the business 
assessment which is the Bank’s method of eval-
uating a customer. 

The business assessment is a good aid for 
the branches when it comes to identifying and 
assessing risks. It is also good documentation 
for higher levels in the Bank to evaluate credit 
risk and monitor that branches take into ac-
count environmental issues in the credit risk 
 assessment.

For a long time, the Bank has taken a restric-
tive approach to risk in its lending – including 
environmental risk. This culture and expertise on 
the part of the staff is best maintained and de-
veloped in day-to-day work and learning at the 
branches.
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GREEN BONDS
The market for “green bonds” 
developed substantially in 2014 and 
several Swedish companies have 

opted to issue green bonds. Interest from inves-
tors has increased, and there is clearly a growing 
focus on environmental and sustainability issues. 
Handelsbanken welcomes this trend, and the 
opportunity it provides to assist our custom-
ers in financing green and sustainable projects. 
Green bonds enable investors to participate in the 
financing of sustainable, environmentally correct 
projects. An external verification agency investi-
gates and confirms the environmental benefits in 
the investments concerned.

During the year, Handelsbanken has arranged 
green bonds for three issuers. 
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Responsible investments
As asset manager, Handelsbanken has been entrusted by our customers to manage their savings in the 
optimum way. During the year, we continued to develop our work in the area of responsible investments. 
Our goal is to generate strong long-term returns for our customers, while living up to expectations of us as 
a responsible investor. We achieve this through an integrated work method where sustainability questions 
are part of the investment process, and a product offering that meets our customers’ requirements. 

Our work is based on a clear, common value 
base. At Handelsbanken, low risk tolerance 
and a long-term approach are two of the cor-
nerstones of our corporate culture and our in-
vestment philosophy. In mutual fund and asset 
management, as well as pension management, 
we endeavour to contribute to sustainable de-
velopment in economic, environmental and so-
cial terms in the companies in which we invest, 
on behalf of our customers. We base this on the 
joint standards set out in international conven-
tions and guidelines. Handelsbanken stands 
behind the UN Global Compact, which sets 
out standards regarding human rights, labour 
rights, environmental damage and corruption. 
Handelsbanken has also signed the UN Princi-
ples of Responsible Investment (PRI).

INTEGRATED WORK METHOD IN MUTUAL 
FUND AND PORTFOLIO MANAGEMENT
Our approach is for the work with responsible in-
vestments to be done continuously and be inte-
grated into the existing investment process and 
asset management organisation. In our view, 
an integrated working method has the greatest 
impact in an already robust investment process 
and, in the long term, this creates value in the 
portfolios. The people who make our actual in-
vestment decisions pay regard to sustainability 
issues in their daily work, both from a risk per-
spective and as a way of identifying investment 
ideas. Our active asset management is based 
on fundamental research, careful follow-up and 
risk control. We regard sustainability risks as also 
being financial risks. Therefore, the assessment 
of these is a vital part of our long-term financial 
research and our decisions on which compa-

nies to invest in. As we have a long-term invest-
ment horizon, companies which take short-term 
shortcuts are less attractive to invest in.

Matters of principle relating to sustainabil-
ity in asset management are the responsibility 
of Handelsbanken’s Responsible Investments 
Committee. The committee actively monitors 
developments in this area, to contribute to the 
continuing evolution of Handelsbanken’s work 
with responsible investments. It also sets up 
and monitors relevant objectives for operations 
in responsible investments. The chair of the 
committee is the Chief Executive of Handels-
banken Fonder and the other members include 
the head of asset management, the Corporate 
Governance manager and account managers. 

“  At Handelsbanken, low 

risk tolerance and a 

long-term approach are 

two of the cornerstones 

of our corporate culture 

and our investment 

philosophy.”
We have a long-term perspective on the invest-
ments we make on behalf of our customers. On 
behalf of our customers, we are able to contact 

and conduct a dialogue with the companies that 
we invest in. A natural part of a fund manager’s 
work is to assess the financial risks and poten-
tial in an investment. Our assessments of how 
companies manage their sustainability risks are 
relevant to good value growth in the long term. 
In 2014, our asset managers had meetings with 
almost 1,750 companies, in order to monitor 
their performance, their business methods and 
their opportunities, taking into account sustain-
ability, among other things.

IDENTIFYING RISKS AND OPPORTUNITIES
In addition to our regular investment research, a 
twice-yearly analysis of all our holdings of listed 
equities and corporate bonds is carried out, to 
identify any companies that are violating inter-
national standards or conventions – a “norm-
based screening.”It is based on Global Com-
pact’s ten principles, as well as the International 
Labour Organization’s core conventions on la-
bour laws, the OECD guidelines for multinational 
companies, and other internationally accepted  
standards. The analysis is carried out by an 
 external party. 

1.  Incorporate environmental, social, and corporate 
governance (ESG) issues into investment ana-
lysis and decision-making processes.

2.  Be active owners and incorporate ESG issues 
into our ownership policies and practices

3.  Seek appropriate disclosure on ESG issues by 
the entities in which we invest

4.  Promote acceptance and application of the 
principles within the investment industry

5.  Work together to enhance our effectiveness in 
implementing the principles

6.  Report on our activities and progress towards 
implementing the principles

In the annual PRI survey of the players that are 
signatories to the principles, Handelsbanken 
receives high scores. Parts of our reporting, on 
which the evaluation was based, are available at 
unpri.org.

pRI and  
Global  

Compact

Responsible investments – from fundamental values to investment decisions

value base policy Exclusion Integration
in the investment process

portfolio
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A signal of breaches in sustainability matters 
can therefore come from several sources. In 
such cases, the Committee for Responsible 
 Investments takes a decision on what action to 
take. Dialogue is our primary long-term method 
for contributing to sustainable development. 

We can – alone or together with other inves-
tors – contact companies if we receive indica-
tions that the companies we invest in do not live 
up to the international standards and conven-
tions that we respect. In 2014, we had discus-
sions regarding specific sustainability matters 
with 41 companies. These discussions have in-
cluded matters such as corruption, environmental 
destruction and labour laws. A list of these com-
panies is available at handelsbanken.se/csreng. 

Handelsbanken has also taken part in the 
Sustainable Value Creation project – a collabo-
ration between major Swedish investors with 
the aim of highlighting the importance of Swedish 
listed companies taking a structured approach 
to sustainability issues. 

Patience and persistence are vital in these 
processes – but up to a finite limit. Divestment 
or exclusion of companies from our investments 
are a last resort if all other alternatives have 
failed. For example, Handelsbanken excludes 
companies that are involved in the production 
of weapons that are banned under international 
law. In 2015, the Bank intends to introduce ex-
clusion of companies involved in manufacture 
and distribution of nuclear weapons. A list of 
the companies that are excluded from Handels-
banken’s mutual funds is available at handels-
banken.se/csreng. 

CORPORATE GOVERNANCE IN 
 HANDELSBANKEN’S FUNDS
The Bank’s fund management company, 
Handelsbanken Fonder, exercises its owner-
ship role in the companies in which its mutual 
funds own shares, on behalf of the unit-holders. 
The goal is that the companies show optimal 
value performance in the long term, benefiting 
our fund savers. Work in the ownership role fol-
lows the principles for governance set out in the 
Swedish Code of Corporate Governance. This 
occurs, for example, in matters concerning the 

composition of the companies’ boards and the 
procedure prior to and at shareholders’ meet-
ings. Ahead of annual general meetings in 2014, 
Handelsbanken Fonder participated in the work 
of nine nomination committees. In addition, 
Handelsbanken Fonder voted at 55 annual gen-
eral meetings, 44 of these in Swedish compa-
nies. Questions concerning sustainability and 
diversity have been in focus at several annual 
general meetings during the year.

RESPONSIBLE INVESTMENTS AT 
HANDELSBANKEN LIV 
Handelsbanken offers pension solutions and 
other insurance solutions for private and corpo-
rate customers. Handelsbanken Liv has a policy 
for responsible investment based on Global 
Compact and PRI. Handelsbanken Liv does 
not have its own asset managers. When se-
lecting asset managers, mutual funds and fund 
management companies, we factor in how well 
they live up to Handelsbanken’s sustainability 
requirements.  

In 2014, Handelsbanken Fonder was the 
largest provider for both traditional manage-
ment and unit-linked management.

“  In the annual PRI sur-

vey of signatories to 

the principles, Handels-

banken receives high 

scores.”
FUNDS WITH SPECIAL CRITERIA
Handelsbanken Fonder also offers funds which 
observe special criteria in their investment 
 strategy, for example, excluding investments 
in controversial operations, such as alcohol, 
 tobacco and fossil fuels. In 2014, we increased 
our offering of these types of funds: we now of-

fer seven index funds, actively managed equity 
funds and fixed income funds with a special in-
vestment  focus under the general name Criteria. 
Together with our fund Handelsbanken Hållbar 
Energi (sustainable energy) that invests in com-
panies that develop or use technologies and 
techniques to limit global warming, these funds 
have combined assets of SEK 40 billion, corre-
sponding to 12 per cent of total fund  volumes. 

More information
For more information, please see  
handelsbanken.se/csreng. There are the following 
policies and documents, for example:  
•  Handelsbanken Fonder’s Policy for Respon-

sible investments – part of our Corporate 
Governance Policy

•  Handelsbanken Liv’s Policy for Responsible 
Investments

•  Examples of companies with which we are 
having discussions 

• Examples of companies that we exclude
•  Information brochure about Responsible 

 investments.
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Handelsbanken in the community
Handelsbanken acts in a socially responsible manner and contributes to economic development 
in the community by running stable, long-term banking operations that focus on customer needs.

HANDELSBANKEN IN THE COMMUNITY
Handelsbanken is a bank with long term  stability 
– a bank which, regardless of the situation in the 
world around us, is there for our customers. By 
being a bank with stable finances and a stable 
presence, Handelsbanken aims to fulfil its role 
as a responsible institution. Handelsbanken 
also takes responsibility in this role by managing 
risks so that as few customers as possible have 
payment difficulties, and the Bank can continue 
to have stable finances, making a positive con-
tribution to customers, shareholders, and the 
community.

HANDELSBANKEN IN THE LOCAL 
 COMMUNITY
Handelsbanken is convinced of the need for a 
local presence. The basic concept of the Bank’s 
way of operating is that business decisions are 
made as close to the customer as possible, 
based on local information. This is why Handels-
banken offers a nationwide branch network in 
the countries the Bank categorises as its home 
markets. Our decentralised organisation, where 
the local branch manager is responsible for all 
the Bank’s business in its local operating area, 
means that Handelsbanken is firmly established 
in the local community. 

In recent years, most banks have decided to 
significantly reduce the number of branches. 

Handelsbanken has instead elected to retain its 
local branches and thus continues to fill an im-
portant function in the local community. 

During 2014, Handelsbanken opened 24 
new branch offices in its home markets: one 
branch in Sweden, 17 branches in the UK, one 
branch in Denmark, two branches in Norway 
and two branches in the Netherlands. We are 
currently the only bank in 59 locations.

ACCESSIBLE LOCAL BRANCHES
The Bank’s local branches must also be accessi-
ble to customers with reduced mobility or sense  
of direction. Most of the Bank’s 463 branches in 
Sweden meet with these requirements. In cases 
where these requirements are not met, it is  usually 
due to restrictions regarding alterations to the  
exterior of the building or the street  environment. 
Our large number of branches means that if 
necessary we can offer customers a nearby 
branch which is adapted to these needs. 

SERVICES FOR THE PUBLIC GOOD 
A bank’s fundamental tasks are, on the one 
hand, to manage the money of those who wish 
to postpone their spending and save their money, 
and on the other to lend money to companies 
and households that wish to spend and invest 
today. Together, banks must also maintain an 
efficient, functioning payment system, as well 
as managing risk.

HANDELSBANKEN AS A TAXPAYER
Handelsbanken contributes to society by  paying 
taxes and fees, and has for many years been 
one of the largest payers of corporate tax in 
Sweden. VAT is also a major cost for Handels-
banken since VAT is to a large extent not pay-
able on the Bank’s operations. This means that 
the Bank cannot deduct input VAT which it pays 
when buying external services and products. 

Handelsbanken also pays tax based on the 
local regulations in other countries where the 

Bank is active and it maintains an open dia-
logue with the tax authorities in all countries 
where operations are conducted. In the UK, 
Handelsbanken has adopted the British tax 
authorities’ code of conduct for banks. In ad-
dition, Handelsbanken is the largest payer to 
the Swedish Stabilisation Fund for the financial 
system and pays large amounts to the state 
 deposit guarantee scheme. 

For 2014, it is estimated that Handels-
banken’s total taxes and state fees amount to 
SEK 8 billion.

POLITICALLY INDEPENDENT
Handelsbanken is not allied to any political par-
ties. The Bank has never, in living memory, pro-
vided financial support to any political parties, 
nor made any other type of political donation.

GRANTS FOR RESEARCH AND EDUCATION
Since the early 1960s, Handelsbanken has on 
a number of occasions awarded grants for eco-
nomic research, mainly through allocations to 
two independent research foundations: the Tore 
Browaldh Foundation and the Jan Wallander 
and Tom Hedelius Foundation. 

Together, these foundations are one of the 
most important sources of funding for eco-
nomic research in Sweden. In 2014, 152 (148) 
grants were awarded for a total of SEK 151 mil-
lion (149).

At the end of 2014, the foundations’ com-
bined capital totalled some SEK 5,627 million.

Handelsbanken has also funded a professo-
rial chair in accounting at the Stockholm School 
of Economics and has contributed to the Insti-
tute for Financial Research (SIFR) and Swedish 
House of Finance (SHOF). 

For several years, Handelsbanken has sup-
ported a project to improve young people’s 
knowledge of personal finance though financial 
support for information campaigns and contrib-
uting the Bank’s expertise. 0
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Sweden Outside Sweden

Number of new branches opened, 2004–2014

Tax per country

SEK m Sweden Denmark Finland Norway UK Netherlands Other countries Group

Income 23 958 2 187 2 243 4 144 4 114 303 1 365 38 314

Operating profit 13 415 369 985 2 466 1 431 73 473 19 212

Tax 2 818 49 209 628 228 19 118 4 069

Assets 1 670 935 89 388 148 176 190 541 216 268 29 986 471 382 2 816 676
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Economic value creation
Handelsbanken’s higher profitability benefits society at large, as well as the Bank’s shareholders.

Handelsbanken is one of the few Nordic banks that has not sought financial support from 
central banks, the government or its shareholders during the recent years of turbulence in the 
financial markets.

VALUE CREATION DURING 2014
Handelsbanken’s profit before taxes and gov-
ernment fees was just over SEK 23 billion in 
2014. The created value was distributed as 
 follows: SEK 8 billion in taxes and government 
fees, SEK 11 billion in proposed dividends, 
to be paid to the shareholders in the spring of 
2015, and the remaining SEK 4 billion, which 
is reinvested in the operations.

STABLE IN THE MIDST OF THE  
FINANCIAL CRISIS
During the financial crisis, Handelsbanken has 
not used the Swedish government’s capital 
support or guarantee programme and is the 
only listed Swedish bank that has not needed to 
ask its shareholders for fresh capital.

When the financial crisis was at its height in 
Sweden in 2009, Handelsbanken deposited 
around SEK 100 billion to the Riksbank, which 
was at their disposal.

A well-run bank, which acts sustainably and 
 responsibly, has a substantial positive impact 
on the economy in general. This applies not 
only to direct economic effects such as paying 
corporate tax, but also to the indirect economic 
effects. 

 “  During the most recent 

business cycle, Handels-

banken has paid divi-

dends to its sharehold-

ers every year.”

DIRECT ECONOMIC VALUE
During the most recent business cycle, Handels-
banken has paid dividends to its shareholders 
every year, while remaining one of the largest 
payers of corporate tax in Sweden.

INDIRECT ECONOMIC EFFECTS
Handelsbanken is the largest financer of com-
panies in Sweden, and thus it finances growth 
and increased employment throughout the 
country.

The Bank enables households to fund prop-
erty purchases and thus move to a new town 
where the employment situation is better, for 
example. The Handelsbanken Group finances 
almost one quarter of households’ mortgage 
loans in Sweden.

The table of created and delivered direct eco-
nomic value shows how the income generated by 
Handelsbanken’s operations during the year was 
allocated over various stakeholders. The calcula-
tion is based on the figures in the income state-
ment and in accordance with the GRI guidelines. 
The items allocated in the table are based on 
broader value created where salaries and other 
administrative costs (suppliers) are added to the 
operating profit. The purpose is to show in a ba-
sic way how Handelsbanken creates value for its 
stakeholders and in the economic system in which 
the organisation works. The table provides an 
overview of the direct measurable monetary value 
contributed by Handelsbanken to its stakeholders, 
and thus to development in the community.

The table, which is laid out according to GRI’s principles, shows how the income generated by the Bank’s operations is 
allocated over various groups of stakeholders. The data comes from the Group’s income statement and balance sheet.  

Direct economic value generated and distributed (according to GRI) 
Economic flows to and from various groups of stakeholders

SEK bn 2014 2013 2012 2011 2010

DIRECT ECONOMIC VALUE CREATED

Customers

Income after loan losses and before fees to the  
Stabilisation fund, deposit guarantee etc. 37.7 36.2 34.9 33.1 30.4

Value created by serving customers 37.7 36.2 34.9 33.1 30.4

ALLOCATED ECONOMIC VALUE

Employees

Salaries 7.6 7.1 6.9 6.7 6.4

Provision to profit-sharing foundation 0.8 1.1 1.0 0.9 0.8

Payroll charges, pensions and other staff costs 3.4 3.2 3.3 2.3 2.3

Cost of employees 11.8 11.4 11.2 9.9 9.5

Public authorities and society at large

Suppliers incl. non-deductible VAT* 5.6 5.7 5.5 5.5 5.5

Tax costs** 4.1 3.9 3.0 4.4 4.0

Fees to the Stabilisation fund, deposit guarantee etc. 1.2 1.1 1.1 1.1 0.6

Government bank support received - - - - -

Participation in government guarantee programmes/central bank support - - - - -

To society 10.9 10.7 9.6 11.0 10.1

Shareholders

Dividends (refers to the year dividends were paid) 10.5 6.8 6.1 5.6 5.0

New share issue - - - - -

Transactions with the shareholders 10.5 6.8 6.1 5.6 5.0

Reinvested economic value (“remaining in the Bank”) 4.5 7.3 8.0 6.6 5.8

 *  Refers to Other administrative expenses and depreciation.
**   Refers to Tax costs according to the income statement.
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HANDELSBANKEN’S ETHICAL GUIDE-
LINES COVER THE FOLLOWING AREAS:
• High ethical standards
• Laws, regulations and guiding principles
• Economic crime
• Customer relations
• Conflicts of interest
• The UN Global Compact
• Conduct of employees
•  Reporting by employees who suspect internal 

fraud or other irregularities
• Confidentiality
• Environmental matters
• External contractors

Read more
The Bank’s ethical guidelines are available at 
handelsbanken.se/csreng.

High ethical standards  
engender trust
To retain the confidence of the business world, it is important that the Bank acts ethically. Guidelines 
for this are formulated in the Bank’s ethical guidelines, which are established by the Bank’s Board.

ETHICAL GUIDELINES
Handelsbanken’s ethical guidelines are adopted 
by the Bank’s Board and formulate the basic 
guidelines for every employee’s actions.

Employees who are in doubt when applying 
the Bank’s ethical guidelines and dealing with 
related issues must contact their immediate su-
perior to find out what is ethically acceptable. 

A self-evident rule is that Handelsbanken 
and the Bank’s employees must comply 
with the laws and regulations that govern the 
Bank’s operations. If the individual has poor-
er protection from local laws and regulations 
than Swedish laws, regulations and principles, 
Handelsbanken applies the latter. 

The guidelines are reviewed every year by the 
Board. The starting point here is any changes 
to the relevant legislation, but also changes in 
external expectations, the Bank’s experience of 
regular internal work and observations from the 
Bank’s comprehensive internal control.

MEASURES AGAINST MONEY  
LAUNDERING AND FINANCING OF 
 TERRORISM  
To prevent banks being used for money laun-
dering and financing of terrorism, laws and 
regulations stipulate that the Bank is obliged to 
have good knowledge of its customers and their 
banking transactions both at the time the busi-
ness relationship starts and during the period it 
lasts. Transactions, ownership structures and 
business arrangements which are perceived 
as being unusual and where the Bank does not 
understand the background are examined. 

The Bank’s instructions, procedures, training 
and system support in the area of money laun-
dering are intended to support employees so 
that good knowledge of customers is achieved. 
In this way, the Bank can avoid participating 
in transactions which are suspected of being 
linked to criminal activities, or of which the em-
ployees do not understand the implications.

EXPOSURE AND COMPLIANCE 
Handelsbanken has over 830 offices in 24 differ-
ent countries, six of which are the Bank’s home 
markets. With such a large number of branches, 
the Bank could be, for example, more exposed 
to attempts at money laundering, compared 
with banks which only offer their customers a 
small number of branches.

For the past few years, we have paid  attention 
to this and in consultation with the national 
 supervisory authorities, we ensure that Handels-
banken complies with the current laws and 
 regulations in the markets where we operate.

CONFLICTS OF INTEREST AND  
CORRUPTION 
Conflicts of interest occur daily in society and 
the financial sector is no exception. Regard-
less of where they work in the Bank, employ-
ees must comply with the Bank’s regulations 
on conflicts of interest and identify conflicts of 
interest whenever they arise, and as far as pos-
sible ensure that they are avoided. It is also im-
portant that employees comply with laws and 
the Bank’s regulations regarding bribery and 
improper influence so that they avoid being de-
pendent on a customer or supplier to the Bank 
or have improper influence on a customer. As 
well as the applicable legislation and regula-
tions, employees must follow recommendations 
issued by the Swedish Anti-Corruption Institute. 
Every head of unit must hold an annual review 
with the unit’s staff based on the current regula-
tions regarding bribery and improper influence. 

The regulations must be followed in all con-
texts, including gifts, entertainment and other 
events. Employees’ business travel must always 
be paid for by the Bank.

CONDUCT OF EMPLOYEES
Handelsbanken’s employees
• must not be in a position where they may be 

suspected of taking improper advantage of 
knowledge about the financial markets which 
they obtain in the course of their work 

• must be familiar with local insider trading laws 
and observe the Bank’s rules for employees’ 
private securities and currency transactions

• must, in their work at the Bank and private af-
fairs, refrain from business transactions that 
violate the Bank’s rules or current legislation

• must refrain from transactions or other com-
mitments that could seriously jeopardise their 
personal financial position 

• are not permitted to process transactions 
in which they, or persons closely related to 
them, have a personal interest. This also 
 applies to companies to which these employ-
ees or persons closely related to them have 
a commitment

• must notify their manager or Central  Audit 
if they suspect irregularities at the Bank. 
Handelsbanken’s special system for whistle-
blowing is used to complement these report-
ing channels. The report is made on a special 
form and is sent to the Head of Central Audit 

• must notify the Bank of assignments outside 
the Bank and obtain approval. These rules 
also apply to secondary occupations and 
certain posts in clubs, societies and the like.

THE BANK AS CUSTOMER
Handelsbanken purchases goods and services 
from Swedish and international suppliers. Ethi-
cal considerations are just as important for the 
Bank in its role as customer as when it supplies 
services and products. To avoid incurring obli-
gations to suppliers, the Bank also has rules re-
garding receiving and giving personal gifts and 
for business entertaining. 

Environmental considerations must be in-
cluded in all purchase decisions. When making 
purchases, the Bank must make enquiries as to 
whether suppliers have:
• collective bargaining agreements
• a work environment policy
• a policy concerning giving and taking bribes.

As support to ensure quality when making pur-
chases, the Bank has drawn up a check list 
which was implemented in Sweden in 2014.

The Bank maintains an ongoing dialogue with 
its suppliers to promote and improve our envi-
ronmental activities. 

Handelsbanken’s ethical guidelines are also 
complied with when the Bank itself is a customer.
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The Bank’s environmental activities
To promote long-term sustainable development, Handelsbanken works to minimise the Bank’s 
direct and indirect impact on the environment.

HANDELSBANKEN’S ENVIRONMENTAL 
POLICY
As far as is technically and financially possible, 
and to the extent that is compatible with the 
Bank’s undertakings, Handelsbanken aims to 
promote long-term sustainable development. 
Therefore, the starting-point is that Handels-
banken’s impact on the environment must be 
minimised. As part of our efforts to achieve 
this, a new environmental policy for the entire 
Handelsbanken Group was adopted in 2014. 
Among other things, this means that the Bank 
aims to: 
• take long-term sustainable business deci-

sions in which environmental factors are 
 taken into consideration

• set environmental requirements in all central 
procurements, and ensuring that these are 
complied with

• encourage environmental awareness and en-
vironmental competence among employees

• constantly develop its environmental activi-
ties, so that the Bank’s environmental impact 
is continuously minimised

• monitor and measure the Bank’s impact on 
the environment.

Handelsbanken has signed and complies with 
a number of voluntary agreements, such as the 
ICC Business Charter for Sustainable Develop-
ment, the UN’s Banks and the Environment pro-
gramme (UNEP FI), the UN’s Global Compact 
voluntary initiative, and the UN Principles of Re-
sponsible Investment (PRI).

HANDELSBANKEN’S DIRECT 
 ENVIRONMENTAL IMPACT
A bank’s direct environmental impact is fairly 
limited. Handelsbanken’s direct impact derives 
mainly from consumption of energy, materials, 
equipment, travel and transport. For several 
years, the Bank has measured and reported 
the carbon dioxide (CO2) emissions generated 
by its own operations as the result of its use of 
transport and its consumption of electricity and 
heat energy. For all the Bank’s regional banks 
in the Nordic countries, the UK and the Nether-
lands and also central units, CO2 emissions 
from the operations’ total  electricity consump-
tion totalled 3,663 tonnes for 2014. 

“  Handelsbanken strives 

to minimise the CO 2 

emissions generated in 

its operations.”
For the Swedish operations, we measure CO2 
emissions for electricity consumption, transport, 
business travel and heating/cooling and diesel 
for properties owned by the Bank in Sweden, 
which totalled 3,702 tonnes of CO2 (exclud-
ing paper consumption) for 2014. Emissions of 
CO2 in Sweden have gone down by 10 per cent 
compared with 2013. 

The proportion of green electricity is 99 per 
cent for Sweden. 

Handelsbanken’s electricity consumption for 
its Nordic operations decreased in 2014 com-
pared with 2013. On the other hand, the pro-
portion of green electricity for the Nordic coun-
tries as a whole has decreased to 89 per cent, 
which means that the total amount of CO2 emis-
sions for the Nordic countries increased in 2014 
compared to 2013.

Handelsbanken strives to minimise the CO2 
emissions generated in its operations.

CDP is an independent international non-
profit organisation which works for transparency 
and a dialogue concerning companies’ CO2 
emissions and how they manage their  climate 
impact and pass this knowledge on to inves-
tors.Over 5,000 organisations in some 60 coun-
tries worldwide measure and report their emis-
sions of greenhouse gases and climate  impact 
via CDP. 

Handelsbanken improved its result and 
 received 85 (81) points out of a possible 100 in 
CDP’s report for 2014, which was presented in 
autumn of the same year. The average value in 
the CDP Nordic survey was 80 points. 

CDP works on behalf of over 800 institutional 
investors, and as of 2015, Handelsbanken is 
one of them.  

CLIMATE COMPENSATION
Handelsbanken compensates for emissions of 
CO2 which are currently related to business travel 
in Sweden and for business travel by company 
car in Denmark, Finland and Norway. Compensa-
tion is through purchase of emission rights and in 
2014, Handelsbanken will purchase 3,000 rights. 

Carbon dioxide emissions (CO2)
tonnes 2014 2013 2012 2011 2010 2009

Electricity consumption, Nordic region 1, 2, UK 3 and Netherlands 4 3 663 2 971

Electricity consumption, Nordic region 1, 2 and UK 3 3 515 2 846 2 170 3 763

of which electricity consumption, Nordic countries 1, 2 1 568 1 093 767 2 517 4 519 6 568

              electricity consumption, Sweden 2 152 83 224 821 2 717 5 071

Heating, cooling, oil, diesel, city gas for own properties, Sweden 992 1 143 1 480 1 466 1 569 1 181

External transport, Sweden 345 398 401 125 128 289

Business travel, Sweden 2 214 2 470 2 261 2 171 2 216 2 417

Business travel by car in Denmark, Finland and Norway 253

Paper consumption external distribution, Sweden 539

Paper consumption, Sweden, Finland and Norway 31

Total reported carbon dioxide emissions 8 036

1 Sweden, Denmark, Norway, Finland.
2  The recalculation factor applied for emissions of CO2 for non-green electricity in the Nordic countries is residual mix Nordic countries, i.e. electricity where the source cannot be derived.  
Emissions of CO2 for 2009–2012 have been retroactively recalculated according to residual mix Nordic countries. 

3  For the UK, the emission factor is from the report: “2014 Government GHG Conversion Factors for Company Reporting: Methodology Paper for Emission Factors”. 
4  For the Netherlands, the emission factor is from the report “CO2 emissions from fuel combustion: highlights (2013 Edition)”.
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MORE EFFICIENT EQUIPMENT AND 
 UTILISATION OF RESOURCES
Throughout the Bank, changes are constantly 
being made which, together, are reducing envi-
ronmental and climatic impact.
•  Deep water source cooling is used from De-

cember to May for the head office properties 
as a complement to the use of cooling ma-
chines and district cooling solutions. Deep- 
water source cooling involves taking water 
from the Baltic Sea using heat exchangers to 
cool the Bank’s premises and computer rooms.

• New customers who save regularly each 
month and who use Handelsbanken Online 
Banking receive electronic notifications. 

• In 2014, the number of video conferences 
was up by 44 per cent from 2013.

• Electronic processing of supplier invoices is 
gradually being increased, which reduces the 
use of paper and transport. The Bank contin-
ues to develop digital services for customers, 
branches and internal units, so as to further 
reduce paper consumption.

• In one of the Bank’s properties, new ven-
tilation units with heat recycling have been 
installed, becoming fully operational at year-
end 2013. This has led to a halving of the an-
nual heating consumption. 

• Old printers, fax machines and scanners are 
being replaced by multi-function machines 
which use less energy, are environmentally 
certified and have environmentally friendly 
toner, and in the long term also reduce paper 
consumption. 

• When old equipment is to be scrapped, the 
Bank ensures that it is recycled in an environ-
mentally friendly manner.

• Handelsbanken has supplemented its se-
lection of leasing vehicles for employees in 
Sweden with plug-in hybrid cars that can be 
charged from the electricity mains.

MEASURES TO REDUCE THE BANK’S 
 ENVIRONMENTAL IMPACT
To reduce the Bank’s environmental impact, the 
following initiatives are planned over the next 
few years:
• Further increase the level of awareness in-

ternally by means of information and train-
ing regarding measures to reduce the Bank’s 
direct climatic impact. The aim of this is that 
all parts of the organisation should be able to 
contribute effectively to reducing energy con-
sumption, for example.

• In 2015, it is estimated that electricity and 
cooling requirements for the Bank’s com-
puter rooms will decrease by around 20 per 
cent. This is largely due to the enhancement 
of the efficiency of the Bank’s servers that has 
taken place in recent years, and also replace-
ment of old equipment. New, modernised 
equipment also means that there is less need 
for cooling in the computer rooms.

• The Bank has begun collaborating with an ex-
ternal property owner, to gain environmental 
certification for one of the properties in which 
the Bank is a tenant. The surface area in ques-
tion is 10,500 m2 and environmental certifica-
tion is in accordance with Green Building and 
Sweden Green Building Council (Miljöbyggnad). 

The main focus of this joint work is to reduce 
energy consumption and influence selection 
of materials and interior environments.

• A long-term maintenance plan has been 
drawn up for the properties owned by the 
Bank, to reduce the properties’ overall energy 
consumption.

• Increase the proportion of green electricity pur-
chased in 2015 for the other home markets.

• Increase the amount of recycled refuse. 
• Reduce the amount of business travel by fa-

cilitating the use of video conferences.
• Further develop digital services for customers 

via computers, mobile phones and tablet de-
vices, and for branches and internal units in 
order to reduce paper consumption.

HANDELSBANKEN’S INDIRECT 
 ENVIRONMENTAL IMPACT
By joining the UN’s Global Compact, Handels-
banken undertakes to describe how it works 
with environmental matters, etc. In addition to 
the Bank’s own consumption of resources, this 
mainly concerns the indirect environmental im-
pact via lending, asset management and agree-
ments with suppliers. 

The Bank’s environmental activities

Read more
For more information regarding the Bank’s environ-
mental activities, see handelsbanken.se/csreng. 
The site includes the following information:
• The Bank’s environmental policy
• Supplementary GRI Appendix.
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Initiatives, awards, surveys  
and sustainability index
Handelsbanken works both within and outside the financial industry in various initiatives which are 
intended to increase the level of awareness relating to sustainability and corporate social responsibility.

INITIATIVES

Global Compact
In 2009, Handelsbanken signed the 
UN’s Global Compact, cementing the 
support the Bank has expressed for 
universal human rights and corporate 
social responsibility. Global Compact 

is an initiative aimed at companies and  advocates 
ten principles based on international conventions. 
These principles, which were established in 2000, 
 include human rights, labour laws, the environment 
and anti-corruption.

ICC
The International Cham-
ber of Commerce (ICC) 
has developed a busi-

ness charter, with the aim of guiding the world’s 
companies in their efforts to fulfil their environmental 
commitments. These commitments are in compli-
ance with national and international guidelines and 
standards for environmentally aware governance. 
Handelsbanken has signed the charter and com-
plied with it since the 1990s.

PRI
PRI (United Nations 
backed Principles for 
 Responsible Investment 

Initiative) was launched in 2006. It is a network of in-
vestors that work together with the UN to implement 
principles for responsible investment. Its aim is to 
 promote responsible actions among institutional 
 investors and to work for increased openness and 
awareness of environmental, social and corporate 
governance issues in the companies in which these 
players invest. Handelsbanken became a signatory 
to the principles in 2009. In total, almost 1,350 capital 
owners, asset managers and other stakeholders 
have become signatories.

UNEP FI
The UN Environmental Programme 
has a special organisation that works 
with how the capital markets can pro-
mote the adoption of best environ-
mental and sustainability practice. 

Some 200 financial institutions which support the ini-
tiative contribute to research into and knowledge of 
how sustainability issues can be integrated into finan-
cial decisions. Handelsbanken has been a member 
of UNEP FI since the mid-1990s.

Ecpat 
In 2009, Handelsbanken, together 
with the Swedish Bankers’ Associa-
tion, started co-operating with Ecpat. 
The overall objective of the coopera-
tion is to prevent commercial sexual 

exploitation of children by preventing and obstruct-
ing monetary transactions made as payment for 
child pornography.

Ecpat Sweden is part of Ecpat International, 
which has member organisations in more than 70 
countries. Ecpat is working to prevent and stop all 
forms of commercial sexual exploitation of children: 
child pornography, child sex tourism and trafficking 
in under-age human beings for sexual purposes. 

Financial Coalition Against Child Pornography
Handelsbanken has been 
a member of the Swedish 
 Financial Coalition Against 

Child Pornography (the Financial Coalition) since 
2009. The Financial Coalition works to impede and 
prevent trade related to child pornography, based 
on the overall crime-prevention goal of stopping 
child sexual abuse. With the intention of preventing 
this trade from being conducted through the finan-
cial systems, a unique cooperation has been devel-
oped between public authorities, the private sector 
and the non-profit sector. The fact that the Financial 
Coalition’s members impede the opportunity of us-
ing the financial systems for this kind of crime, helps 
to make it more complicated and limit its distribution. 

Economic research  
Since the early 1960s, Handelsbanken has on a 
number of occasions awarded grants for economic 
research, mainly through allocations to two inde-
pendent research foundations: the Jan Wallander 
and Tom Hedelius Foundation and the Tore Browaldh 
Foundation. 

Together, these foundations are one of the most 
important sources of funding for economic research 
in Sweden. In 2014, 152 (148) grants were awarded 
for a total of SEK 151  million (149). 

At the end of 2014, the foundations’ combined 
capital totalled some SEK 5,627 million.

Handelsbanken has also funded a  professorial 
chair in accounting at the Stockholm School of 
Economics and has contributed to the Institute for 
Financial Research (SIFR) and Swedish House of 
Finance (SHOF).

 

Personal finances for young people
Handelsbanken supports initiatives that improve 
young people’s knowledge of personal finance by 
supporting information campaigns and contribut-
ing know-how. Ung Privatekonomi (Young Personal 
 Finances) is a schools information project that teaches 
Swedish upper secondary school students and 
teachers about personal finances and savings. 

Collaboration with universities and colleges 
Handelsbanken has a number of collaborations with 
universities and colleges, and these are an important 
part of its long-term employer branding work. Through 
this, Handelsbanken establishes contact with target 
groups that are important in terms of recruitment and 
contributes expertise and experience to the courses. 
This is based on co-operation with and commitment 
from local personnel departments, as well as employ-
ees and managers from branches and internal units.

Handelsbanken’s Student Programme 
Handelsbanken in Sweden offers students from upper  
secondary school who plan to study at university 
the opportunity to participate in the Bank’s Student 
Programme alongside their studies. The programme 
comprises working at the Bank during their studies, 
their own action plan and relevant studies for devel-
opment at Handelsbanken. The purpose is to attract, 
recruit and develop young employees as part of 
the Bank’s future management succession, and to 
promote gender equality and diversity.

The Technology Leap
Since the autumn of 2013, Handelsbanken in 
Sweden has taken part in the Technology Leap 
(Tekniksprånget). The Technology Leap is run by the 
Royal Swedish Academy of Engineering Sciences 
(IVA), on behalf of the Swedish National Agency 
for Education. The Technology Leap is an initiative, 
the aim of which is to give young people who have 
graduated from natural sciences and technology 
programmes in upper secondary school an insight 
into the engineering profession. Over a four-month 
period, the young people are offered work experi-
ence aimed at inspiring them to apply for technology 
degree courses in the future.

AWARDS

Bank of the Year 2014 in Denmark  
Handelsbanken was acclaimed 
Bank of the Year in Denmark by the 
financial periodical The Banker, 
which is owned by the Financial 
Times. One of the factors cited for 

the award was the Bank’s ability to create positive 
and stable growth on a very difficult market.
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Bank of the Year 2014 in Norway  
Handelsbanken was acclaimed 
Bank of the Year in Norway by the 
financial periodical The Banker, 
which is owned by the Financial 
Times. The award was due to the 

Bank’s sound financial development, its operative 
efficiency and customer satisfaction. The Banker 
also points to Handelsbanken’s success with 
 decentralised, local responsibility and continuing 
branch establishments in parallel with digital 
 development. 

Bank of the Year in the UK
Handelsbanken was acclaimed Bank of the Year for 
2014 by the London-based periodical City AM. This 
was the fifth year running the award was given and 
it goes to companies which are considered to pro-
vide a major contribution to the economy in terms of 
growth and wealth. The jury, which consists of Brit-
ish business leaders, praised the Bank for its ongoing 
expansion of branches in the UK with the comment 
“totally messing up perceptions that you can’t have a 
retail banking business that’s successful.”   

Sweden’s Small Enterprise Bank 2014
For the third consecutive 
year, Handelsbanken 

has been acclaimed Small Enterprise Bank of the 
Year in Sweden by companies with between one 
and nine employees in Finansbarometern’s annual 
survey. Service and contacts, and the quality of 
electronic services are the factors considered most 
important when corporates choose a bank. The rat-
ing is the highest that has been awarded to any 
bank since the survey began.

Business Bank of the Year 2014
For the fourth consecu-
tive year, Handels-

banken was voted Business Bank of the Year by 
Sweden’s 1,000 largest companies in Finansba-
rometern’s annual survey. Service and contacts, 
the quality of advice, and the range of products are 
some of the factors considered most important 
when corporates choose a bank.

SURVEYS

Satisfied customers
In 2014, Handelsbanken again 
had the most satisfied custom-
ers of the major banks in Swe-
den. This applies to both pri-
vate and corporate customers. 
The Bank also retains its strong 

and stable position in all home markets. SKI (Swed-
ish Quality  Index) is a system for compiling, analys-
ing and distributing information about customers’ 
expectations, perceived quality and evaluation of 
goods and services. Helping to run SKI is the inter-
national organisation EPSI Rating (European Perfor-
mance Satisfaction Index), which conducts compa-
rable surveys in over 20 countries. Research and 
development related to the surveys is conducted 
regularly at SIQ (the Swedish Institute for Quality) 
and the Stockholm School of Economics.

Sustainable Brand Index
The 2014 results of 
Scandinavia’s largest 
annual brand study 

focusing on sustainability – Sustainable Brand In-
dex™ – shows that Handelsbanken is in top place in 
Sweden among the four major banks.

In this study, 24,000 consumers assess the sus-
tainability of a brand. Based on the setting, the human 
and the brand, the study seeks to understand why a 
brand is perceived in a certain way.

Universum
Employees

During the year, the 
 research company Uni-
versum performed three 
different surveys in which 

Handelsbanken received very high ratings. When 
Universum ranked Sweden’s Ideal Employer 2014, 
Handelsbanken came in 19th place, which is best in 
the banking sector. This result was based on factors 
such as “internal identity” (i.e. employees’ views of 
their employers’ reputation and image), job charac-
teristics, people and corporate culture, as well as 
remuneration and opportunities to advance. Em-
ployees also graded their “satisfaction” in overall 
terms, and their “loyalty” – how inclined they were 
to remain with their employer.

Business students
Handelsbanken was in seventh place, and the 
number two bank, out of a total of 203 companies 
in the Corporate Barometer 2014, a survey carried 
out by the Universum research company among 
business students in Sweden. The survey’s partici-
pants – business students in Sweden – respond-
ed to questions on ideal employers, and graded 
these according to the following criteria: reputation 
and image; job characteristics; people and cor-
porate culture; remuneration and opportunities to 
 advance. 

Young professionals
In Universum’s Career Barometer survey, Sweden’s 
“young professionals” named their ideal  employers. 
“Young professionals” refers to people under 40 
with an academic background and one to eight 
years’ experience of working life. Among profes-
sionals working in finance, Handelsbanken was 
the number two bank and in ninth place out of a 
total of 197 companies. In this survey, too, partici-
pants answered questions about what is a good 
employer based on the following criteria: reputa-
tion and image; job characteristics; people and 
corporate culture; remuneration and opportunities 
to advance.

SUSTAINABILITY INDEX

Handelsbanken is scrutinised and assessed by 
both customers and financial market players. The 
outcome, and the assessment of the Bank that re-
sults from this, shows how well Handelsbanken is 
living up to their expectations.

Ethibel Sustainability Index
The Brussels-based organ-
isation Ethibel provides the 
financial market with infor-
mation on various compa-

nies and their sustainability work. Its analyses are 
carried out by the Vigeo research company, and 
based on these results, Ethibel creates a universe 
that forms a platform for sustainability products and 
responsible investments. The Svenska Handels-
banken class A share has been included in the Ethibel 
Excellence Investment Register since 2004, and is 
also included in the ESI Excellence index, which is 
based on this universe. 

OMX GES Sustainability
      Together with the GES 

 Investment Services 
 research company, the 
 Nasdaq Stockholm stock 
 exchange has launched 

a number of sustainability indexes that provide 
 investors with a universe of companies that are 
 fulfilling sustainability requirements. Handelsbanken 
has qualified for the OMX GES Sustainability Sweden 
 index, as well as the OMX GES Sustainability Nordic 
index.

STOXX Global ESG Leaders 
Handelsbanken is included in the STOXX Global 
ESG Leaders index. The companies included in the 
index were selected in an analysis process based 
on environmental factors, social responsibility and 
corporate governance issues. The Index consists  
of three underlying indices: STOXX Global ESG  
Environmental Leaders, STOXX Global ESG  Social 
Leaders and STOXX Global ESG Governance 
Leaders. Handelsbanken is included in all three 
of these indices. 

FTSE4Good
Handelsbanken has been select-
ed to be included in the interna-
tional FTSE4Good Index 2014. 
The index is independent and 

is based on analyses of companies’ work with 
 environmental, social and governance practices 
(ESG). Handelsbanken has been part of the index 
since 2001.

Sustainable Value Creation
Since 2009, Handels-
banken Asset Man-
agement, together 

with other major Swedish investors, has taken part 
in the Sustainable Value Creation project. For the 
participants, the aim of the project has been to 
highlight the importance of Swedish companies 
working with sustainability issues in a structured 
manner.

In its capacity as one of the 100 largest listed 
Swedish companies, Handelsbanken has itself 
 responded to the surveys on its work.
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Content and restrictions 
Since 2009, Handelsbanken has reported its relevant work with sustainability in accordance with 
guidelines from the Global Reporting Initiative, GRI 3.0. We do this as part of the Bank’s Annual Report. 
The aim of the report is that our stakeholders should be able to find out about our work in a simple 
manner, gaining a good understanding of the Bank’s performance.

THE WORK OF DEFINING CONTENT 
Handelsbanken’s sustainability committee con-
sists of representatives from branch offices in 
Sweden, offices outside the Bank’s home mar-
kets, Handelsbanken Capital Markets, as well  
as representatives from the central functions for  
Communications, Investor Relations, IT, Credits  
and Personnel. With its starting-point in the 
Bank’s business operations, the committee 
has conducted an analysis of the mutual influ-
ences and relationship between the Bank and its 
stakeholders, and the results of their continuous 
dialogue. Handelsbanken has defined a stake-
holder as a player that is affected to a large extent  
by the Bank’s actions, or that can affect the 
Bank’s ability to create value. The information 
presented in this report is intended to provide a 
clear picture of Handelsbanken’s sustainability 
efforts and to meet the information requirements 
of stakeholders.

RELEVANCE FOR A BANK IN THE NORDIC 
REGION, THE UK AND THE NETHERLANDS
Relevance and materiality are key GRI concepts 
in sustainability reporting. Handelsbanken re-

ports the sustainability issues that we consider 
to be particularly relevant to the Bank’s abil-
ity as regards long-term value creation, and to 
our stakeholders. To be able to report what is 
relevant and material, Handelsbanken applies 
the GRI Financial Services Sector Supplement 
(FSSS). 

In assessing the degree of relevance of a 
specific indicator, the starting point has been 
Handelsbanken’s operations and where they 
are conducted. Banking operations have a lim-
ited direct environmental impact, and there-
fore, a number of GRI environmental indicators 
have been deemed to have less relevance for 
Handelsbanken, and thus these are not report-
ed. Handelsbanken’s suppliers, e.g. real estate 
owners that provide premises for bank branch-
es, or suppliers of office material, are located 
in the regions where Handelsbanken operates. 
Risks associated with human rights and work-
ing conditions among providers are therefore 
deemed to be limited.

In addition to the information provided in the 
report, there is also a separate GRI appendix at 
handelsbanken.se/csreng. This includes infor-

mation that is deemed to have a lower degree 
of relevance, but which has been requested by 
some external stakeholders. 

DATA COLLECTION AND LIMITATIONS 
The Sustainability Report contains information 
relating to the Group unless otherwise stated. 
The information presented in the report covers  
the largest and most important parts of the 
 operations, with focus on banking operations. 

The Report has certain limitations regarding 
labour practices and environmental data (LA 
and EN). Some personnel information refers to 
the Swedish operations only, while other infor-
mation is for the Group as a whole. Environmen-
tal data refers to operations in the Bank’s home 
markets, with focus on the Swedish operations. 
Any limitations are shown in the report. No major 
corrections or amendments with reference to 
previous information provided in previous years’ 
sustainability reports have been made in this 
report. 
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INDEX ACCORDING TO THE GLOBAL 
 REPORTING INITIATIVE (GRI)
Handelsbanken reports its sustainability in ac-
cordance with guidelines from the Global Re-
porting Initiative (GRI) 3.0. The Sustainability Re-
port meets the information requirements of level 
C+ and this has been confirmed by the Bank’s 
external auditors. Handelsbanken reports the 
Group’s sustainability activities annually. This 
year’s Sustainability Report is Handelsbanken’s 
fifth in accordance with GRI, and relates to 

the 2014 calendar year. The latest report was 
 submitted in February 2014, and related to the 
2013 calendar year.

The table below contains the indicators which 
are assessed to be relevant to Handelsbanken’s 
operations including indicators from the GRI 
Financial Services Sector Supplement (FSSS). 
The symbols in the table show the degree of 
relevance that Handelsbanken deems the indi-
cator to have and also to what extent Handels-
banken reports on the indicator.

CONTACT
For questions or comments on this report,  
or on the Bank’s sustainability work, please 
mail Handelsbanken’s sustainability officer  
at csr@handelsbanken.se. 

PROFILE: COMPANY INFORMATION Page CSR Page AR/www  Scope

1. STRATEGY AND ANALYSIS

1.1 Comments from the Group Chief Executive 4–5
1.2 Description of key impacts, risks and opportunities 197, 208–211, 213–217 12–13

2. ORGANISATIONAL PROFILE

2.1 Name of the organisation 3
2.2 Primary brands, products and services 9, 14–17
2.3 Operational structure of the organisation 14–15
2.4 Location of the organisation’s headquarters 3
2.5 Countries where the organisation operates 14–17, 225–235
2.6 Nature of ownership and legal form 50–58
2.7 Markets Inside cover, 14–17, 

225–235
2.8 Scale of the organisation Inside cover, 10–11,  

19, 22–23
2.9 Significant changes during the reporting period 220 20–21
2.10 Awards received during the reporting period 218–219 4–5

3. REPORT PARAMETERS

3.1 Reporting period 221
3.2 Date of most recent previous report 221
3.3 Reporting cycle 221
3.4 Contact point for questions regarding the report 221
3.5 Process for defining report content 220
3.6 Boundary of the report 220
3.7 Specific limitations on the scope or boundary of the report 220
3.8 Basis for reporting on joint ventures, subsidiaries, etc. 220 72–73
3.10 Explanation of the effect of any re-statements of information provided in earlier reports 220
3.11 Significant changes from previous reporting periods regarding scope, boundaries, etc. 220
3.12 Table identifying the location of the Standard Disclosures in the report 221–222
3.13 Policy and current practice with regard to seeking external assurance for the report 223

4. GOVERNANCE, COMMITMENTS & ENGAGEMENT 

4.1 Governance structure 207 50, 56–58, 62–65
4.2 The Chairman of the Board's role 50, 54, 62
4.3 Independent and/or non-executive board members 52–54, 62–63
4.4 Mechanisms for shareholders and employees to provide recommendations to the Board 201 2, 50, 52–53
4.5 Principles for compensation to senior executives 206 51–53, 59–60,  

108–111 
4.6 Processes for avoiding conflicts of interests in the Board 52–55, 58
4.7 Processes for determining the qualifications of Board members 52, 54
4.8 Mission, values, Code of Conduct, etc. 197, 200, 207, 215 58
4.9 The Board’s monitoring of the sustainability work 207 54–58
4.10 Processes for evaluating the Board’s own performance 52–54
4.12 Endorsement of external voluntary codes, principles or other initiatives 196–197, 208, 210–211, 

215–216, 218
4–5

4.13 Memberships in associations 218–219
4.14 List of stakeholder groups 201, 213
4.15 Basis for identification and selection of stakeholders with whom to engage 197, 201
4.16 Approaches to stakeholder engagement 201–203, 205, 219
4.17 Key topics and concerns that have been raised through stakeholder engagement 201–203

Key to symbols

AR   Refers to the 2014 Annual Report Relevant Reported
CSR  Refers to the 2014 Sustainability Report Partly relevant Partly reported
www Refers to the GRI supplement at handelsbanken.se/csreng Not relevant Not reported
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INDICATORS Page CSR Page AR/www Relevance  Scope

5. ECONOMIC INDICATORS (EC)

Disclosure on management approach/Economic 197, 209 9–13
EC1. Direct economic value generated and distributed 201, 213–214
EC2. Financial impact, and risks and opportunities for the organisation due to climate changes 197, 209–211, 215–216
EC3. Coverage of the organisation’s defined benefit plan obligations 206 108–111
EC4. Significant financial assistance received from government 197, 213–214
EC7. Local hiring and proportion of senior management hired from the local community 204
EC8. Development and impact of infrastructure investments and services provided primarily for public  

benefit through commercial, in-kind, or pro bono engagement 213, 218
EC9. Significant indirect economic impacts, including the extent of impacts 197, 213–214

6. ENVIRONMENTAL PERFORMANCE INDICATORS (EN)

Disclosure on management approach/Environment 197–199, 216–217
EN1. Materials used by weight or volume www
EN4. Indirect energy consumption by primary source 198–199, 216–217
EN5. Energy saved due to conservation and efficiency improvements 216–217
EN6. Initiatives to provide energy-efficient or renewable energy-based products/services, and reductions  

in energy requirements as a result of these initiatives 209, 216–217
EN7. Initiatives to reduce indirect energy consumption and results 216–217
EN16. Direct and indirect greenhouse gas emissions 198–199, 216–217
EN17. Other relevant indirect greenhouse gas emissions 216–217 www
EN18. Initiatives to reduce greenhouse gas emissions and reductions achieved 198–199, 216–217
EN22. Total weight of waste by type and disposal method www
EN29. Significant environmental impacts of transporting products and other goods and materials used for the  

organisation’s operations, and transporting members of the workforce 216–217

7. SOCIAL PERFORMANCE INDICATORS (LA, HR, SO, PR)

Disclosure on management approach

Employment and working conditions (LA) 197–201, 204–216 
LA1. Total workforce by employment type, contract and region 204–205
LA2. Staff turnover and employees who have left the Bank 199, 204–205 108
LA3. Benefits provided to full-time employees that are not provided to temporary or part-time employees, by major operations 206 62–65, 108–111
LA4. Percentage of employees covered by collective bargaining agreements 206
LA5. Minimum notice period(s) regarding major operational changes and whether this is specified in the collective agreement 206
LA7. Rates of injury, occupational diseases, lost days, total work related fatalities per region 198–199, 205
LA9. Health and safety topics covered in formal agreements with trade unions 205
LA12. Percentage of employees receiving regular performance and career development reviews 204
LA13. Composition of governance bodies and employees according to gender, age group, minority group membership and 

other  indicators of diversity 204–205 62–65, 108–111
LA14. Ratio of basic salary of men to women per employee category 205

Human rights (HR)

HR1. Proportion and number of Investment agreements that include human rights clauses, or that have been examined on 
the basis of human rights 208–213

HR4. Total number of incidents of discrimination and actions taken 205

Society (SO)

SO2. Business units analysed for risks related to corruption 56–59, 81–105
SO3. Employees trained in the organisation’s anti-corruption policies and procedures 215 57–59
SO4. Actions taken in response to incidents of corruption There were no corruption 

incidents in 2014
SO5. Participation in public policy development and lobbying 213
SO8. Monetary value of significant fines and total number of non-monetary sanctions for non-compliance  

with laws and regulations
No significant  

incidents in 2014

Product responsibility (PR)

PR3. Type of products and service information required by procedures, and percentage of products subject to  
such information requirements 208–211

PR5. Results related to customer satisfaction, including results of surveys measuring customer satisfaction 199, 202–203, 219
PR6. Programme for adherence to laws, standards and voluntary codes for marketing communications 197, 208
PR9. Monetary value of fines for non-compliance with regulations concerning the use of products and services No significant  

incidents in 2014

FINANCIAL SERVICES SECTOR SUPPLEMENT Page CSR Page AR/www Relevance  Scope

FS. PRODUCT AND SERVICE IMPACT SECTION

FS1. Policies with specific environmental and social components applied to business lines 197, 209–211, 216–217
FS2. Procedures for assessing and screening environmental and social risks in business lines 209–211
FS3. Processes for monitoring clients’ implementation of and compliance with environmental and social  

requirements included in agreements or transactions 209
FS5. Interactions with clients/investees/business partners regarding environmental and social risks and opportunities 209–211
FS10. Percentage and number of companies held in the institution’s portfolio with which the reporting organisation has  

interacted on environmental or social issues 210–211
FS11. Percentage of assets subject to positive and negative environmental screening 210–211
FS12. Voting polic(ies) applied to environmental or social issues for shares over which the reporting organisation holds  

the right to vote shares or advises on voting 210–211
FS13. Access points in low-populated or economically disadvantaged areas by type 200, 213 16–17
FS15. Policies for the fair design and sale of financial products and services 197, 208
FS16. Initiative to enhance financial literacy by type of beneficiary 213, 218

Key to symbols

AR   Refers to the 2014 Annual Report Relevant Reported
CSR  Refers to the 2014 Sustainability Report Partly relevant Partly reported
www Refers to the GRI supplement at handelsbanken.se/csreng Not relevant Not reported
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INTRODUCTION
We have been engaged by the executive  
management of Svenska Handelsbanken AB 
(publ) to undertake an examination of Svenska 
Handelsbanken AB (publ) Sustainability  
Report for the year 2014. The Sustainability 
 Report also includes a separate GRI Appendix, 
Handelsbanken’s GRI Appendix 2014 at  
www.handelsbanken.se/csreng. The Company 
has defined the scope of the Sustainability  
Report on page 3 in the Annual Report 2014.

RESPONSIBILITIES OF  
THE BOARD OF DIRECTORS AND  
THE EXECUTIVE MANAGEMENT FOR  
THE SUSTAINABILITY REPORT. 
The Board of Directors and the Executive 
 Management are responsible for the preparation 
of the Sustainability Report in accordance with 
the applicable criteria, as explained on page 
221 in the Sustainability Report, and are the 
parts of the Sustainability Reporting Guidelines 
(published by The Global Reporting Initiative 
(GRI)) which are applicable to the Sustainability 
Report, as well as the accounting and calcula-
tion principles that the Company has developed. 
This responsibility includes the internal control 
relevant to the preparation of a Sustainability 
Report that is free from material misstatements, 
whether due to fraud or error.  

RESPONSIBILITIES OF THE AUDITOR 
Our responsibility is to express a conclusion on 
the Sustainability Report based on the proce-
dures we have performed. 

We conducted our engagement in accord-
ance with RevR 6 Assurance of Sustainabil-
ity Reports issued by FAR. The engagement 
includes a limited assurance engagement on 
the complete Sustainability Report and audit 
of certain information as specified below. The 
objective of an audit is to obtain reasonable 

 assurance that the information is free of material 
misstatements. A reasonable assurance en-
gagement includes examining, on a test basis, 
evidence supporting the quantitative and quali-
tative information in the Sustainability Report. A 
limited assurance engagement consists of mak-
ing inquiries, primarily of persons responsible for 
the preparation of the Sustainability Report, and 
applying analytical and other limited assurance 
procedures. The procedures performed in a lim-
ited assurance engagement vary in nature from, 
and are less in extent than for, a reasonable as-
surance engagement conducted in accordance 
with IAASB’s Standards on Auditing and Quality 
Control and other generally accepted auditing 
standards in Sweden. Hence, the conclusion 
based on our limited assurance procedures 
does not comprise the same level of assurance 
as the conclusion of our reasonable assurance 
procedures. Since this assurance engagement 
is combined, our conclusions regarding the rea-
sonable assurance and the limited assurance 
will be presented in separate sections.

 
Our reasonable assurance engagement 
 includes the following:
• Table “External staff turnover 2010–2014” 
• Tables “Return on equity, 1973–2014”,  

“Loan losses as a percentage of lending 
1998–2014”, “Customer satisfaction, private 
customers and corporate customers 2014” . 

• Carbon dioxide emissions from electricity 
consumption

Our procedures are based on the criteria 
 defined by the Board of Directors and the 
 Executive Management as described above. 
We consider these criteria suitable for the 
 preparation of the Sustainability Report.

We believe that the evidence we have ob-
tained is sufficient and appropriate to provide 
a basis for our conclusions below. 

CONCLUSIONS
Based on the limited assurance procedures 
we have performed, nothing has come to 
our attention that causes us to believe that 
the  Sustainability Report, is not prepared, in 
all  material respects, in accordance with the 
 criteria defined by the Board of Directors and 
Executive Management. 

In our opinion the information in the Sustain-
ability Report which has been subject to our 
reasonable assurance procedures have, in all 
material respects, been prepared in accordance 
with the criteria defined by the Board of Directors 
and Executive Management. 

Stockholm, 12 February 2015

KPMG AB

Stefan Holmström Torbjörn Westman
Authorised Public   Expert Member of FAR
Accountant

To Svenska Handelsbanken AB (publ)

Auditor’s Combined  
Assurance Report on  
Svenska Handelsbanken AB (publ) 
Sustainability Report
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