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About this report

The report is published on  
www.husqvarna.com
 
Husqvarna’s Sustainability Report 
2010 is our first report prepared 
applying the Global Reporting Ini-
tiative (GRI) Sustainability Report-
ing Guidelines (version 3.0).  The 
report includes information 
regarding all three aspects of the 
Group’s corporate responsibility, 
i.e. where Husqvarna has a signifi-
cant economic, environmental 
and social impact. 

All data in this report has been 
collected over the calendar year 
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C+ B B+ A A+Report
Application Level

G3 Profile
Disclosures

G3 Management
Approach

Disclosures

G3 Performance
Indicators &

Sector Supplement
Performance Indicators

Report on
1.1
2.1–2.10
3.1–3.8, 3.10–3.12
4.1–4.4, 4.14–4.15

Not Required

*Sector supplement in final version

Report on a minimum of 10 
Performance Indicators, at 
least one from each of 
Economic, Socal and 
Environmental.

Report on a minimum of 20 
Performance Indicators, at 
least one from each of 
Economic, Environmental, 
Human rights, Labor, Society, 
Product responsibility.

Report on all criteria listed 
for Level C plus:
1.2
3.9, 3.13
4.5–4.13, 4.16–4.17

Same as requirement for 
Level B

Management Approach 
Disclosures for each 
Indicator Category

Management Approach 
Disclosures for each 
Indicator Category

Report on each core G3 
and Sector Supplement* 
Indicator with due regard to 
the Materiality principle.
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2010 and covers the Husqvarna 
Group, including wholly and 
majority-owned subsidiaries, as 
well as joint-ventures, where Husq-
varna owns 75 % or more of the 
capital. Figures concerning prod-
uct responsibility covers the prod-
uct categories handheld, walk-
behind, accessories and watering.

 Environmental data is collected 
for production facilities and for 
bigger warehouses, while the 
environmental impact of adminis-
tration, sales and warehouses, 
with premises less than  
5 000 m2, are excluded. Social 
data covers the whole Group.

This is a level C report. The 

The Husqvarna Group, headquartered in 
Stockholm, Sweden, is the world’s largest 
producer of outdoor power products 
including chainsaws, trimmers, lawn mowers 
and garden tractors. The Group is also the 
European leader in consumer watering 
products and one of the world leaders in 
cutting equipment and diamond tools for 
the construction and stone industries. 

A major part of production is located 
close to the customers, in Europe and 
North America. 

In 2010, the Group had 36 production 
facilities in 15 countries.

The Group’s offering includes products 
for both consumers and professional 
users. Products are sold in more than 100 
countries, to dealers and retailers, which 

sell to end-users. Dealers sell to profes-
sional users and consumers who demand 
high level performance. The retail chains 
sell products in the low and medium price 
segments to consumers. Construction and 
stone industry products are sold either 
directly to end-users or to rental companies.

The Group owns strong brands such as 
Husqvarna, Gardena, McCulloch, Diamant 
Boart, Jonsered, Poulan PRO, Weedeater, 
Dixon, Klippo, Flymo, Zenoah and Blue-
bird. 

Husqvarna AB is a publicly traded com-
pany listed on the NASDAQ OMX Stock-
holm exchange. Net sales in 2010 
amounted to SEK 32 billion, and the aver-
age number of employees was approxi-
mately 15,000 in 41 countries.

Global leader in outdoor 
products

report has not been subject to 
assurance by any external parts.

Husqvarna’s Sustainability  
report 2010 is published on   
www.husqvarna.com during fall 

2011, where you also can find  
the GRI Content Index. Future 
reports will follow the schedule 
for the Annual report and thus be 
published in spring each year.



3

Husqvarna’s products are used to 
care for nature, and it is essential 
that the operation take a respon-
sibility for its impact on the envi-
ronment. By improving processes 
and creating products with a 
lower environmental impact dur-
ing their life cycle, the Husqvarna 
Group can reduce its total envi-
ronmental impact.  

The Group has a long history of 
innovation, which has led to 
development of products and 
technologies with a lower environ-
mental impact. Husqvarna was 
first to launch a robotic lawn 

mover, Automower®, and since 
then offering of products with an 
environmental profile has 
increased and become part of 
product development efforts. 

Husqvarna has improved the 
internal conditions for efficient 
sustainability work: efforts to cre-
ate a comprehensive sustainability 
strategy with goals for the envi-
ronmental and social responsibil-
ity has begun. Environmental 
management systems have been 
introduced in order to rationalize 
the Group’s environmental prac-
tices and reach the goal that all 

production facilities with more 
than 100 employees should be 
ISO 14001-certified. 

To continue the systematization 
of workplace safety, the Safety@
Work program has been imple-
mented in several production 
facilities. Husqvarna has also 
begun implementing a method of 
monitoring the suppliers’ sustain-
ability work and their responsibili-
ties toward their employees; this 
includes suppliers of both mate-
rial and transport.

Efforts to improve Husqvarna’s 
sustainability performance are 

constantly ongoing. It is the 
Group’s responsibility to monitor 
the development of laws and  
regulations, satisfy customer 
demands, develop employees’ 
skills and as such, reduce opera-
tional risks. The Sustainability 
report, prepared applying the GRI 
Sustainability Reporting Guide-
lines is also a way to give direc-
tion and to drive the  business in a 
more sustainable direction. 

Hans Linnarson,  
President and acting CEO

Husqvarna Sustainability Report 2010: CEO statement

Environmental care is a business value

Husqvarna is committed to operating responsibly in order 
to achieve development that is environmentally, socially 
and ethically sustainable. 
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A selection of the Group’s stakeholder 
dialogues 2010
Husqvarna has the following stakeholders: shareholders, society, 
employees, end-users, suppliers, and trade partners. 

The Husqvarna Group has the 
ambition to take every opportu-
nity to conduct dialogues with 
stakeholders, in order to improve 
the Group’s sustainability perfor-
mance. Dialogues are conducted 
both on corporate and on local 
levels.  

Shareholders
Meetings are held regularly with 
potential and existing sharehold-
ers, such as long-term committed 
pension funds, as well as with 
smaller shareholders. Husqvarna 
answers surveys from major rating 
institutes, such as SAM’s question-
naire, on which Dow Jones’ sus-
tainability indexes are based.

Society
Constructive dialogues with 
organizations, both non-govern-
mental and governmental, are 
appreciated. Husqvarna partici-
pates in groups sponsored by 
trade organizations and in indus-
try organizations, such as Svenskt 
Näringsliv, Teknikföretagen and 
SNS.

Dialogues are also held with 
students, at job fairs at universi-
ties, and by offering internship 
opportunities to the members of 

the AIESEC organization. 
Ongoing media relations are 
another natural part of conducting 
dialogues with the society.

Each company is responsible 
for maintaining dialogues with 
representatives from the local 
community. Local operations 
cooperate and engage with non-
governmental organizations. 
Below are a few examples: 
•	  Husqvarna in the US provides 

charitable programs to the com-
munity in which they do busi-
ness and the employees partici-
pate in donation drives and 
volunteer several hours to help 
people in need. 

•	  Husqvarna’s young apprentices 
in Germany spend time with 
handicapped people and help 
them organize their summer 
festivity.

•	  Husqvarna in Sweden is involved 
in providing funds to local athle-
tic and cultural organizations.

Employees
Husqvarna conducts annual 
employee and team surveys to 
improve and develop Group effi-
ciency and the working conditions 
of employees. Results are fol-
lowed-up and acted upon at a 

local level. In 2010, approximately 
4,900 (3,100) employees were 
invited to take part in the survey. 
The response rate was more than 
86% (76).

Employees have also been 
informed and have access to 
whistle-blowing telephone report 
line.

In accordance with Swedish 
law, two employee representa-
tives and two deputies are mem-
bers of the Board. They provide 
employee input into the Board’s 
decision-making. 

End-users
Husqvarna’s products are primarily 
sold through two distribution 
channels; retailers and dealers, 
which both sell to end-users. The 
end-users’ perspective on product 
development is vital for the 
Group’s success, and end-user 
input is used in the product devel-
opment, collected through focus 
groups and field tests. End-user 
feedback is also collected at ser-
vice desks and stored for future 
developments. 

A CRM system, used in the US 
since 2005, is from 2009 being 
implemented globally, in order to 
store and share customers’ feed-

back in a systematic way.

Trade partners
Husqvarna has ongoing dialogues 
with trade partners, and trade 
partners’ feedback is collected at 
regular meetings and confer-
ences, which forms vital input to 
products launched in the coming 
years. Husqvarna has also a spe-
cial education program for deal-
ers, called the Husqvarna 
 Academy.

Suppliers
There are regular supplier meet-
ings at the local production facility 
level. 

For the first time, as part of the 
continuous dialogue with suppli-
ers, a supplier sustainability decla-
ration survey, was conducted in 
2010. The self-declaration survey 
was answered by 86 of Hus-
qvarna’s largest suppliers of mate-
rial – each one of them supplying 
for a value of more than SEK 20 m 
per year. Survey results indicate 
that suppliers follow Husqvarna’s 
Code of Conduct to a large 
extent. 

See more in the Social respon-
sibility section.

Society

Employees

End users

Trade partners

Suppliers

Shareholders
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Materiality

The GRI indicators reported and analyzed are considered to be relevant and 
material to Husqvarna and its stakeholders, and these indicators facilitate 
benchmarking with other companies. Below are examples of key areas for  
different stakeholders, and how Husqvarna addresses these.

Stakeholder group Key areas How Husqvarna addresses the issue

Shareholders Profitability
Corporate governance
Sustainable operations
Responsible operations

Strengthen brands
Efficient global distribution network
Broad product offering
Flexible, efficient supply chain
Continue improving processes
Corporate governance structure 
Strengthening our environmental position
Implementing environmental management  
system, ISO 14001 
Sound environmental  practice in all we do   

Society Stakeholder dialogue
Community relations
Corruption and bribery
Human rights
Transparency
Risk and crises management
Environmental performance
Use of resources
Carbon footprint
Legal compliance

Implementing environmental management system,  
ISO 14001 
Train employees, suppliers and trade partners in  
Husqvarna’s Code of Conduct
Monitor and evaluate legal compliance 
Participate in global organization e.g. the Carbon  
Disclosure Project
Internal audits

Employees Safe and healthy workplace
Good environmental practice 
Fair compensation
Talent attraction and retention

Environmental policy and strategy
Implementing environmental management system
Safety@work program
Workforce training and development

End-users Quality products
Safe products
Environmental performance of products

Policy for product safety
Innovation of product performance
Ensure good environmental performance
Improved fuel efficiency

Trade partners High-quality products
Innovations of products
Environmental performance

Environmental policy
Policy for product safety
Innovation of product performance

Suppliers Fair compensation
Good cooperation
Child labour and human rights
Environment, health and safety performance

Monitor and evaluate supplier’s environmental,  
health and safety performance
Responsible supplier agreement
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Governance of Husqvarna’s  
corporate responsibility
Husqvarna’s corporate responsibility follows the Group’s delegation of authority, 
from the shareholders to the Board, from the Board of Directors to the President, 
and from the President to the business units.  

Head of Environmental Affairs is 
reporting to Head of Supply chain, 
who is member of Group Manage-
ment. Every production facility has 
appointed environmental and 
health and safety coordinators. 
The environmental coordinator 
collects environmental data for his/
her production facility and reports 
these figures into a Group-wide 
environmental reporting system. 
Figures can be reported monthly 
and compiled annually. Environ-
mental data is reported from the 
first day the new production facility 
or large warehouse is in operation 
and is reported until the produc-
tion facility has been closed down 
completely. The data is compiled 
and verified yearly by Environmen-
tal Affairs.  

The direct responsibility for 
issues relating to the environ-
ment, health and safety rests with 
the plant manager at each unit.

Head of Group Staff Human 
Resources (HR) is responsible for 
questions related to labor. HR 
managers in each country report 
employee data into the Group’s 
accounting system. This data cov-
ers the entire Group; production 
facilities, warehouses, sales organ-
izations as well as other staff. Fig-
ures are annually checked and 
verified by the Human Resources 
department. 

Head of Group Staff Legal 
Affairs is handling questions 
related to Husqvarna’s Code of 
Conduct, compliance reporting 
and investigation (including 
 whistle-blowing) and updating the 
compliance policy. 

Husqvarna has formed a 
 Sustainability council, with senior 
members from Legal affairs, 
Human resources, Communica-
tions and Environmental affairs.  
A working group with members 

from the same functions has put 
together the content of the 
report, which then is compiled by  
Communications and reported to 
the Sustainability Council.

More about the governance  
structure, see the  website or  
the Corporate Governance Report 
in the Annual Report 2010, 
pp 48-53.

Controlling and monitoring
In addition to the company’s audi-
tors, the company’s operations 
are subject to external reviews 
and monitoring by, among others, 
the Swedish Financial Supervisory 
Authority and the Nasdaq OMX 
Stockholm. 

Husqvarna’s own control sys-
tems include segregation of 
duties in critical processes and 
defined management responsibili-
ties with regard to internal con-

trol. There is also a separate Inter-
nal Audit unit that continuously 
evaluates and improves the effec-
tiveness of Husqvarna’s govern-
ance processes, risk management 
and internal control.

Risk and risk management
Husqvarna is exposed to a num-
ber of risks with the potential of 
greater of lesser material impact 
on the Group. The responsibility 
for long-term and overall man-
agement of strategic risks follows 
the Group’s delegation scheme, 
from the Board to the President, 
and from the President to the 
business units. 

A description of Husqvarna’s risk 
management can be read in the 
Annual Report 2010, pp 44 -47.
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Economic responsibility

The Group strives to generate long-tem economic value by 
achieving its financial goals, but also by contributing to 
 sustainable development. 

Being a global leader in outdoor 
power products, with 15,000 
employees and 36 production 
facilities in 15 countries, and 
products sold via dealers and 
retailers in more than 100 coun-
tries, Husqvarna has impact on a 
number of local communities, 
contributing to economic and 
social development, and is 
accordingly aware of its’ responsi-
bility to manage business in an 
environmentally, socially and 
 ethically sound manner. 

Distribution of added value 
The economic value Husqvarna 
creates by selling the Group’s 
products and services is mainly 
distributed between employees, 
suppliers, customers, the state 
and municipalities and sharehold-
ers. Husqvarna’s operations have 
both direct and indirect impact on 
stakeholders. The indirect impact 
occur when income earned by 
these stakeholders in turn circu-
late transactions throughout their 
economies. A certain proportion 
stays in the Group to secure long-
term value creation through 
investments, product develop-
ment and marketing.

Husqvarna’s total added value 
in 2010 amounted to SEK 8,813m 
(8,013).

Charity and community 
engagement activities are 
 handled locally and not collated 
at Group level.

Husqvarna does not receive 
governmental financial assistance 
on Group level. The Swedish and 
other governments are present in 
the shareholder structure via 
share-holder representation of 
state-owned pension funds. 

Management approach, accoun-
ting principles and financial goals 
etc, see Annual Report 2010.

The same standards along the 
value chain
The Group’s decisions affect indi-
viduals and local communities 
around the world. When setting 
up and closing down operations 
Husqvarna aims to manage 
organizational changes in a 
responsible way. When setting up 
a new facility, the Group offers 
benefits like new jobs, technology 
and knowledge transfer, as well as 
improved social and environmen-
tal standards. When relocating or 
closing operations, Husqvarna has 
the ambition to handle this in an 
equally responsibly way.

Manufacturing is located close 
to the end-customers, mainly in 
Europe but also in the Americas 
and in Asia. An increasing share of 
components is purchased from 
low-cost countries, mainly from 
Asia. During 2010, the share was 
approximately 26%, compared to 
18% in 2008. The Group puts 
emphasis on ensuring the same 
high environmental and labor 
practices along the value chain. 
Husqvarna’s Code of Conduct and 
the Environmental Policy applies 
to all suppliers and other 
 contractors.

Being a global employer
The Group is recruiting employ-
ees and managers mainly from 
within the local communities, thus 
the workforce reflects the local 
recruitment base and comprises 
all cultures, religions and national-
ities. As much as 99.9% of the 
total workforce is locally 
employed and 93% of the manag-
ers (25 out of 387 in tier 2 and 3 
are expats). Husqvarna works 
actively to increase internal 
recruitments and job mobility. 
Vacant management positions 
and specialized appointments are 
advertised internally on the 
intranet, externally on the web-
site, as well as through other 
channels.

Employees are to be remuner-
ated at levels no less than local 
minimum wage based on legally-
stipulated working hours. Addi-
tionally, each operational unit is 
responsible for providing its 
employees with all legally-man-
dated benefits to which they are 
entitled (i.e. medical and social 
insurance and pensions). In some 
countries or at some sites, the 
benefits offered are in excess of 
mandatory. 

73

123

13

7

1

COST DiSTRiBuTiOn By 
 STAKEHOlDER, 2010
%

 Cost of materials and services 
 Salaries 
 Investments, R&D, marketing, etc
 Employer contributions
 Dividends
 Taxes
 Interest

vAluE ADDED, SEKm

Stakeholder 2010 2009

Customers Group net sales 32,240 34,074

Suppliers Cost of materials and 
 services

–23,427 –26,061

value added 8,813 8,013

Distributed to stakeholders

Employees Salaries 4,080 3,988

Employer contributions 1,108 1,160

State and municipality Taxes 302 191

Credit institutions Interest 394 466

Shareholders Dividends 574 0

Total 6,458 5,805
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Environmental responsibility

Highlights in 2010
•	Environmental management 

systems have been imple-
mented in five of the Group’s 
production facilities, two in the 
US and three in China. The goal 
is that production facilities with 
more than 100 employees 
should be ISO 14001-certified. 
Three quarters of the produc-
tion facilities with more than 
100 employees are now certi-
fied.Third party audits were car-
ried out in compliance with ISO 
14001, and all facilities obtained 
certification. 

•	Environmental site assessments 
of Husqvarna’s production facili-
ties have been carried out by 
qualified, independent consult-
ants to assess the risk of envi-
ronmental damage to land and 
water areas. The results indicate 
that most of the assessed facili-
ties have a low risk of pollution, 
remaining areas are under 
observation and the assess-
ments will continue. 

•	Husqvarna’s largest suppliers of 
material have conducted a self-
declaration during the year, to 
ensure compliance with the 
Group’s Code of Conduct and 
environmental requirements. 
The results of the survey show  
a high level of compliance with 
both the Code of Conduct, 
social and environmental 
requirements. 

•	A comprehensive life cycle ana-
lysis of two lawn mower models 
has been carried out, to assess 
their environmental impact  
and identify opportunities for 
improvement. 

lifE CyClE THinKinG

Product design

Procurement of 
material and  
components

Manufacturing 
and facilities

Recycling and 
disposal

Product usage

Sales and  
service

Transportation  
and distribution

•	Husqvarna’s annual award for 
“Best Green Innovation” was 
awarded to Vinci Multiwire, 
which significantly reduces 
energy consumption and  
residue when cutting stone.

•	The Husqvarna Automower® 
Solar Hybrid robotic mower  
won the European Consumers 
Choice Awards 2010. Contribut-
ing factors were user-friend-
liness and environmental  
performance.

Life Cycle Thinking is going beyond the focus on manu-
facturing site so that environmental impact over the 
products entire life cycle is taken into account. Life Cycle 
Thinking helps us continuously improve the environmen-
tal  aspects of our products and processes in each phase 
of the product life cycle, from raw material sourcing till 
the end of life of the product. Life Cycle Thinking seeks 

to identify possible improvements to products in the 
form of lower environmental impacts and reduced use   
of resources across all life cycle stages. 

This begins with raw material extraction and conver-
sion, then manufacturing and distribution, through to 
use and/or consumption. It ends with recycling of mate-
rials and disposal.

Environmental policy
Husqvarna’s environmental policy, 
initially adopted in 2009, applies 
to the entire Group, as well as to 
suppliers and other contractors. 
The Environmental Policy 
describes the focus and objectives 
of Husqvarna’s strategic environ-
mental work practices, the impor-
tance of constant improvements 
and reducing long-term environ-
mental impact from the Group’s 
processes and products. It is  
available on the intranet and on 
www.husqvarna.com.

life cycle thinking
Husqvarna assesses relevant envi-
ronmental aspects with the ambi-
tion to limit the environmental 
impact of the products in every 

stage of their life cycle – from 
product creation, procurement of 
material and production, to use 
and recycling of materials and dis-
posal. 

The environmental impact of 
Husqvarna’s products varies 
throughout their life cycle, but is 
usually greatest during usage. A 
key component in the Group’s 
environmental responsibility is 
therefor to improve the environ-
mental performance of products 
during usage.

Safe high-quality products
Husqvarna takes an active life-
cycle interest in consumer safety 
and quality assurance relating to 
its products. Safety and quality 
are important factors when 
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designing products, selecting 
materials, evaluating suppliers, 
testing finished products and 
monitoring product performance. 
Products are continuously 
improved to meet customers’ 
demands of quality, cost and effi-
ciency as well as meeting safety 
and environmental requirements. 
Environmental initiatives in prod-
uct creation focus on developing 
products with the right perform-
ance combined with improve-
ments in relation to energy con-
sumption, exhaust emissions, 
safety, ergonomics, recycling and 
efficient service. The product 
development process provides a 
structure and creates conditions 
for integrating environmental 
aspects into the operation. 

Husqvarna shall offer safe prod-
ucts and the Group has a policy 
for product safety. Tests are con-
ducted to meet specific criteria 
during the product development 
phase. Risk analyses are per-
formed in the product develop-
ment and industrializing phases, 
as well as during the lifetime of 
the products, if necessary. The 
Group also applies the FMEA 
method, which is a tool for identi-
fying possible risks for failures, 
evaluating their consequences 
and ranking proposed measures 
for avoiding failures. Husqvarna’s 
Committee on Product Safety 
handled four matters during 2010, 
where machines were recalled 
from the market or reworked prior 
to delivery to customers.  Ensur-
ing safety and quality involves 
preparing control plans with the 
suppliers and performing quality 
reviews and revalidation audits of 
existing products. 

By using labeling and providing 
user manuals, Husqvarna provides 
customers with information and 
the Group strives to exceed legal 
requirements regarding customer 
safety. Additionally, Husqvarna 
has prepared environmental dec-
larations for some handheld prod-
ucts. These declarations include 
specifications of materials, fuel 
consumption, type of fuel, emis-
sions, noise levels, vibrations and 
packaging. They also indicate 
compliance with international 

Index
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Husqvarna lawn mowers have 
four-stroke engines supplied by 
well-known producers. These four-
stroke engines normally consume 
less fuel than two-stroke engines. 
One of the Group’s successes, the 
robotic lawn mover, Automower®, 
is silent, battery-powered and 
produces no emissions during use 
and consumes very little energy.

Exhaust emissions
Many of the Group’s handheld 
products feature E-TECH or 

The majority of water consumption is from municipal water plants. Some sites are using surface 
water for cooling and ground water for production.
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standards and regulations when 
appropriate.

 Potential non-compliance,  
disputes or items that pose a 
material financial risk are to be 
reported to Group Management. 
There have been no such signi-
ficant items brought to the atten-
tion of Group Management in 
2010.

product ergonomics
Husqvarna’s products are used by 
end-users with various needs and 
different working situations. When 
Husqvarna designs products, 
design and ergonomics are opti-
mized for the end-users specific 
needs, depending on how and 
how often the product is used.

Energy-efficiency
There is an increasing focus in the 
Group to create more and more 
energy-efficient products, but 
since there are many different 
kinds of products in several prod-
uct categories, and the energy 
consumption varies with how 
often and for how long time the 
products are in use, it is difficult to 
collect how large each energy 
reduction gets during all products 
life cycles. 

Husqvarna has long experience 
in developing two-stroke engines, 
and focuses intensively on engine 
technology that reduces fuel con-
sumption. For engines developed 
2004–2010, used in chainsaws, 
clearing saws, leaf blowers and 
lawn trimmers, fuel consumption 
has been reduced by approxi-
mately 15%. 
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X-TORQ engines, which comply 
with the most rigorous emissions 
criteria in the US and Europe. 
Specific models are also fitted 
with cataly-zes, which in combina-
tion with E-TECH technology 
offer lower exhaust-gas tempera-
ture, and longer product lifetime. 

Emissions of hydrocarbons and 
other substances from the Group’s 
handheld products have been 
reduced by approximately 40%  
on average since 2001. Husqvarna 
owns a number of important  
patents in this area and is well-
prepared to meet current and 
known future emissions criteria.

product regulations
Husqvarna products are subject  
to national, international and 
regional restrictions and regula-
tions, primarily in terms of mate-
rials, emissions and noise. The 
Group complies with laws and 

regulations, and when regulations 
get stricter, as with chemicals or 
emissions, these changes have a 
direct effect on the development 
of products.

New, more environmentally 
adapted materials are substituted 
for existing materials whenever 
possible. The Group’s Restricted 
Materials List (RML) covers chemi-
cal substances in products and is 
a guide for selection of materials. 
RML includes different legal 
requirements, e.g. European 
directives REACH and RoHS.

Husqvarna maintains a dialogue 
with suppliers of materials and 
products, and regularly monitors 
chemical content in accordance 
with the requirements. In accord-
ance with these directives,  
Husqvarna has modified appropri-
ate products and phased out pro-
hibited substances in cooperation 
with suppliers.

production facilities  
and warehouses
Husqvarna´s sales season is short 
and lead times from order to 
delivery must be short. Accord-
ingly, production is often carried 
out close to the end-users. As a 
result a major part of production 
for Husqvarna and the industry is 
located in Europe and North 
America. In 2010, the Group’s 
production facilities were based in 
15 countries, whereof in ten Euro-
pean countries, two in Asia, one in 
Oceania and two in the  Americas. 

The most significant environ-
mental aspects include energy and 
raw materials consumption, emis-
sions to air, and waste, see below. 

Carbon Disclosure project
Carbon Disclosure Project (CDP) is 
an independent non-profit organi-
zation, supported by hundreds of 
investors from all over the world. 

CDP gathers information from 
companies and organizations 
about their climate impact, what it 
means for their operation and 
what measures are taken to pre-
vent a negative climate impact. 
Husqvarna has been reporting to 
CDP since 2008. The Group’s 
reporting of indirect emissions has 
been adapted to comply with the 
Carbon Disclosure Project’s rec-
ommendations, which means that 
national conversion factors taken 
from the Greenhouse Gas Proto-
col were applied.

80

18

1
1

RECyClE Of nOn-HAzARDOuS 
AnD HAzARDOuS wASTE, 2010
%

  Non hazardous  
recycled waste (tons):  32,704

  Hazardous waste, non recycled (tons): 464
 Hazardous waste, recycled (tons): 388
  Non hazardous  
non recycled waste (tons): 7,162

AvERAGE CO2 EMiSSiOnS 
fROM TRAnSpORTATiOn AnD 
 DiSTRiBuTiOn pER SHipMEnT, 
2010
Tons

  Air    Boat    Truck

Approximation of the total average CO2 
emissions per shipment. All transport 
 companies are not included in the survey.

44

32

24

KEy EnviROnMEnTAl RATiOS 2010 2009

Emissions of carbon dioxide, tons 163,606 159,800

of which employees´ air travel, tons 5,852 4,800

Number of serious environmental incidents 1 1

Plants and larger warehouses with defined environmental goals, %3 95 78

Plants with installed environmental management systems, %1, 2 78 66

Production area with installed environmental management system, % 81 78

1) According to ISO 14001.    
2) Plants with more than 50 employees.
3) Warehouses above 5,000 m2.
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Social responsibility

Highlights in 2010
•	The Safety@Work project, which 

has previously proved successful 
in reducing the number of work-
place accidents in the US, was 
introduced in China. 

•	A major training initiative was 
implemented during the year to 
ensure that Group employees 
are familiar with Husqvarna’s 
Code of Conduct. The Code is 
also part of the introduction for 
new employees. 

•	 In 2010 Husqvarna conducted 
the employee team survey, with 
good result. 

•	A project was started during  
the year that aimed to increase 
diversity in the Group. The focus 
is to attract women to manage-
ment positions.

Code of Conduct and  
other policies
The Code of Conduct, adopted 
by the Board of Directors in 2008, 
defines Husqvarna’s ethical posi-
tion. The Code applies to all 
employees regulating areas such 
as the business principles applica-
ble to employees in dealing with 
business partners and stakehold-
ers, respect for human rights, fair 
working conditions, the environ-
ment and workplace safety. Those 
rights are to be respected in the 
Group’s operations throughout 
the world. The basic principles are 
promoted to business partners 
around the world, and suppliers, 
dealers, subcontractors, consult-
ants and other business partners 
should adopt and follow the prin-
ciples in the Code of Conduct. 

Husqvarna’s Code of Conduct 
is based on and supports the fol-
lowing voluntary international eth-
ical guidelines and standards:

•	ILO Declaration of Fundamental 
Principles and Rights at Work

•	The OECD Guidelines for Multi-
national Enterprises and 

•	The UN Universal Declaration of 
Human Rights

The Code states that Husqvarna 
has a global whistleblower function 
for employees and other anony-
mous contributors who can report 
breaches of law and internal poli-
cies via e-mail or telephone. 

A number of internal policies 
regulate specific aspects of sus-
tainability and social responsibility 
more in detail. Some of the regu-
lated areas are corruption and 
bribes, financial reporting, insider 
information, personnel adminis-
tration, safety, quality, environ-
ment and purchasing. These inter-
nal policies are available to all 
employees on Husqvarna’s 
intranet. The Code of Conduct, 
internal policies and guidelines, 
and the Husqvarna People Pro-
cess provide a foundation for cre-
ating an attractive global work-
place. Wherever Husqvarna 
operates in the world, the com-
pany applies the same high stand-
ards and principles of conduct.

AvERAGE nO Of EMplOyEES, 2010

Europe 6,449

North America 5,403

Rest of the world 3,102

Total 14,954

of whom white-collar, % 39

of whom blue-collar, % 61

MEn % wOMEn %

Board of Directors
(incl employee representatives) 67 33
Group Management (Tier 1) 90 10
Managers (Tier 2-3) 88 12
Total workforce (annual average) 65 35

Responsible workplace
Employees
The average number of employees 
during 2010 was 15,000 (15,820 at 
year-end) and 88% are based out-
side Sweden. Seasonal variations 
in the Group’s sales entails that the 
number of temporary employees 
in production varies throughout 
the year. The number of employ-
ees starts growing at the end of 
the year, and is usually higher dur-
ing the first quarter and at the 
beginning of the second quarter 
when the manufacture of garden 
products is the highest. 

A typical year, the average pro-
portion of temporary employees 
is slightly more than 20%. The 
large number of seasonal 
employees generates a relatively 
large employee turnover, which 
in turn means that a large num-
ber of new employees are trained 
at the beginning of each new 
season. 

Diversity
Like many other companies in the 
engineering industry, Husqvarna 
has a male-dominated work-force. 
In an effort to create a workplace 
that attracts women, a diversity 

project was introduced in the US 
and Europe in 2010. The project 
also aims to show how Husqvarna 
as a company can benefit from 
wider gender diversity among its 
employees. 

Looking at diversity from a 
nationality perspective: 
Husqvarna has own operations in 
41 countries. 99.9% of the work-
force is locally employed. Group 
Management’s ten members have 
four nationalities, and three 
nationalities are represented in 
the Board of Directors.

workplace safety
Many of the Group’s employees 
are engaged in production, which 
is why workplace safety is key in 
Husqvarna’s social responsibility. 
Safety features in all plants and 
warehouses are inspected regu-
larly. Accidents and minor inci-
dents are evaluated and used as a 
benchmark for improve-ments 
aimed at preventing future acci-
dents.

In 2010, the accident rate was 
6.4 per million hours worked*. 

* Worked hours = Manufacturing related 
hours worked including direct, indirect  
labor and staff.
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This includes work-related acci-
dents that caused absence the 
following day. Sickness is not 
included.

The Safety@Work program was 
launched in the US in 2007, with a 
primary focus on minimizing the 
number of work-related accidents 
by establishing a risk manage-
ment plan and key indicators. 
Injury prevention initiatives are 
integrated into the business pro-
cess (planning, management, 
organization and financial govern-
ance), and lead to a reduction of 
injuries of 40% between 2007 and 
2009, with a consequent reduc-
tion of the associated costs. 

In 2010, Safety@Work was 
introduced into the Group’s four 
production facilities in China. 
Each facility has undergone an  
initial assessment, which led to  
an individual action plan.

Career opportunities 
Motivated and skilled employees 
are critical for Husqvarna’s success, 
and all employees shall be treated 
with tolerance and respect, in a 
secure work environment that 
offers opportunities for individual 
development. Fundamental and 
overall principles for personnel 
relations are described in the 
Husqvarna People Process. The 
process is designed to support 
leaders in recruitment and selec-
tion, performance evaluation, 
career development and remuner-
ation. The process also aims to 
ensure that people who contact 
the company are treated correctly. 

Talent management
Husqvarna has a well-developed 
process for talent management. It 
evaluates, develops and ensures 
access to future managers 
through both succession and 
mobility planning. In 2010, the 
Talent Management process was 
upgraded to strengthen efforts to 
develop a performance-based 
corporate culture, where employ-
ees can see their own contribution 
to Husqvarna’s earnings and suc-
cess. The key aspects have been 
to formulate clearer guidelines for 
objectives, strengthen the 
employee dialogue and improve 
leadership assessment.

Manager and project manager 
training
Husqvarna offers its employees 
three different Group-wide pro-
grams in leadership development, 
which are held regularly every 
year. The Husqvarna Next Level 
Leader program is designed for 
the management level directly 

under senior management. The 
Husqvarna Leader program is 
designed for levels lower down in 
the organization. The customized 
training program, Husqvarna Pro-
ject Leader, is designed to 
develop project management and 
project manager skills. During the 
year, Husqvarna’s Leadership 
Academy for leader development 
has delivered according to plan. 
More than 350 persons have par-
ticipated in the training programs.

Blue-collar training
In 2010, Husqvarna launched the 
Husqvarna Operating System 
(HOS) in all production units. It is 
a continuous improvement pro-
gram, with extensive trainings and 
workshop sessions covering all 
employees in the plants. 368 HOS 
workshops, about standardized 
work, problem-solving and oper-
ating system, and 298 workshops 
about other topics were con-
ducted during 2010. More than 
1,000 blue-collar workers partici-
pated. 

performance review
The annual performance review is 
the formal conversation between 
the manager and the employee. 
The conversation covers the previ-
ous year’s performance, defines 
new objectives for the coming 
year, creates an action plan for the 
team member’s development and 
serves as a forum for discussing 
the team member’s career 
 interests. 

A follow-up meeting six months 
later checks the progress of the 
plan. The goal is that more than 
95% of the employees should get 
a performance review.

Husqvarna Sustainability Report 2010: Social responsibility

AiESEC – An invESTMEnT fOR 
THE fuTuRE

In 2009, Husqvarna began a part-
nership with AIESEC, the world’s 
largest student organization  
represented in more than 1,700 
universities in 100 countries. 

AIESEC offers young people the 
opportunity to participate in inter-
national internships, experience 
leadership and participate in a 
global learning environment. 
Husqvarna’s objective with the 
partnership is to help students  
enter the labor market and secure 
the Group’s global need for indi-
viduals with the appropriate ex-
pertise and level of ambition. 

The trainees have an equal gender 
diversity, with 11 women and  
9 men, and they come from 12 
countries, mainly in Eastern Europe 
but also South America, Asia and 
Western Europe.

Since beginning of the partner-
ship, Husqvarna has employed 20 
trainees through AIESEC placed 
at six of the Group’s facilities. 85% 
of the trainees have remained at 
Husqvarna after the conclusion of 
their trainee program. 
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Husqvarna in society

Human rights
Training in the Code of Conduct is 
mandatory to all employees in the 
Group. During 2009 and 2010 
Legal Affairs trained Husqvarna’s 
top 800 managers in the Code of 
Conduct. The program was then 
rolled-out by the country manag-
ers to employees in his/her coun-
try. Approximately 90% of all 
employees have participated in a 
training regarding the Code of 
Conduct for approximately half an 
hour. Training in the Code of Con-
duct is also part of the induction 
program to all new employees.

The Husqvarna Group does not 
tolerate underage labor in its 
operations or in the operations of 
any supplier or other party with 
whom Husqvarna cooperates. The 
minimum employment age is 15 
years, or the lawful age for work-
ing in the country in question. 
Husqvarna does not allow illegal 
or forced labor in its own opera-
tions nor in the operations of any 
parties with whom it cooperates. 
No instances of incidents involv-

ing underage, illegal or forced 
labor have been brought to the 
attention of Group Management 
in 2010.

Corruption and political stands
The Husqvarna Group is commit-
ted to supporting fair competition 
and forbids discussions or agree-
ments with competitors concern-
ing pricing or market sharing. 

According to Transparency 
International’s corruption index, 
overall Husqvarna has limited pro-
duction and limited sales in coun-
tries with high risk of corruption 
and bribery. However, Husqvarna 
is aware of the higher risk of cor-
ruption, which comes with diversi-
fying manufacturing and entering 
into low-cost countries. Husqvarna 
has taken actions in China by 
appointing a compliance officer, 
translating the Code of Conduct 
into Chinese, offering local Hot-
line where e-mails can be written 
in Chinese, trainings are done 
regularly with the entire manage-
ment, with employees at various 

locations and suppliers. Periodic 
investigations are also made, so 
far without identifying any 
breaches.

There have been no instances 
of anticompetitive behavior or 
corruption brought to the atten-
tion of Group Management in 
2010. No fines have been paid 
during the year and there are no 
pending legal actions in this area. 

The Husqvarna Group observes 
strict neutrality with regard to 
political parties and candidates. 
Neither the names nor resources 
of Husqvarna shall be used to 
promote the interests of political 
parties or candidates. 

Self-declaration survey  
by suppliers
As part of the continuous dia-
logue with suppliers a Supplier 
Sustainability Declaration survey 
was conducted for the first time in 
2010. The self-declaration survey 
was answered by 86 of Husqvar-
na’s largest suppliers of material – 
each one of them supplying for a 

value of more than 20 SEKm per 
year. The Supplier Sustainability 
Declaration survey contained 
questions on Husqvarna’s Code of 
Conduct, including questions on 
human rights, the right to exercise 
freedom of association, collective 
bargaining, and child labor, as 
well as questions related to  
Husqvarna’s environmental 
requirements. 

Survey results indicate that sup-
pliers follow Husqvarna’s Code of 
Conduct to a large extent. No 
supplier was identified as violat-
ing people’s right to exercise free-
dom of association or the right to 
use collective bargaining. An 
explanatory letter was sent to 
suppliers who were not fully 
aware of the existence of Hus-
qvarna’s Code of Conduct, and to 
those who did not know that big-
ger suppliers, above 20 SEKm, 
should be ISO14001 certified. 

A new process for screening 
suppliers and contractors will be 
launched in 2011. 
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Sustainability indexes

fTSE4Good
Husqvarna is included in the 
FTSE4good Index Series, a mar-
ket index that measures the per-
formance of companies that meet 
globally recognized corporate 
responsibility standards.

folksam
The Swedish insurance company 
Folksam compiles an annual index 
of sustainability performance 
among Swedish listed companies.

Kempen SRi
Husqvarna was evaluated by the 
Dutch bank Kempen in 2010 and 
approved for inclusion in the 
Kempen SNS European SRI Uni-
verse, an index for responsible 
investments.

COnTACTS  For environmental questions, please contact Jonas Willaredt, Vice President Environmental Affairs and for other questions 
regarding this report, please contact Cathrine Stjärnekull, Internal Communications and Sustainability Communications Manager.

Husqvarna is represented in a number of sustainability indexes.
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