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Fjordkraft is the number one brand for 
electricity retailing in the Norwegian 
consumer market and the number two 
brand in the business market. The 
Company supplies electricity to an 
estimated more than 1.3 million people 
through ca. 600,000 delivery points 
in households, businesses and public 
entities across Norway. Fjordkraft’s 
vision is to supply electricity to more 
than two million people and to be 
Norway’s most attractive electricity 
retailer. 

In April 2017, Fjordkraft became  
a provider of mobile telephony. 
Fjordkraft also supplies home chargers 
for electric cars.

Fjordkraft had 252 permanent 
employees at the end of 2018.  
The Head office is in Bergen, and the 
company also has offices in Sandefjord, 
Trondheim, Oslo and Stavanger.

In 2018, the Fjordkraft Group’s turnover 
was NOK 6.7 billion. Fjordkraft Holding 
ASA became a publicly traded company 
on 21 March 2018. The energy supplier 
TrøndelagKraft is wholly owned by 
Fjordkraft.
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A word from the Chief 
Executive Officer:  
Time for action
To put it concisely, sustainable development is about meeting 
today’s needs, without destroying the environment for the people 
who come after us. The UN Climate Panel has shown with great 
clarity that we are heading in the wrong direction. 

Therefore, since 2016 we have given special attention to UN 
Sustainable Development Goal 13; Fjordkraft is going to help to stop 
climate change.

It goes without saying that an escalating problem requires an 
escalating solution. Fjordkraft’s answer is “Klimanjaro” – the 
requirement for our suppliers to be climate-neutral from 2019. 
In 2016 we did not know what the consequences would be if our 
main suppliers refused to comply with this requirement. Nor did we 
know whether climate-neutral companies could deliver the same 
services at the same price and with the same quality. But this was a 
risk we thought was necessary to take. 

By setting the requirement for our suppliers, we are making an 
impact that is more than 100 times greater than what Fjordkraft 
could achieve alone. If other businesses impose the same 
requirements on their suppliers, we will see a domino effect that 
exceeds the impact of all other climate actions.

“Klimanjaro” can be replicated by any company in any industry 
anywhere in the world. All it takes is a decision. If we are to have 
any hope of limiting the global rise in temperature to one and a half 
degrees, that decision has to be made now.

Rolf Barmen

Photo: Cecilie Bannow



To be the most attractive electricity retailer
in Norway, Fjordkraft must balance the needs 
of its customers, employees, owners and 
society at large. At certain periods we can 
concentrate on one group, but over time our 
efforts must be distributed. The optimum 
approach therefore is to take measures that 
are favourable to several stakeholder groups. 
Our social responsibility is largely founded on 
idealism, but there is a limit to how much can 
be done purely as charity. In order to make the 
largest possible contribution to sustainable 
development, we must identify the measures 
that are socially beneficial and can support 
our business operations.

The right  
balance
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Fjordkraft makes it more expensive to pollute

Strategy Director Arnstein Flaskerud 
is the man behind ”Klimanjaro”, the 
requirement for Fjordkraft’s suppliers 
to be climate-neutral. Here he explains 
why market-based solutions are the 
way forward to fulfilling the Paris 
Agreement and the UN sustainable 
development goals. 

The Paris Agreement obliges all countries 
to limit the global temperature rise to well 
below two degrees, and the world must 
become climate-neutral by the second half 
of this century. No more greenhouse gases 
must be emitted than the earth can absorb. 
If we are to reach these goals, immediate 
action is required from both the private and 
public sectors.

Fjordkraft’s response is to change the 
rules for procurement. We use our market 
leverage to require our suppliers to be 
climate-neutral. Those who do not take 
responsibility for the climate are not going 
to trade with Fjordkraft. This gives our 
suppliers a strong incentive to become 
climate-neutral, and it gets results quickly. 
Three years after we decided on this 

supplier requirement, our suppliers are 
cutting and compensating for 60,000 
tonnes of CO2 equivalents. This equates 
to almost 7% of Norway’s total reduction 
in greenhouse gas emissions from 2016 to 
2017.

Climate neutrality is currently a competitive 
advantage, but in a few years’ time it will 
be a pure hygiene 
factor, in the 
same way that 
climate account 
is for publicly 
traded companies 
in Norway today. 
It therefore pays 
to be early. Now that climate risk is also 
becoming part of the credit rating for more 
and more banks, unsustainable companies 
will be compelled to adapt.

To be climate-neutral, you must be 
conscious of your own climate footprint and 
compensate for emissions when purchasing 
quotas. The principle of purchasing quotas 
is that it is the polluter who has to pay. 
Because compensation for the purchase 

of climate quotas requires measurable 
quantities, you have to map out and 
quantify your own climate footprint. This 
makes it easier to set specific targets for 
cuts in emissions and to make your own 
climate work visible.

The quota system is the mainstay of the 
common European climate policy, and in a 

quota market like 
the EU’s, increased 
demand for quotas 
will drive the price 
up. If the polluter 
has to pay, this 
ensures that the 
emission reductions 

in Europe are made where it is cheapest, 
and where there are stronger incentives 
to adopt climate-friendly technology. It is 
only when the cost of pollution exceeds the 
cost of sustainability that we can achieve 
the objectives of the Paris Agreement and 
sustainable development goal 13.

Fjordkraft has been climate-neutral since 
2007. By using simple market mechanisms, 
we can now multiply our climate impact 

by over 100 as measured in emission 
cuts and compensation of tonnes of CO2 
equivalents. Our objective is to create a 
market where climate neutrality is not only 
the ideal, but the new standard. If several 
businesses set a requirement for climate 
neutrality for their own suppliers, we will 
achieve a domino effect that exceeds the 
effect of all other climate measures.

Arnstein Flaskerud 

Photo: Rebekka Davidsen

The price of CO2 quotas increased 
sharply in 2018, from EUR 7.78 per 

tonne at the start of the year to  
EUR 24.73. We would need to  

return to 2008 to find a year with 
higher CO2 rates.



Why does Fjordkraft use  
the UN sustainable develop-
ment goals?

The UN sustainable development goals are 
the world’s common work plan to eradicate 
poverty, combat inequality, and halt climate 
change by 2030.

The sustainable development goals were 
adopted by the United Nations General 
Assembly in September 2015 and follow on 
from the UN millennium development goals 
(2000 – 2015). Whereas the Millennium 
Development Goals concentrated on 
developing countries, the new targets are 
global. All of the UN’s 193 member states 
now agree on a total of 17 main goals and 
169 interim goals. Now the business world 
must take responsibility too.

Fjordkraft is concerned that our 
sustainability efforts should have the 
greatest possible impact. We achieve 
this by using market mechanisms and 
recognised international standards as a 
starting point for our initiatives. The 17 
sustainable development goals have proven 
to have a mobilising effect and are now the 
standard for the green shift for companies, 
organisations and governments around the 
world.

In 2018 Fjordkraft placed special emphasis 
on the achievement of Goal 13, to stop 
climate change. This is where Fjordkraft can 
make a contribution that really pays off, 
with actions that are closely related to our 
operations as a power supplier.

6.
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Attitude and action

Five out of ten companies 
are considering placing 
requirements on their own 
suppliers if they are to go on 
doing business with them.

5/10

In the autumn of 2018, Norstat conducted 
a survey on behalf of Fjordkraft of the 
attitudes and actions of Norwegian 
businesses in relation to climate and 
environmental work. 

A representative nationwide sample of 
600 small and medium-sized enterprises 
participated, 300 private and 300 from the 
public sector. The results were presented 
as part of ‘Arbeidslivets klimauke’ (‘Climate 
week’), a campaign run by the NHO, LO, KS, 
Unio, YS, Virke and Akademikerne unions in 
February 2019.

Key findings in the survey were that

•  eight out of ten businesses say they are 
concerned or very concerned about climate 
and the environment

•   over half of the companies wanted more 
stringent climate requirements from the 
authorities

•   half of the companies are considering 
placing requirements on their own suppliers 
if they are to go on doing business with 
them

•  four out of ten businesses believe 
environmental and climate work pays off

• half of the companies have taken steps to 
reduce greenhouse gas emissions over the 
past year

Fjordkraft’s chief executive Rolf Barmen 
presented the results of “Klimanjaro” at the 
breakfast meeting marking the opening 
of the ‘Climate week’. Barmen said that, 
based on the positive response that the 
“Klimanjaro” initiative has received nationally 
and internationally, it is tempting to call it a 
sin of omission if any Norwegian business 
leaders now fail to follow up and demand 
climate neutrality from their suppliers.
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Fjordkraft has been climate-neutral since 
2007 and will remain a climate-neutral 
company by reducing its own greenhouse 
gas emissions, purchasing power with a 
guarantee of origin, and compensating for 
residual emissions through the purchase of 
certified climate quotas.

Fjordkraft will promote awareness of its own 
climate footprint and will actively influence 
other businesses to do the same. As of 
2019, we also require our suppliers to be 
climate-neutral through a climate initiative 
called “Klimanjaro”. 

Each year, we publish Fjordkraft’s climate 
accounting in Klimapartnere Hordaland’s 
overall emission report. 

Fjordkraft has experienced considerable 
growth in recent years, and our climate 
footprint is affected by this. We are 
therefore implementing several internal 
climate and environmental initiatives.

• We use technology to streamline the
 communication between our five  
 locations and to reduce the need for

 travel. In 2018 we updated 19 meeting
 rooms with new video conferencing
 equipment.
• We encourage carpooling and the use of
 public transport by limiting the number
 of parking spaces for our employees.
 Those who choose to leave their car at
 home receive a financial compensation.
• We provide employees with the
 opportunity to recharge their electric cars
 at work.
• We encourage employees to keep fit by
 cycling, jogging or walking to work.
• We sort our waste for recycling.
• We have reduced the use of disposable
 cups and beakers.
• We have reduced the use of non-
 biodegradable material in giveaways.

Fjordkraft’s residual emissions are 
compensated for by the purchase of 
approved climate quotas. For 2018 we 
purchased both CER (Certified Emission 
Reduction) and EUA (European Emission 
Allowance) quotas equivalent to our entire 
residual emissions.

Climate action in Fjordkraft
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Climate accounting

CLIMATE ACCOUNTS (TONNES CO2E.) 2017 2018 Change 2017-2018

Total direct emissions (Scope 1)

Fuel (vehicles and other consumption)

Fuel oil

Process emissions

Paraffin, propane and gas

Total indirect emissions from purchased energy (Scope 2) 0,0 0,1

District heating/cooling 0,1

Electricity market-based 0,0

Total other indirect emissions (Scope 3)  184,9 173,3 - 6,3 %

Flights 152,0 144,0 - 5,3 %

Residual waste for combustion

Mileage allowance 32,9 33,3 1,2 %

Other travel (train/bus/taxi)

Other (purchased goods and services)

Waste for recycling

Commuting

Total emissions 184,9 173,4  -6,2 %

KEY FIGURES

Number of employees/annual Works 212,0 252

Total energy consumption - MWh (fossil fuel + purchased energy) 543,0 540

Heated area (m2) 4 024,0 4182

CLIMATE AND ENERGY INDICATORS

Total emissions per unit sold (tCO2e/NOK million) 0,04 0,04

Total emissions per FTE excl. process emissions (tCO2e/FTE) 0,9 0,7

Energy consumption for heating premises (kWh/m2) 134,9 129,1

Fjordkraft’s climate accounts are published 
every year in the overall emissions report 
for Klimapartnere Vestland (formerly 
Hordaland).
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Partners and  
certifications

Eco-Lighthouse
The Fjordkraft Group’s offices in Bergen, 
Trondheim, and Sandefjord were Eco-
Lighthouse certified in the second half of 
2017.  Being an Eco-Lighthouse means 
you have to work systematically on actions 
to secure a more environmentally friendly 
operation and a good working environment. 
Each year Fjordkraft must produce a climate 
and environment report in which the effects 
of actions are measured and new targets 
are set. Eco-Lighthouse is recognised by the 
EU.

Climate Partners
Fjordkraft is a member of the regional 
network project Climate Partners Vestland 
(formerly Hordaland), which works to 
reduce greenhouse gas emissions and to 
stimulate green communities and business 
development in the county. In 2018 the 
network consisted of 30 public and private 
businesses. Climate Partners Vestland 
publishes an annual report on its members’ 
total emissions.

Climate Neutral Now
Fjordkraft participates in the UN Climate 
Neutral Now Initiative, launched in 
conjunction with the Paris Agreement in 
2015. The purpose of the initiative is to 
encourage states, businesses, and private 
individuals to undertake climate action 
to achieve the objectives of the Paris 
Agreement. The Climate Neutral Now 
Initiative’s three-step method for climate 
neutrality forms the basis for Fjordkraft’s 
supplier requirements in “Klimanjaro”. Every 
year Fjordkraft reports on quota purchases 
and internal measures for emission cuts to 
Climate Neutral Now.
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Products and services for  
the low emission society
Fjordkraft Pulse
In 2018 we invited 1,000 pilot customers 
to test Fjordkraft Pulse, an app that 
retrieves data from the new smart meters 
(AMS) and gives customers the opportunity 
to monitor their own power consumption. 
Fjordkraft Pulse follows a simple pulse 
meter that plugs into the AMS meter and a 
receiver that plugs into the customer’s WiFi 
router.

Fjordkraft Pulse is one of seven pilot 
projects that have been selected to receive 
support through Enova’s AMS projects. The 
results of the projects will be analysed to 
determine which systems for real-time 
communication and associated solutions 
provide the best results for different 
customer groups.

Home chargers for electric cars
In February 2018 Fjordkraft launched 
home chargers for electric cars for private 
customers. The charging stations are repaid 
through electricity billing. The Directorate 
for Civil Protection and Emergency 
Preparedness (DSB) recommends that 
owners of electric cars or chargeable 
hybrids acquire an approved wall charger 
for charging at home. It is not permissible 
to use a regular wall socket for regular 

charging because these are prone to 
overload and earthing faults. Nevertheless, 
surveys show that 60–70% of electric and 
hybrid car owners regularly charge their 
car in a normal wall outlet. In addition to 
facilitating the use of chargeable vehicles, 
Fjordkraft wants to make it easier for 
customers to recharge safely.

Ladestasjoner.no
Fjordkraft provides the service 
ladestasjoner.no, which is available online 
and as a separate app. Using our charging 
map, which retrieves data from NOBIL, you 
can easily find charging stations nearby and 
get an overview of which charging points 
are suitable for different types of cars. The 
charging map provides a list of more than 
10,000 charging points in Norway and 
the Nordic countries. At ladestasjoner.no 
you will also find tips and advice on rapid 
charging and everything else you need to 
know about charging your electric car.

Solar energy
In 2018, the Fjordkraft Group sold solar 
panels under the TrøndelagKraft brand. 
From April 2019, we will also sell solar 
panels through Fjordkraft. We also purchase 
the surplus power our solar energy 
customers produce.

Other products and services
In addition to power supply contracts, 
Fjordkraft provides consultancy and energy 
management tools to provide an overview 
of energy consumption, cost savings and 
environmental impact.

Business customers are offered energy 
labelling and energy mapping services.  
All buildings over 1000 m² must have 
energy labelling every ten years and must 
hold a valid energy certificate. This is 
mandatory for anyone selling or renting 
commercial buildings. Energy mapping is a 
more comprehensive mapping analysis of 
the building’s energy usage and of how to 
reduce such use.

All business customers also have access 
to climate accounting that follows the 
standard for the Greenhouse Gas Protocol.
As electricity supplier, Fjordkraft is obliged 
to purchase electricity certificates. 
Fjordkraft also provides guarantees of 
origin, giving the customer the opportunity 
to purchase 100% guaranteed clean power 
on the way to becoming climate-neutral.
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“Klimanjaro” - climate neutral 
supply chain
This is “Klimanjaro”
 “Klimanjaro” is a climate initiative whereby 
Fjordkraft requires the company’s suppliers 
to be climate-neutral as of 2019. The 
objective is to create a market where 
climate neutrality is not only the ideal in 
question, but the new standard. 
In order to communicate the climate 
effort to Fjordkraft’s private customers, 
“Klimanjaro” was formulated in autumn 
2018 as the following pledge: “We promise 
that our suppliers will be climate-neutral. 
Together, we are creating a climate-friendly 
value chain.”

What are we fighting for?
We must stop climate change. Researchers 
on the UN Climate Panel believe that a 
two-degree temperature increase is the 
limit of what nature can withstand. If the 
temperature rises more than that, climate 
change will become impossible to control. 
In line with the Paris Agreement, Fjordkraft 
is working to ensure that the increase in 
temperature does not exceed 1.5 degrees.

The Climate Panel’s special report on the 
1.5-degree target from October 2018 
emphasises the need for immediate action 
from all sectors of the global community. 

Fjordkraft believes the business world must 
press ahead and use market mechanisms to 
achieve rapid and substantial emission cuts.

About the name “Klimanjaro”
Klimanjaro’ is a play on the name of Africa’s 
highest peak, Mount Kilimanjaro, and 
the word ‘klima’ (Norwegian for climate). 
Climbing Kilimanjaro is an ambitious 
task, but with the right preparations 
and sufficient time for acclimatisation, 
it can be achieved. Likewise, Klimanjaro 
is an ambitious, but perfectly feasible, 
climate initiative for all companies and 
organisations willing to make a difference 
and to take responsibility for the climate.
Researchers are concerned that the 
glaciers on Kilimanjaro are melting, and the 
global rise in temperature is accelerating 
this development. The situation on 
Kilimanjaro is thus a good picture of the 
challenges the world is now facing. By 
taking inspiration from an African mountain, 
we are making the point that this is a global 
challenge. 
 
 
 
 
 

Recognised by the UN
In 2018, “Klimanjaro” attracted 
international attention. During the Climate 
Week in New York in September 2018, it 
became apparent that “Kilimanjaro” was 
one of fifteen climate initiatives that would 
receive the UN Climate Action Award. There 
were a total of 560 candidates for the 
award.

At the time, it was just over a year since 
Fjordkraft’s requirement for a climate-
neutral value chain was discussed on the 
UN’s websites for the first time, under the 
heading “Norway Electric Company Cleans 
Up Its Supply Chain.”

Fjordkraft was one of four winners in the 
“Climate Neutral Now” category, and was 
the first Norwegian company to receive 
this award. The award ceremony took place 
during the climate summit in Katowice, 
Poland, where Chief Executive Rolf Barmen 
also gave a lecture on “Klimanjaro”.
The winning initiatives are entitled 
“Momentum for Change Lighthouse 
Activities” and are recognised by the UN as 
innovative, scalable and practical examples 
of how climate change can be combated.Foto: Aleksander Svanø
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Method
Climate neutrality is not about zero 
emissions, but about mapping out and 
reducing your own climate footprint, 
combined with the purchase of approved 
climate quotas. To prevent Fjordkraft from 
being part of a discussion on methodology, 
“Klimanjaro” builds on the UN’s proven 
methodology and definition of climate-
neutral businesses.

Businesses should reduce their own climate 
footprint by taking the following three 
simple steps. They have to:
• measure their greenhouse gas emissions;
• reduce them as much as possible; and
• compensate those which cannot be
   avoided by purchasing approved climate
   quotas

These three steps must be repeated 
annually for businesses to remain climate-
neutral.

Quota purchase
In the UN’s three-step method, residual 
emissions are compensated through the 
purchase of UN-certified climate quotas 

(CERs). Fjordkraft has also committed itself 
to buying a certain proportion of CERs 
through participation in the UN Climate 
Neutral Now Initiative.

Because there is no cap on the number of 
CER quotas issued, Fjordkraft has also, for 
2018, acquired EU quotas (EUA: European 
Emission Allowance) corresponding to 
the entire company’s residual emissions. 
By purchasing EUAs in the EU quota 
market, there are fewer quotas available 
for industrial and power plants, which 
need quotas to fulfil their emission 
commitments. This increases the price per 
quota, making it more expensive to pollute. 

This, in turn, will strengthen the incentives 
for technological development and the 
development of renewable energy.
Fjordkraft does not as yet specify 
requirements as to which of the above 
quotas the company’s suppliers will use.  
Nor are there any requirement that 
suppliers should trade in guarantees of 
origin or Fjordkraft’s climate quotas.

An example to follow
Fjordkraft has a stated goal that companies 
outside the company’s value chain should 
also require climate neutrality from their 
suppliers. In this way, we can achieve a 
domino effect that surpasses the effects 

of all other climate measures, creating a 
market where climate neutrality is the 
standard.

Fjordkraft has therefore published all the 
information and templates used in dialogue 
with their own suppliers on the company’s 
website. In 2018, this information was 
made more readily available at klimanjaro.no.

Fjordkraft has also shared experiences from 
“Klimanjaro” in a large number of lectures, 
with special-interest organisations, 
customers, suppliers, partners, and others, 
and has held working meetings with 
businesses seeking to impose stricter 
climate requirements on their suppliers.

Results
The requirement for climate neutrality has 
been well received by our suppliers. As 
expected, there was a marked increase in 
suppliers who signed declarations of intent 
in 2018 as the deadline of 1 January 2019 
approached.

By the end of 2018, 127 suppliers had 
committed themselves to becoming 
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climate-neutral by 2019. Three suppliers 
had not accepted the requirement and 
therefore risk having their contracts 
terminated.
The requirement on climate neutrality was 
set in 2016 and was targeted to fixed-
contract partners with contracts worth over 
NOK 100,000 a year. 

This limitation was made to enable us to 
monitor the requirement. All new permanent 
suppliers, including those with contracts 
under NOK 100,000, must be climate-
neutral.

“Klimanjaro” means that there will be cuts of 
or compensation for 60,000 tonnes of CO2 
equivalents in 2019. This equates to almost 
7% of Norway’s total emission reductions 
from 2016 to 2017 and is more than 100 
times what Fjordkraft would have managed 
to cut or compensate for without imposing 
the requirement on its suppliers.

The road ahead
In 2019 we will

• terminate contracts with suppliers who
 are not willing to become climate-neutral
• carry out spot checks to ensure that
 the suppliers are complying with their
 obligations
•  enable more companies outside
 Fjordkraft’s supply chain to set the same
 requirement, through information sharing,
 lectures and work meetings
•  communicate ”Klimanjaro” to our private
 customers
• make it easier for business customers to
 become climate-neutral by providing
 advice and sales of guarantees of origin
 and climate quotas  

Churn analyst Aleksander Svanøe climbed 

Kilimanjaro in the summer of 2018  

Photo: Marthe Olsrud Åslie

At the end of 2018,  
127 suppliers had committed  

to be climate-neutral.

46972

2017 2018

59880

TONS CO2-EQUIVALENTS 
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In December 2018, Elisabeth Skage teamed up 
the Green Warriors of Norway and helped clean up 
a small cove on Ulvøy in Øygarden. 11 volunteers 
collected 75 full bags of plastic rubbish. The bags 
were later picked up by boat by the Green Warriors 
of Norway. 
“There are already many people who do a good job 
of organising beach cleaning, so #plastsmart will 
not arrange for beach cleaning. We want to take 
measures to prevent plastic from going to waste. 
But it’s still quite an experience to be involved 
with the clean up, to feel how plastic crumbles 
between your fingers and to see how the plastic 
piles up and changes the landscape. It gives me a 
strong motivation to do my bit to solve this,” says 
Skage.

Photo: Rune Gåsø
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Fjordkraft gets #plastsmart
Elisabeth Skage works on a daily basis 
as a project manager with Fjordkraft. 
She is currently on secondment to the 
Progressio think tank to guide the 
project #plastsmart.

What is #plastsmart?
– #plastsmart is an initiative of the senior 
management think tank Progressio, 
established by the Bergen Chamber 
of Commerce and Industry, and has 
participants from business, research, 
academia and the municipality. We want 
to take responsibility and take action that 
can help to reduce the extent of plastic 
pollution in the environment. We have a 
great deal of competence and and have 
undertaken extensive research on plastics 
in the ocean in the region, and our value 
creation is largely related to resources in 
the sea. It is quite natural, therefore, to 
cooperate to find methods and solutions 
that limit the amount of plastic that ends 
up in the sea.

What is the goal of #plastsmart?
 – The overall goal of #plastsmart is to 
reduce plastic consumption and the extent 
of plastic waste. #plastic-smart aims to 
help individual businesses to identify 
actions they can take in different parts 
of the value chain and improvements 
they can make in their activities. We will 

adopt measures, methods and systems 
that reduce plastic pollution locally and 
regionally, but that can also be conveyed 
nationally and globally. We will be 
international leaders in knowledge and 
the dissemination of knowledge regarding 
plastic pollution.

When was #plastsmart 
established?
– #plastsmart was established in the 
second half of 2018. At that time the 
senior management think tank met and 
decided that this is something we need 
to take responsibility for and must help to 
resolve. Since then, the project organisation 
has been established and the tasks have 
been concretised. All the businesses in the 
think tank will contribute in different ways, 
and pilots projects are now under way in 
the very first sub-project.

What is Fjordkraft’s role in 
#plastsmart?  
– The project will be implemented with 
a high degree of input from each of the 
companies in the think tank. Everyone will 
be contributing in different ways. I am on 
secondment from Fjordkraft to manage 
the project. Fjordkraft has been developing 
and improving its project methodology for 
many years, and this is a methodology that 
is well suited for these types of projects.” 

In addition, Fjordkraft’s Strategy Director is 
part of the Steering Group. 
It is natural for Fjordkraft to take a project 
manager role in the project. Fjordkraft, with 
its Klimanjaro Initiative, has shown that a 
single player can make a difference, and 
the method has an escalating effect. The 
experience of working with Klimanjaro can 
be reused in #plastsmart. Fjordkraft has 
also decided to participate as a pilot in 
the first part of the project – #plastsmart 
business.

What is #plastsmart business?
– In #plastsmart business, we will map 
out our own material flows and identify 
where plastic is consumed or disposed 
of in the value chain. Consumption will 
be documented and recorded, and this 
information will be used for implementing 
actions and solutions that will help to 
reduce the extent of waste plastic. The 
method used will provide increased 
competence on plastics and alternative 
solutions. The knowledge and experiences 
we acquire will be conveyed to others who 
want to take action that has an impact. It is 
important for us to have a research-based 
approach to this, so that we are confident 
that we are choosing the measures that 
have the best effect.

How does #plastsmart 
contribute to the attainment of 
sustainable development goal 13?
– According to the Norwegian Climate 
Foundation, greenhouse gas emissions 
from the plastic supply chain are at the 
same level overall as emissions from all 
aviation in the world. And in the same way 
that the aviation industry is planning and 
investing in growth, the plastics industry 
is also planning for increased use of 
plastics. If the annual plastics consumption 
continues to increase as it does now, the 
relative proportion of oil that goes into 
plastics might be around 20% in 2050. Cuts 
in plastic use and plastic production can 
thus lead to substantial cuts in emissions.

#plastsmart also contributes to the 
achievement of Sustainable Development 
Goal 14: Conserve and sustainably use the 
oceans, seas and marine resources. This 
cannot be achieved without sustainable 
consumption and production patterns 
– Goal 12. In #plastsmart we will work 
together to achieve these goals – Goal 
17. I could also have included Goals 9 
and 11, which deal with innovation and 
infrastructure, and sustainable societies. 
The point is that good, sustainable, and 
innovative measures against plastic 
production and pollution will have a positive 
impact in a number of areas.
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Ethics at  
Fjordkraft

Climate neutrality is only one of the 
requirements that Fjordkraft sets for its 
suppliers. Fjordkraft operates with stringent 
requirements within its own organisation 
regarding proper conduct in business and 
expects the company’s suppliers to adhere 
to the same high standards.

Fjordkraft’s suppliers are obliged to comply 
with and abide by the eight fundamental ILO 
conventions on
• freedom of association and protection of
 the right to organise (no. 87)
• right to organise and collective bargaining
 (no. 98)
•  forced labour (no. 29 and no. 105)
•  discrimination relating to the workplace
 and pay (no. 100 and no. 111)
• minimum age for employment and work 
 (no. 138)
• the worst forms of child labour (no. 182)

Our suppliers must also ensure that any sub-
contractors they use directly to fulfil the 
contract with Fjordkraft also comply with 
these conventions.

Through its internal code of conduct, 
which is based on recognised national and 
international standards, Fjordkraft has 
adopted strict anti-corruption provisions.
To prevent corruption further down the 
supply chain, Fjordkraft requires that these 
regulations shall also apply to the supplier’s 
employees and any sub-contractors.

Fjordkraft is entitled to terminate the 
agreement with any supplier convicted 
of or fined for corruption. To qualify to 
compete in new tenders, it is a requirement 
that suppliers have not been convicted of 
corruption, organised crime or similar in the 
past five years.

Fjordkraft also requires suppliers and 
subcontractors to have pay and working 
conditions that comply with the applicable 
regulations.
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In 2018 Fjordkraft entered into an agreement 
to become a strategic partner with the 
Church City Mission, and signed a multi-year 
agreement starting on 1 January 2019. The 
purpose of the cooperation is to strengthen 
the beneficial and humanitarian measures 
the Church City Mission is implementing in the 
cities of Oslo, Bergen and Sandefjord.

For Fjordkraft, cooperation is included in the 
company’s corporate social responsibility 
strategy, with an internal goal of creating 
pride and employee engagement. Kindness is 
one of Fjordkraft’s core values, and we want 
to see how we can link our commitment to 
the work the Church City Mission is doing to 
secure a warmer society with less loneliness.
The intention is for Fjordkraft’s employees 
themselves to be able to contribute to the 
work of the Church City Mission in the local 
area.

In autumn 2018, a group of Fjordkraft 
employees took part in their own initiative in 
the Church City Mission, the #oransjeskjerf 
campaign. 30 scarves were supplied to the 
Church City Mission in Bergen.

Photo: Maja Huse, Fjordkraft

Strategic collaborator –  
The Church City Mission
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Local community 
initiatives  
throughout  
Norway
Each quarter, the Fjordkraft Group allocates 
sponsorship funding for local community 
initiatives, organised by teams and 
associations throughout Norway. Initiatives 
that benefit many are prioritised, and each 
applicant can receive up to NOK 20,000, as a 
one-off support payment.

In 2018, a total of NOK 1 million was handed 
out through this sponsorship scheme. 
Of this, NOK 400,000 was allocated to 
the TrøndelagKraft brand (or Trondheim 
Kraft in the first two quarters of the year). 
TrøndelagKraft also allocated NOK 200,000 
to a support scheme for Kvikne-Rennebu and 
Selbu, following Fjordkraft’s acquisition of 
TrønderEnergi Marked.

Prosjekt Takknemlighet
Barnas Refeks

Fjordcup 
Klyve IL Håndball

Søreide Idrettslag
Kammerkoret Bocca

Sørvest Bandyregion
Ålesund Innebandyklubb

Aktivt Pusterom
Ulriken Eagles

Tromsø Slalomklubb
Vestre Toten Handicapidrettslag

Mellembygd fotballag G11
Malmefjorden Grendalag

Tjeldstø Skule FAU
Sherpatrappene

Plukkposen
Fyllingen Basket

Arna Urban
En hjelpende hånd Haugaland

Sunde IL G12
Kristiansand Danseklubb

Lille Tøyen J04 fotball
Elvebyen Håndballklubb

Rotsundelv IL
Pilskog Ovenpå

Løv-Ham IL
SK Djerv Badminton

Wayback Bergen
Haugesund Atletklubb

Undheim Idrettslag

Voll Idrettslag
Næroset IL

Kvitsund Idrettlag
Koll Volley

Norsk Døvefotball
Ellingsrud Innebandy

Tjøme Il , Fotballgruppa
Sea Skrova

Bodø Gym  og turnforening
Ups & Downs Hordaland

Sotra Sportsklubb
Søreide Idrettslag

Hundvåg Fotball
Brodd IL

Farsund Turnforening
LofotVolley

Hunstad fotballklubb
Nidaros Diskgolfklubb

Ragni Kristiansen
Hållingen Fotball Jenter 12 år

Utleira G16 Håndball
Maria Lyngstad og Aleksander Jokic

Skigruppa Sørli Idrettslag
Sparbu IL Fotball

Astor Ishockey
Singsaker Basket

Trondheim Bordtennisklubb
Trondheim Baseballklubb

Nidelv Fotball 
ØstbyenFrivilligsentral
NTNUI damelag bandy

Fosen Ekstra
KS Jentebølgen

Trondheim Cheerleadingklubb
VI - sammen i Norge
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Charity Christmas calendar
Each year Fjordkraft has a Christmas 
calendar in which we combine prize drawings 
of NOK 5,000 for lucky customers with 
donations of similar amounts to a charitable 
organisation. The winning names are drawn 
every day, including Christmas Eve.  
On Christmas Eve, we draw a grand prize of 
NOK 50,000 for one of these organisations. 

A similar Christmas calendar is arranged, 
with the same amounts, under the   
TrøndelagKraft brand. In 2018, the grand 
prize went to Doctors Without Borders 
(Fjordkraft) and the Norwegian Air 
Ambulance (TrøndelagKraft). Under the 
Fjordkraft brand we also ran ‘Påskenøtter’ 
(a Norwegian quiz game for Easter) in 2018 
following the same model, but without the 
grand prize.

Other support
In 2018 Fjordkraft has maintained its 
support for Fyllingsdalen Theatre, located 
next to the company’s headquarters. The 
theatre is an important cultural institution 
for children and young people in Bergen, 
but despite full houses and good reviews, 
it has been balancing on the edge of a cliff 
financially for several years.

Fjordkraft signed a two-year contract with 
Rein By, who lost important sponsorship 
money after Telia dropped the Chess 
brand in Bergen. Rein By is a not-for-profit 
organisation founded to give drug addicts 
and others who have lost their job a second 
chance. As the name implies (“Clean City”), 
they perform an important service in keeping 
Bergen nice and clean.

In Bergen, the Beffen passenger ferry has 
been an important part of the cityscape, 
with its daily trips across Vågen, the 
central harbour. Because expensive repairs 
threatened further operations, Fjordkraft 
contributed to fundraising from the business 
community. In Sandefjord we supported the 
Bench Project, in which various community 
groups decorate benches that create a 
splash of colour in the city centre. The 
Salvation Army and the Church City Mission 
received a lump sum for their important work 
during the pre-Christmas period, and we also 
provided support for various environmental 
organisations and for plastic clean up in the 
archipelago.

In 2018, Fjordkraft allocated NOK 2 
million to local initiatives and charities.

2000 000

Rein By are cleaning Koengen.

Ulriken Eagles
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The Fjordkraft Group is an attractive place 
to work for young people who wish to 
combine studies with part-time jobs in sales 
or customer service. For the 41 positions we 
created in 2018, we employed 11 external 
candidates, 8 internal candidates and 22 
candidates who were already hired by 
Fjordkraft.

In 2018, the Fjordkraft Group had two 
trainees from the Trainee West programme. 
One of these is now a permanent employee 
of Fjordkraft.

The IT Department has had a person on work 
training organised by the action organiser 
A2G, and is in dialogue with the Norwegian 
Labour and Welfare Administration (NAV) on 
deployment sites. 

In the school year 2018/2019, the IT 
department also has two work practice pupils 
from Krokeide Upper Secondary School. 
Krokeide Upper Secondary School offers 
vocational secondary education for people 
with learning disabilities or mental/physical 
disabilities. 

Including hired staff and consultants, there were

working for Fjordkraft at the end of 2018
405 PEOPLE

At the end of 2018 Fjordkraft 
had 252 permanent employees.
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permanent employees

252215

Fjordkraft as  
a workplace

permanent employees
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Is your company considering setting a requirement  
for climate neutral supply chain?

Visit www.klimanjaro.no
Together we can create a domino effect
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