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Introduction

Ever since our beginnings in 1998, we have 
strived to build a culture in which people 
feel energized, where curiosity is encouraged 
and where we give support and care for each 
other.  We want to be successful in business  
but also have a positive impact on people, 
planet and society. 
 

For brands in AW Group, this starts at home 
– always treating people with respect,  
behaving ethically and contributing to 
economic development while improving the 
quality of life of the workforce and their 
families, as well as the local community 
and society at large.
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Introduction

We are AW Group

What started more than 20 years ago as a placement 
service for students has today evolved into a family of 
brands working to help people and companies meet 
tomorrow’s workplace requirements. In just a few years, 
we expect to more than double in size to become a 
EURO 1 billion company. And as we grow, our responsi-
bility and ability to have a positive impact on people, 
society and planet grows as well.

We believe in the potential for brilliance that resides  
in all human beings and that they are eager to grow.  
Our core values “Share energy”, ”Beat yesterday” and 
“Show heart” are part of our DNA and show our warm, 
inclusive, forward-looking and ambitious spirit. We believe 
that we can help businesses develop and grow by helping 
people develop and grow themselves. That is why our 
mission is: We make people grow. By helping make 
people grow, we are helping grow the positive impact 
those people can have on the world.

The beginning of the journey
Today’s workplace looks very different than it did in 1998, 
when our three founders started this company as a way 
to connect their university friends with companies in 
need of their talents. We’ve witnessed the rise of tempo-
rary staffing, the rapidly growing need for re-education, 
the emergence of disruptive new technology and more. 
We are on top of these developments, constantly striving 
to improve, innovate and raise the bar in what we deliver.

Now, more than 20 years later, we have a much larger 
scope and capacity as a business and as a contributor 

Our brands share a common history and a joint future, 
empowering companies with great people. We share the 
same vision. We are driven by the same core values. And we 
always help each other move forward. We are AW Group.

2017
Happo, Digitalent

2019
AW Executive Search

2016
Instajobs, AWX

2015
AW Academy

2014
Switzerland

2008
Finland, Denmark, 
Germany

2007
Norway

1998
Sweden

LAUSANNE

GENEVA

MUNICH

HAMBURG

STOCKHOLM 
& ARLANDA

GÄVLE ESPOO

SUNDSVALL

 

UMEÅ

ÖREBRO

LINKÖPING

JÖNKÖPING

GOTHENBURG

MALMÖ
COPENHAGEN

OSLO

VÄSTERÅS
KARLSTAD

TRONDHEIM

UPPSALA

AW Group in numbers during 2021

Number of internal  
employees (full-time): 935
Revenue: 331 MEUR 
EBITDA: 5% 
Charitable donations: 5 460 000 SEK

to society. AW Group now consists of four brands and 
is present in six markets: Sweden, Finland, Norway, 
Denmark, Germany and Switzerland. 

Together, we combine our shared expertise in developing 
people and businesses through building skills, processes, 
technology and data to deliver our clients’ talent needs 
across several areas: young professionals, experienced 
professionals, life-long learning, technology solutions 
and HR services.

Our brands 
 
Academic Work – Staffing and recruitment, 
specialized in young professionals.

AW Academy – Our next-generation school that 
challenges the education industry by offering time- 
efficient and qualitative trainings to close skill gaps.

AW Executive Search – Recruitment of experienced  
executive managers, on a permanent or interim basis, 
in the middle-management segment.

Digitalent – A new breed of IT consultancy focusing 
on meeting customers’ needs for senior expertise and 
leadership in today’s world of digital disruption and 
transformation.

ZÜRICH

TAMPERE
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Introduction Introduction

A word from  
the CEO

At the same time, 2021 was not just the year when Covid 
continued to influence our everyday lives. During the 
summer, we were all clearly warned that climate change 
is not just something that affects future generations. 
Extreme weather around the world and floods in Europe 
showed that the effects of climate change are happening 
here and now. For our own sake, and for the sake of future 
generations, we need to continue to push ourselves to do 
more and do better.

The social dimension of sustainability – People and Society 
– has always been part of our DNA and clearly linked to 
our core business. In recent years, we have also gradually 
expanded the concept to include all dimensions  
of sustainability. 

Our ultimate environmental goal is to become a climate 
positive business. To reach that goal, we are taking 
both strategic and operative actions. During 2021, 
important highlights included:

• In the end of 2021, we signed an agreement to  
offset historic emissions from all our company- 
related activities for the years 1998-2018. 

• The choice to gather all our Stockholm offices in Life 
City (“AW Building”) will have a massive effect on our 
efficiency and energy consumption. We expect this 
move to new and efficient facilities will allow us to 
decrease our energy usage in Stockholm by 50%.  

• During 2021, we took large steps towards a  
completely electrified car fleet, doubling our  
share of electrified cars compared to 2020. 

• With new national energy suppliers for most of  
our offices, we have been able to ensure 100% 
renewable energy to our Swedish offices.

The Covid-19 pandemic continued to bring challenges for people, society 
and business in 2021. But looking back over the past two years, we can 
feel proud. Faced with a situation never seen in our lifetime, we have 
learned a lot. And as we look forward, we can be very optimistic. We 
as a group have never been as strong as we are now, and the opportunities 
lying ahead of us have never been greater. 

Since we have no manufacturing, our direct negative 
impact from a global sustainability perspective is limited. 
However, we still have opportunities to better manage 
the emissions under our direct control with the objec-
tive to reduce them to zero. 

In terms of social engagement and philanthropy, since 
2004, we’ve partnered with Response Network, a Non-
Governmental Organization based in Livingstone in 
Southern Province, Zambia. The organization takes a 
“self-help” approach to supporting people in rural areas 
to build confidence, knowledge and improve their life 
situations through various programs. During 2021, our 
support and partnership with Response Network 

continued, and we are very proud to support the 
important work being done in Zambia. 

You can never do enough within sustainability, but  
we are pleased with our work in 2021 and that we have 
done what we set out to do. We are raising the bar for 
the future. 

Johan Skarborg

CEO of AW Group

We have high  
ambitions regarding 
sustainability and are 
strongly committed  
to being a role model 
within the area.
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Business model  
& value creation

Introduction Introduction

The core service offerings in AW Group are temporary staffing, recruitment, 
consulting and learning. AW Group provides these services through their 
portfolio companies Academic Work, AW Academy, AW Executive Search 
and Digitalent.

By adding new business models to new target groups, 
we have defined new, more sustainable ways to support 
organizations and people in shifting competencies for 
future needs. Competence development is a sustainable 
action for the resource management of organizations  
as well as for individuals, allowing them to remain 
attractive in the new labor market.

We create value for clients, employees, society and 
owners by helping people grow.

The power of a unique company culture 
Our culture is one of our strongest competitive advantages 
and, through our behavior, we are all part of recreating 
it every day. Our core values are the essence of AW Group, 
where “Share Energy”, “Beat Yesterday” and “Show Heart” 
are part of our DNA. These values guide us to embrace 
change, share best practices, care for each other and 
have fun – helping us to improve as a group.  

We want to be successful in business but also do good 
and have a positive impact on both people and the planet. 
For brands in AW Group, this starts at home – always 
treating people with respect, behaving ethically and 
contributing to economic development while improving 
the quality of life for the workforce and their families, 
as well as the local community and society at large. 

We have developed new training models aimed at new 
target groups, thereby extending our exclusive high- 
qualitative learning model to more people. We have 
reskilled employees at companies around Europe, 

launched international online coding bootcamps for 
private consumers and initiated upskilling programs for 
both consumers and companies. When unemployment 
hits, education is one of the most effective remedies. 
It is clear that what we offer contributes to both society 
and individuals, and that makes us very proud.  

AW Group fully supports each of the 17 Sustainable 
Development Goals (SDGs) set by the United Nations. 
Even though these goals are all intertwined, we put our 
emphasize on SDG 3, 4, 5 and 8, which relate most to 
our core business. We also focus on SDG 12 and 13 due 
to our overall responsibilities towards the ongoing 
climate crisis. It is within these goals that we can  
have the greatest impact. 

4. Quality  
Education

3. Good health  
and wellbeing

5. Gender  
Equality

8. Decent work  
& economic  
growth

13. Climate  
action

12. Responsible  
consumption  
& production

IntroductionSustainable business

Stakeholder  
dialogue 
AW Group has many mechanisms to communicate with our different 
stakeholders, both from an internal and external perspective. We use 
a variety of surveys, meeting structures and processes to gain a broader 
understanding of the experiences and perspectives of our main stakeholders. 
The input we get from these groups gives us valuable information and 
ensures that we set the right targets for our work.

Clients

STAKEHOLDER TYPE OF DIALOGUE/CHANNEL

Consultants

SKI (Svenskt Kvalitetsindex), F2F client meetings, client 

experience survey (CX-Survey), monthly NPS survey

Yearly satisfaction survey, monthly NPS survey, 

F2F consultant meetings

Candidates – Young Professionals YPAI (Young Professional Attraction Index), NPS survey

Internal employees Weekly office vibe, monthly 1:1 meeting, yearly  

performance review

Shareholders Annual general meeting, quarterly shareholder update

Suppliers Supplier assessment/supplier evaluation

NGO Quarterly financial and narrative reports, yearly budget 

process, visits on sight, follow-up meetings

Introduction

A good example is that YPAI survey confirmed, once again, 
that environmental sustainability was one of the top 10 
most important factors for young professionals when 
choosing an employer. Young professionals are one of 
our most important stakeholders – they are the candidate 
base for internal positions within AW Group, consultants in 

Academic Work and students in our accelerated learning 
programs in AW Academy. This made environmental 
sustainability more business-critical than ever for us.  
It emphasizes the importance of a continuous 
dialogue with our stakeholders.

11

A formal materiality assessment will be conducted during 2022, to give us an even better data  
regarding importance to our stakeholders and basis to determine our primary focus areas.

https://sdgs.un.org/goals/goal4
https://sdgs.un.org/goals/goal4
https://sdgs.un.org/goals/goal3
https://sdgs.un.org/goals/goal5
https://sdgs.un.org/goals/goal5
https://sdgs.un.org/goals/goal8 
https://sdgs.un.org/goals/goal8 
https://sdgs.un.org/goals/goal8 
https://sdgs.un.org/goals/goal13
https://sdgs.un.org/goals/goal13
https://sdgs.un.org/goals/goal12
https://sdgs.un.org/goals/goal12
https://sdgs.un.org/goals/goal12
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Introduction

A word from our Head of 
Corporate Social Responsibility
During 2021, Covid-19 continued to affect us, but we could also see how the world was 
slowly emerging from the pandemic situation. We were able to return to long-awaited,  
energizing physical meetings, and a hybrid work-life combination was created. A work- 
life where we use the combination of digital and in-person environments in a way that 
best fit both our people and our business. We were also pleased to once again welcome 
many new colleagues to AW Group when the labor market stabilized during the year.

As we want to be a positive force in the world, heart and moral will always be an 
important part of decision making within the sustainability area. However, the best results 
are created when we combine this mission to do good with business opportunities. 
This combination will ensure ambitious actions and powerful results. Therefore, this year 
we started mapping the sustainability dimensions of our business to better integrate 
ecological, economic, and social sustainability perspectives into the business.

We very much look forward to 2022 when we will further this work and clarify how 
our core business creates a more sustainable society today, and its potential to do so 
even more in the future. Our aim is that our business shall support and accelerate the 
large sustainability transition, a great transition that has only just begun.

Lina Tunek 

Head of Corporate Social Responsibility, AW Group 

Contact: lina.tunek@aw.com

Introduction

About this report

Covering the entire AW Group and intended for all our 
stakeholders, the purpose of this report is to communi-
cate our sustainability work from a social, environmental 
and financial perspective. We also share our view on 
human rights and how we contribute to the UN 
Sustainable Development Goals. 

The GRI (Global Reporting Initiative) is an independent 
international organization that has produced a set of 
standards on sustainability reporting. These standards 
are focused on how companies communicate their 
impact on sustainability issues  to stakeholders and 
what they deem important. This report is inspired by 
the GRI Standards’ Core option but has not been certified 
by an external body. Our agenda for sustainability is 
derived from a continuous dialogue with our various 
stakeholders. We have used those discussions to 
assess topics within the GRI sustainability framework 
that best apply to AW Group.

As we are constantly working to extend and develop  
our data set, the scope of the numbers presented in 
this report will vary. For us, this report is a chance to 
summarize our yearly performance in terms of sustain-
ability and to discover gaps that need our attention.  
The reporting period stretches from January 1st – 
December 31st, 2021.

This sustainability report constitutes AW Group's statutory 
sustainability report in accordance with the Annual 
Accounts Act and covers the financial year 2021. The report 
covers AW Group and its subsidiaries: Academic Work 
Holding AB, Academic Work Sweden AB, Academic Work HR 
Service AB, Academic Work Consulting AB, Academic Work 
Technology AB and Academic Work Solutions AB.



14 545

72%

We donated 1%  
of our net profit

Young professionals got the chance to influence tomorrow's workplaces in the  
Nordic countries, Germany and Switzerland thorugh YPAI

Increase in AW Academy  
graduates

to community investments in social projects

Summary 2021

Our employees feel they  
have a great relationship  

with their manager
– Benchmark 8,4

8,9
Great!

CO2e from
company travel

compared
to 2020

9 214
76 in Academic Work client NPS

77% of our total spend
is from sustainable suppliers

-17% in energy consumption/
employee compared to 2020

72% 

Number of jobs we’ve created for young professionals in 2021 through Academic Work

–44%

Instead of exchanging Christmas 
presents, co-workers in Hamburg  
donated to a local charity

Local environmental co- 
ordinators implemented in  
Academic Work Sweden

Lending AW pool  
cars to care workers

of our car fleet is now electric & hybrid
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2
People 

It’s an amazing feeling: to see people wake 
up, understand their full potential, take 
charge of their lives and grow. Unlocking 
this unlimited growth potential is what 
drives us. Not only can we make a lasting 
difference in their lives but in the success 
of their employers and the wellbeing of  
entire communities. Every day, we help 
thousands of ambitious, curious people 
learn, develop and find meaningful career 
opportunities.

PeoplePeople
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PeoplePeople

Best place  
to work

Engagement
Engaged co-workers are our most important asset,  
and they are at the heart of our strategy. We believe 
engaged co-workers contribute to a positive culture, 
which facilitates closer collaborations and creates a 
better workplace for everyone. We define engagement 
as the emotional commitment an employee has to the 
organization and its goals. Having a sense of purpose 
and a desire to meaningfully contribute to the organ-
ization is the key to creating high levels of engagement.  
  
One crucial part of creating engagement is to work 
towards it already in the beginning of our co-workers' 
journey at AW Group. Therefore, in 2021, we created a 
new onboarding e-learning to introduce every new 

co-worker – independent of their role or position  
– to our organization and culture.  
 
Our aim is to give our co-workers an introduction that 
provides all the information needed at the beginning of 
their employment, while addressing the often-over-
whelming feelings when starting a new job. By taking 
these factors into consideration, we hope to kickstart 
our new co-workers’ engagement and shorten the time 
needed to get acclimated to the new workplace. 

Pulse Survey
Employee engagement is so important to us that we 
measure it every week. Using an external survey tool, 
we send our co-workers a weekly pulse survey to collect 
their honest feedback. The results from the survey 
allow us to act on issues quickly and measure trends 
over time. These instant updates enable an agile 
approach to employee engagement so our actions  
are relevant and timely.    
 
This tool provides us with an overall engagement score, 
a weighted average score on a 10-point scale. All entities 
within AW Group can be compared against each other 
and an external benchmark on both the overall score 
and various sub-metrics. This enables us to identify 
challenges as well as best practices to share within  
the organization.

Employee engagement trend during 2021

19

Jan Feb Mar Apr May Jul Aug Sep Oct Dec

8,4

8,0

8,2

7,8

8,6

In 2020, we saw a decrease in our engagement due to 
the pandemic and the actions we had to take during its 
first year. Covid-19 has continuously been present during 
2021, and our co-workers have had to adjust to different 
restrictions and guidelines almost from one month to 
another. However, despite the pandemic's continued 
impact, we have had an increasing engagement score. 
We started the year at 8,1 and ended at 8,4, which means 
we have surpassed our 2020 starting point (8,2). 
 
We think there are a couple of factors that have led to 
higher engagement throughout the organization. Com-
pared to 2020, when we had to let some of our co-workers 
go, this year has been a representation of new beginnings. 
We have increased recruitments and new additions to our 
staff. We also believe our amazing staff have found a balance 
in working from home and maintaining their professional 
relationships, company culture and overall engagement.   

After a decrease in employee engagement in 2020 due to the pandemic,  
engagement surpassed pre-pandemic levels by the end of 2021.
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Career, growth 
& development

Learning and development
To support our co-worker’s development, we provide 
them with learning and development customized for 
their role. The learning methods include digital learning 
activities, peer-to-peer learning and on-site training. 
Development opportunities are accessible to our co- 
workers based on their individual preferences and needs, 
which gives them the power to pursue their own develop-
ment. By providing our co-workers with tools to support 
self-development, they can customize their growth to 
drive towards professional and personal goals. This gives 

In 2021, 42 learners have been trained 
by us in this new business model. Ninteen 
are currently undergoing the next pro-
gram to become Junior Software Engi-
neers. In addition, we also entered the 
upskill market and created modules/short 
training programs for skilled workers. We 
have already graduated the first 424 
people in this new business model in 
2021. This leads to an overall graduate 
number of 871, a growth rate of 72% 
compared to 2020. 

Sonja Offermann

Head of Operations, AW Academy Germany

our co-workers the chance to either deepen their 
knowledge and skills in existing roles or to prepare  
for future career preferences.

Growth by learning
AW Academy is focused on training new talents - recruited 
by Academic Work - to become consultants for our clients. 
Looking at lifelong learning, job enrichment and the costs 
it takes to replace a skilled worker or layoff exiting co-work-
ers, reskilling internal employees is the best way to tap into 
existing potential, help them grow and be sustainable.

In two markets, AW Academy has now conducted four 
programs for two major clients coming from the retail 
and telecommunication industry, reskilling members of 
their internal workforce to join the IT department. We 
began exploring this new service offering in 2020.

We know that diversity enriches our businesses and provides better 
opportunities for development. We believe that differences among 
people create a dynamic work climate that nurtures new ideas and  
perspectives on how we do things.



22 23

PeoplePeople

Wellness
& wellbeing

To support physical health choices such as exercise and 
nutrition, we embed wellness within People & Performance, 
organizational development and our corporate culture.   

Research shows how vital daily physical activity is. Daily 
pulse-raising activity, even in short spurts, is beneficial for 
both the heart and the brain. It reduces our stress levels 
while increasing our ability to concentrate and improving 
our memory. Therefore, we at AW Group encourage our 
co-workers to be physically active and have created work 
conditions that allow for a healthy lifestyle.   

In 2021, we implemented the opportunity for all full-time 
co-workers in Sweden to use 30 minutes per workday 
for physical activity. We wanted to reduce the negative 
aspects of working from home, but it ended up as a 
permanent offer, expanding on the previous one hour 
of wellness per week.  
 
Wellness and wellbeing can be many things - a quick 
walk, a short run, a workout at the gym, yoga or taking 
the bike to work. We encourage physical activity with 
colleagues to strengthen relationships and have fun 
together. 

In 2021, we implemented the  
opportunity for all full-time co-workers  
in Sweden to use 30 minutes per workday  
for physical activity. We wanted to reduce  
the negative aspects of working from  
home, but it ended up as a permanent  
offer, expanding on the previous one  

hour of wellness per week.

 

30  
min/day

Within AW Group, we encourage our co-workers to embrace  
a healthy lifestyle. In a sense, we follow a holistic approach 
to occupational health management that exceeds the 
traditional point of view and incorporates both physical and 
mental/emotional wellbeing. We believe this is an essential 
part of creating the best place to work.
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People

At the beginning of 2021, we surveyed all our co-workers  
to find out how they would prefer to work once the 
pandemic restrictions were lifted. The result showed 
that most co-workers preferred a combination of 
at-home and in-office work environments – what is 
these days referred to as a hybrid work model. These 
answers played a vital role in defining our work 
flexibility guidelines.

Work flexibility – outcome
Our clients, consultants and candidates are essential 
to our success. Work flexibility, therefore, needs to meet 
the needs of our business as well as our co-workers. 
This gives our co-workers the best preconditions to 
plan their work and reach set targets, while at the same 
time integrating their professional ambitions with their 
private life. We believe work flexibility should be built on 
trust, which in turn is a solid foundation for engagement 
and performance.

We want work flexibility to be part of our culture for all 
 and not just for some, and we want every one of our 
co-workers to have the possibility to influence their 
workday and adapt to changing circumstances.

What are we aiming for in  
regard to work flexibility?

The world of work is constantly changing. One way to  

stay attractive and relevant is to be adaptive. The  

experience both candidates and co-workers have  

gained during the pandemic has accelerated the  

expectations of work flexibility. We aim to meet 

that expectation with what we have chosen to 

label work flexibility. 

 

Work flexibility meets the needs of both the business  

(i.e., clients, consultants and candidates) and  

our co-workers.

When work flexibility is successful, it's because business  

leaders and organizations encourage co-workers to work  

in ways that enable them to perform at their best while  

managing the life situations that inevitably crop up.  

This builds trust and engagement, which in turn is a  

solid foundation for performance. 

We want our co-workers to be able and willing to adapt  

how they work to changing circumstances – in their lives,  

in the business and in the world.

Flexibility is a norm for all rather than an accommodation  

for some. Work flexibility is a valuable tool in improving  

workplace equality and creating an inclusive work culture.  

It can help parents return to work, reduce the gender  

pay gap, help people with fluctuating health conditions  

to keep working and help co-workers to balance their  

work and other responsibilities and interests.

We want our premises and colleagues to add value, 

energy and new experiences to our co-workers' workday. 

We want our co-workers to come to the office because 

they want to, not because they are forced to.

Work 
flexibility
As a part of the project Reinventing Best Place to Work, initiated 
in 2020, we addressed work flexibility: where and when we do 
our job. We wanted to focus on the question from a group 
perspective and find joint guidelines.

We believe relationships are a key element of our work 
culture and that those relationships are primarily built 
by spending time together. Our offices will, therefore, 
continue to be an important place for us to meet, build 
relationships and live our values. We also believe that 
innovative ideas are better generated, and many aspects 
of work are best completed, when we are able to meet 
in person. This is why our offices will continue to be our 
main workplace. 

Hopefully, 2022 will be the year when we can fully test  
our new work flexibility policies. 

24

Being an attractive and relevant 
employer, now and in the future

A pull rather than push effect
back to our offices

Excellent client, consultant and
candidate experience

Drive performance & engagement

Culture & inclusiveness

Work-life integration, individual  
freedom & responsibility

People
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PeoplePeople

Diversity & equal  
opportunities
Equality, Diversity & Inclusion is one area where Academic Work 
wants to take significant steps forward, for several reasons, but 
first and foremost, to strengthen the value of our differences! 
That is why we have spent 2021 laying a solid foundation on  
which to build our continued EDI work.

The focus for the past year has been to continue our 
ongoing work with awareness training for all managers, 
and to set an overall strategy for EDI, including EDI 
statement, clear definitions and objectives. 

In the beginning of 2021, we started a collaboration 
with our external partner The Social Few. Together with 
them, we sent out a survey to map what perspectives we 
have within Academic Work today – and which ones we 
lack or need to strengthen. The survey result, together 
with qualitative interviews with co-workers and managers, 
gave us the foundation on which we built our strategy 
within equality, diversity & inclusion. Setting our EDI 
statement was the starting point for us, and we have 
since moved on to identifying objectives: what we strive 
for, identifying what actions we want to take and how 
we will measure our progress. 

We have high ambitions for what we want to achieve  
on our journey to become more inclusive and diverse.  
We strongly believe that one will not come without the 
other, meaning diversity & inclusion will be worked on 
simultaneously. We are humble about the fact that we 
are only at the beginning of our journey, and we are 
very much looking forward to this process of learning, 
adapting and developing ourselves and Academic Work 
as a company!  
 
Going into 2022, the foundation we built and the know- 
ledge we gained will have an impact on all strategic 
initiatives and focus areas within People & Performance.  

Minimizing bias
For us, a fair and open-minded recruitment process is vital 
in creating a diverse, innovative, engaged and productive 
workforce. Our recruitment process is built to measure 
competence, potential and future work performance, and 
we use the selection methods that, according to research, 
have the highest validity. To ensure consistent processes,  
all recruitments are led by trained and professional talent 
acquisition teams, who provide our hiring managers with 
guidance and tools.   
 
It all starts with the requirement profile, determining 
what is required to succeed in the role. This then forms 
the basis for the candidate evaluation. The first candi-
date screening is done by skills analysis and psychological 
tests, giving all candidates the opportunity to enter the 
process and be evaluated on the exact same grounds. 
And for the interviews, we use a competence-based 
interview methodology where we ask situational questions 
to find out whether the candidate's competence matches 
the requirements for the profile. All candidates are asked 
the same questions, and their answers are evaluated 
using behavioral anchors to ensure fair assessment.

Gender equality in managerial positions 
For AW Group, our gender equality goal means  
a 40/60% gender distribution at all levels in  
our organization. 

Academic Work builds on great people. 
We unite through our core values, and  
we have a strong cultural alignment.  
At the same time, we all have our  
unique way of expressing ourselves  

in our daily work.

We believe in the power of having diverse 
perspectives, and we commit to building 

and sustaining an inclusive and equitable 
working environment. Diverse perspectives 
enrich us with ways of understanding and 

engaging with the world. It helps us 
identify and manage new business 

opportunities, and it makes the 
journey we are on much more fun! 

Academic Work Group EDI statement

Great people

61%

65%

62%

60%

39%

35%

38%

40%

2019

2019

2018

2018

63%

62%

64%

59%

37%

38%

36%

41%

2020

2020

2021

2021

Gender equality in  
managerial positions 

Gender equality –  
all employees

Men 

Women 
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Equality survey at Digitalent 
Since 2019, we have worked with our gender equality 
from both a qualitative and a numerical perspective.  
On one hand, we have followed how gender distribution 
within the company has looked (based on both position 
and seniority) and we have also focused on the perceived 
gender equality. This is our 5th edition of the Equality 
Poll, and it has given us insight into which areas we need to 
work with and in which areas we are perceived as equal. 
  
In general, we have always had very good figures in  
our survey, with only small changes that have taken 
place from year to year, mainly in the positive direction.  
The 2021 survey showed that 100% of our co-workers 
feel that men and women have equal opportunities  
to make their voices heard in the company. And 95%  
believe that Digitalent offers equal pay and career 
development opportunities.  
 

We have, however, noticed that we need to put extra 
focus on the perceived gender equality when it comes 
to what has previously been called "hidden work” – though 
it is very much visible to those who do it. In our case, it 
is about work tasks that take place outside of a role 
description, everything from ensuring that the office 
environment we live in is pleasant and procurement of 
coffee for  the office to joint activities and/or conferences. 
This year’s survey also showed that 25% of respondents 
believe women take more responsibility for “hidden tasks” 
like organizing and maintenance at the office, an issue 
they intend to shine a light on and address going forward. 
This is down significantly from 50% in last year’s  
survey, but we want to get it down to 0. 

We know that an inclusive, diverse and equal workplace creates 
greater value. For us, it is important to have the right conditions 
for each individual to be seen, heard and listened to. Through 
active engagement in equality, diversity and inclusion, we 
create a workplace for everyone. We believe in a sustainable 
life balance, rather than work-life balance.

Linnea Börjesson

Recruitment & Brand Manager, Digitalent
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Health & wellness 
When entering 2021, two important decisions were taken in Sweden to 
encourage and help enable physical movement, because our co-workers' 
health and wellbeing are a top priority for us. As previously mentioned, we 
decided to make our offer of 30 min for wellness each day a permanent benefit.  

In addition, the wellness subsidy was doubled starting at the beginning of 
2021 to the amount of 4 000 SEK per year for full-time co-workers. We hope 
that the combination of wellness time and a higher subsidy will create even 
better conditions for our co-workers to fit wellness into their daily lives.  

In our Switzerland offices, employees receive a free month when they 
register at nearby fitness centers as well as a 500 CHF fitness stipend after 
three years of employement. 

Giving back over the holidays
Instead of Christmas presents, our German branch donated 4 000 euros to 
the "Deutsches Kinderhilfswerk", which does significant work to overcome child 
poverty and help strengthen children's participation in all matters that 
affect them. 

Furthermore, one Academic Work  co-worker - Lisa Schroettke - from 
Hamburg started a fundraising campaign as part of a wider initiative by  
Radio Hamburg called, "Listeners help children". Instead of giving each other 
Christmas presents, co-workers donated the amount that would normally 
spend to the campaign. These donations are distributed during the year to 
needy children, young people, families and charitable organizations. 

People positive  
highlights during 2021

On-site vaccination
Academic Work  Germany also offered co-workers the chance to be vaccinated 
against Covid-19 and the flu by our company doctor. Getting a vaccination 
appointment with doctors was not always easy, so this was greatly appreciated 
and allowed us to contribute to the overall health of our co-workers. Of course, 
this also helped to increase the vaccination rate and the fight against Covid. 

Training as a tool to fight inequality
Together with our partner Capgemini in Germany, we worked on a CSR 
series directed towards participants exposed to unconscious disadvan-
tages in the labour market due to their background. We trained 20 learners  
to become Cloud Solution Architects (in 2020 we focused on DevOps).  
All learners have graduated successfully from this program. 

The training delivered by AW Academy enables the whole AW Group to create  
a holistic approach for our clients, to help build a sustainable labour market 
and overcome inequalities when it comes to digital transformation. This is 
our way of contributing, and it makes us very proud!

Philipp Leipold

Managing Director, AW Academy Germany

Digitization will not work without diversity.  
In our society, there are highly valuable 
talents lying dormant – unfortunately far  
too often unrecognized – which are all  
too often not perceived due to traditio-
nal patterns.
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The planet is our home, and we all have a  
responsibility to preserve it for future  
generations. Climate change is no longer  
a distant threat but a harsh reality, and  
we need to act now to curb its most  
disastrous impacts. Governments, compa-
nies, organizations, you, I and everyone.  

We need to act and AW Group is committ- 
ed to doing so. Our environmental work  
is driven by a sense of urgency and a strong  
will to create a reality where people and  
planet coexist in a sustainable way.

3332
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Our ultimate goal:  
A climate positive business
We, AW Group, want to contribute to an environmentally 
sustainable future and have set an environmental goal 
which is both challenging and reflects our high ambition: 
To become a Climate Positive Business.

Limited impact 
While as a service company our direct environmental 
impact is limited, we want to address the negative 
environmental impact we create due to our carbon 
footprint.

Definition of Climate Positive
Becoming climate positive means to eliminate more CO2 
from the atmosphere than we add, thereby having a 
positive rather than negative impact on the environment. 

Awareness, behavior & decisions
AW Group has a great opportunity to drive sustain-
ability through our co-workers, consultants and the 
clients we support. Through building awareness and 
educating our stakeholders, steering behavior through 
policymaking, nudging, challenging, and changing 
behavioral norms, we can have a positive impact on 
people, planet and society.  
 
By creating awareness, we can also make environmental 
sustainability a natural part of decision making at all 
levels within AW Group. We want all our co-workers to 
be a part of our sustainability journey and support 
local initiatives.

Reduce and compensate 
To reach this goal, we need to reduce our carbon footprint 
in line with the Paris Agreement, but that will not be 
enough. We need to compensate for our negative 
impact to reach climate neutrality. And to become climate 
positive, we will also need to increase our carbon 
offsetting and invest in climate positive projects. 

It is important for us that our climate ambition doesn´t 
affect other SDG ś negatively, and in all decisions, we 
aim for a holistic view.
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Energy consumption  
& emissions

Siaya Cookstoves in Kenya  
Efficient stoves are installed which reduce the demand  
for firewood and improves the air quality within  
homes. The project is certified according to the  
Gold Standard (reduction of emissions).

Nakau REDD + in Fiji 
A forest conservation project that is certified  
according to Plan Vivo (prevention of emissions). 

CommuniTree in Nicaragua  
A project to reforest land through the agroforestry 
model. The project is certified according to Plan Vivo  
(removal of emissions)

Since 96% of our currently known CO2 footprint comes from travel 
and transportation and energy consumption, these are our key 
focus areas. Nevertheless, we want to address our purchases and 
other consumption in order to minimize their negative effect. 
Continuous carbon offsetting is also a part of our effort to 
become climate positive.

Travel and transportation
To manage our impact from travel and transportation, 
we have created a set of guiding principles. All AW 
Group co-workers are bound to follow these guiding 
principles when making decisions for work-related 
travel and transportation.  

A large part of our known CO2
 emissions are caused  

by air travel. Since 2018, we have used a travel agent  
for all our company travel (airplane, train and hotel), 
and thereby gained a deeper understanding of our 
travel habits, making it possible to work goal-oriented  
and identifying focus areas.  

In order to minimize emissions caused by company 
cars, two parallel actions were taken. The first was to 
offer and encourage alternative ways to travel, such as 
bicycles, electric scooters and public transportation 
cards. However, using cars for transport is a necessity 
for many of our co-workers, and therefore our second 
action was to electrify our car fleet.

Energy consumption and energy source
Energy consumption related to our premises is one of 
the largest sources of our known CO2 emissions, making 
it a top priority. We strive to reduce the energy (kilowatts) 
needed to run our business by implementing energy- 
efficient technology and routines.  

The choice to gather all our Stockholm offices in Life 
City (“AW Building”) will have a massive effect on our 
efficiency and energy consumption. We expect that 
this move to new and efficient facilities will allow us to 
decrease our energy usage in Stockholm by 50%. 

We strive to only use energy from renewable sources  
at all offices within AW Group. However, in some office 
buildings, the choice of energy supplier is made by the 
landlord. In these cases, we try to urge the landlord to 
pursue renewable energy options. In Switzerland, we 
have now reached our goal, and 100% of electricity at 
the office comes from renewable sources. 
 
During 2021, we were still affected by the pandemic, 
thus our travel-related emissions were historically low. 
In the future, post-pandemic, it will be important to 
continuously evaluate our travel habits to move in the 
right direction.

Carbon offsetting 
Carbon offsetting plays an important part in enabling 
us to reach our ultimate environmental goal and become 
a climate positive business. By carbon offsetting,  
we take direct responsibility for the emissions that  
are difficult to assess while we work to reduce our  
climate impact. However, we work actively to gain  
a deeper understanding of our true impact and 
compensate accordingly. 

In the end of 2021, we signed an agreement to offset 
historic emissions from all our company-related activities 
for the years 1998-2018, and 2020. (Carbon credits 
have previously been purchased to offset emissions 
from 2019.) 

Together with an external partner within climate 
compensation, we will, during 2022-23, compensate 
for our historical CO2 emissions. 

We v́e chosen three different categories when offsetting 
our emissions – reduction, prevention and removal – and 
our climate compensation is divided into three small-scale 
projects. Each project, in addition to its climate benefit, 
contributes to social and ecological sustainability. The 
projects are well established among local stakeholders 
and project participants.

100%
of electricity at the office  
in Switzerland comes from 
renewable sources. 
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To respect and care for planetary resources is an important part 
of our sustainability work and shall be present in our organization’s 
daily choices, big and small. We also aim for a circular perspective 
in our consumption by reducing our consumption, finding the 
most environmentally friendly option, recycling when possible  
and minimizing our waste.

To manage our purchases in a more sustainable way, we 
consider both who we buy from and what we buy. Our goal 
is to buy all our products and services from suppliers that 
meet our sustainability requirements.

We evaluate all suppliers on several different criteria, 
such as their product/service/solution, quality, price, 
service level and support, terms and conditions, as well  
as from a sustainability perspective. 

We assess all new suppliers on their environmental 
management and quality management practices and 
require all suppliers to comply with our supplier code  

Responsible  
consumption

Sustainable  
sourcing

of conduct. Based on this assessment, the suppliers 
are either categorized as approved, in need of improve-
ment from a sustainability perspective or, simply, not  
approved. To reach our overall sustainable sourcing 
goal, we strive to increase the share of total spend  
from sustainable suppliers. 

In our Product Environmental 
Guideline, we give our co-workers 
the tools and information needed  
to purchase products in line with 
AW Group's environmental principles.

Responsible  
consumption of food

What we eat, how food is produced and how 
we treat food is one of the most important 
factors to slow down global warming and 
achieve an environmentally sustainable way 
of living. We ensure that we serve sustainable 
and healthy food at our business-related 

functions and minimize our food waste. Food 
production also has a large impact on other 

planetary boundaries, therefore, our “guiding 
principles regarding food” focus not only on 

the climate-friendly food but also on  
other environmental aspects.

Waste management

In our waste management policy, we focus  
on the waste we create in our own operations. 
Preventing the creation of waste in line with 
the waste hierarchy is our primary focus within 
AW Group. This is also the priority of both 
Swedish and European waste legislation. 
Routines for minimizing food waste is one 
example. The waste we nevertheless have, we 
want to recycle. And in 2021, we started 

measuring the amount of waste sent  
to recycling centers. 

38
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Managing our  
sustainability work
To accurately manage our environmental work, we need guiding 
principles and managing systems that secure our performance and 
lead us in the right direction. We manage our sustainability work 
using our quality management system (ISO 9001: 2015) and our 
environmental management system (ISO 14001:2015). Our guiding 
principles are implemented in the organization to ensure that our 
employees feel secure in their daily decisions.

Clear environmental goals
When it comes to the environment, our aim is to become  
a climate positive business. This will take time, hard work 
and creativity, but we’ve identified clear annual goals when 
it comes to reducing our CO2 emissions, finding energy- 
efficient solutions, working with approved suppliers and 
minimizing paper consumption. 

Collecting more sustainability data 
An important part of managing our sustainability work 
is having methods to measure our progress. Late 2020, 
we began working in a new sustainability management 
program. And during 2021, we had our first full year of 
sustainability data reporting. This new program has allowed 
us to measure more environmental aspects than before, 
such as our waste and recycling, office food consump-
tion and local initiatives. Further, we have increased the 
frequency in which we collect data, increasing to quarterly 
reporting. This has allowed us to see deviations and take 
quicker action.

Continuous improvements 
Getting a complete data set for our environmental 
footprint is hard work and the work itself won´t reduce 
our emissions. Therefore, we aim to extend our data bit by 
bit, and in parallel, focus on immediate activities that will 
reduce our negative impact on the environment today.
We comply with all current environmental laws and 

standards, but our goal is to exceed them. Academic 
Work Sweden is certified according to ISO 14001, which 
helps us continuously improve our sustainability work 
and encourages our other companies and markets to 
reduce environmental impact.

Guiding principles  
for AW Group

• Environmental Guiding Principles 

• Travel Guiding Principles 

• Transportation Guiding Principles 

• Food Guiding Principles for food  
consumption in work-related activities

• Product Environmental Guideline

• Code of conduct
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AW Building and the updated design concept
The choice to combine all Stockholm offices in Life City (“AW Building”) will 
have a massive effect on our efficiency and energy consumption. The building 
itself is certified BREEAM Excellent and became runner up in the category 
BREEAM** Building of the Year during the Sweden Green Building Awards 
2019. We expect that this move to new and efficient facilities will allow us to 
decrease our energy usage in Stockholm by 50%. 

Further, we have had a large focus on sustainability when furnishing our 
facilities within the building. Our updated design concept has allowed us to 
reuse furniture and other equipment from our previous offices, and throughout, 
there has been a strong focus on sustainable material choices and timeless 
design that will last us for many years to come.  

When moving into our new office in AW Building, leftover furniture was handed 
over to the new restaurant in the building, K-märkt, which has a strong focus 
on sustainability. They had a goal when moving in to not purchase new furniture 
for the restaurant and asked us to contribute to this vision, which we happily did!  

Renewable energy and a national energy  
supplier within Academic Work Sweden
During 2021, we began a new partnership with Elkraft. And with Elkraft as our 
new national energy supplier in Sweden for the majority of our offices, we 
have been able to ensure 100% renewable energy in most offices. Their system 
has also allowed us to closer monitor energy usage in our offices, which has 
made it possible for us to take action limiting action where needed. For one 
of our offices, this has resulted in actions with an expected decrease in 
energy usage of about 35%.

Planet positive  
highlights during 2021

Electrification of our car fleet
We continue our work with electrifying our car fleet throughout the 
organization. In 2021, we took large steps towards a completely electrified  
car fleet. We doubled our share of electrified cars compared to 2020 – the 
share of our car fleet with either electric hybrids or fully electric cars is now 
72% compared to 41% during 2020. This year, Academic Work Sweden has 
made a massive shift towards electrifying our car fleet, and in Denmark all 
cars purchased for private use are electric. AW Finland has acquired charging 
points for electric cars. In March 2022, Norway will be the first country with a 
100% electrified car fleet.

Local environmental coordinators in Sweden
To engage more co-workers and encourage more local initiatives, we have 
started working far more intentionally and systematically with local environ-
mental coordinators. The local environmental responsibility is now formally a 
part of the Office Coordinator role, who is largely responsible for the local 
purchases to the branch – keeping in touch with local suppliers, vendors, and 
landlords – and is the go-to person for the co-workers at the office.  

Every quarter, the national Environmental Specialist meets with the Office 
Coordinator to discuss environmental matters, alternating between 1:1 
meetings following up on local goals, focus areas and challenges and meetings 
with the entire Office Coordinator group to share best practices and discuss 
national goals and policies.

Digitally signed contracts
Minimizing our paper consumption is an ongoing project at AW Group.  

In Denmark, we have also for the purposes of the pandemic, switched to 
writing contracts digitally. This applies to both our internal hiring and when 
hiring consultants. In this way, we minimize our paper consumption, and  
in addition, we ensure that we can store sensitive personal information 
securely in our digital systems.

Support travelling by public transportation 
To encourage people to use public transportation, our Switzerland office 
offers every AW co-worker a special card which gives a 50% discount on 
each trip taken by bus, train, subway, boat within the entire country. 
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We want to help create a better world  
where people feel needed, have equal  
opportunities and live in a society where  
they can prosper. Social sustainability  
is how we impact and contribute to that 
world. We believe in growth and develop- 
ment societies and are committed to  
providing opportunities to enable them.  
 
We contribute to a sustainable and  
dynamic labor market characterized  
by equality, diversity and inclusion,  
engaging in both our own communities  
as well as others around the globe. We  
want to contribute to strong societies  
and inspire others to do the same.
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Supporting young professionals and job creation
We strongly believe that hiring and developing young 
professionals is an essential part of the development  
of a sustainable workforce. By our definition, young 
professionals are students, recent graduates or 
professionals with a few years of experience in their 
field. Hiring them brings new perspectives and innovative 
ideas to companies, while their ambition, eagerness to 
learn and adaptability can easily compensate for their 
lack of experience. Their presence at companies is also 
crucial in terms of knowledge continuity. Having diverse 
levels of seniority helps organizations avoid retirement 
waves and secures the continuity of knowledge sharing 
and knowledge development. We help our clients 

Contributing to a sustainable, 
dynamic labor market
Our mission statement is “We make people grow”, and creating jobs, devel-
oping people and building careers is our core business. We believe that 
ambition and potential are often preferable to experience, and this approach 
enables new talent to enter the labor market. We know that these assets  
can take the AW Group far as a company while strengthening both our 
consultants and clients. 

Measurements – Clients
To have the most satisfied clients is among our strategic 
goals. We believe the way to reach this goal is through 
constant communication with our clients. We ask for 
their feedback regularly through an NPS (Net Promoter 
Score) survey, which is an internationally established 
metric used to assess the loyalty of a firm’s customers.  
NPS evaluates client satisfaction through a simple ques-
tion: “How likely are you to recommend the companies 
within AW Group to a friend or colleague?” Our main 
purpose with this survey is to be aware of where our clients 
position us and to shed light on any possible actions that 
we need to take in order to improve our client relationships.

Year 2018 2019 2020 2021

Academic Work * 69 71 72 76

AW Academy – 100 94

Digitalent ** – 58 58 –

NPS result client loyalty

Year 2018 2019 2020 2021

Academic Work 53 51 47 55

AW Academy – 71 55 –

Digitalent – – – 49

* Academic Work is the client

** Too few responses to be relevant

NPS result consultant loyalty

Measurements – Consultants
Our greatest resource that makes our business possible  
are young Professionals. We continuously work to better 
understand them and build trust among them by 
providing a smooth recruitment process. 
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understand the benefits of hiring young professionals 
while we also shield them against its challenges.  

In our day-to-day work, we use our competence and 
experience to act as a bridge between our clients and 
candidates. We dedicate our time to understanding the 
labor market and our clients’ needs. Our role does not 
stop after a successful hiring process. We prepare our 
clients and consultants for each job assignment, and 
we follow up on their cooperation. Feedback plays an 
important part in our product development, and it 
steers us in the right direction. 

NPS is measured on a scale of -100 to +100 
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In less than five years, one-third of all our job compe-
tencies will be outdated. On top of that, unemployability 
is expected to increase since candidates don't possess 
the competencies that employers seek. The need for 
upskilling and reskilling increases at a rapid pace, and  
all of us need to take responsibility and keep up in the 
learning revolution.

AW Academy tailors intensive training for industries where 
the lack of qualified candidates is growing in areas such 
as IT, technology and finance. We have developed our own 
pedagogic platform, the AW Academy Way, which ensures 
we reach learning outcomes in the most efficient way 
while at the same time teaching participants the import-
ant skill of learning how to learn.

We listen to the needs of our clients’ future workforce, 
creating and implementing a learning design that helps 
close the skills gap. Our focus is to skill great, ambitious 
and bold people to make learning become a natural 
asset for society as a whole.

In 2021, we reskilled 447 people across five markets.

Education remains an inaccessible human right for  
millions of children around the world. Every year since 
2004, we donate one percent of our net profit to educa-
tion-related projects in Zambia. AW Group sponsors the 
Village Education program, which includes support to the 
main self-help facilitation program as well as building 
materials for community schools and annually enabling 
600 girls to get an education.

The Kubala Girls sponsorship program
Education is so important in today’s society, it is declared 
a human right. Even so, there are millions of children 
around the world who don’t or can’t attend school. Some 
of these children live in Livingstone, Zambia. Kubala Girls 
Sponsorship program enforces these children’s right to 
an education by paying for school fees, school uniform 
and all other things a child needs in order to go to school.

Being born a poor orphan in Zambia offers many chal-
lenges. But those challenges only show us how great 
these girls’ ambition and drive for improvement is. When 
we meet the girls in the Kubala Girls sponsorship program, 
we hear their dreams and how they want to build a better 

Building skills 
& competence

1% Movement & Kubala Girls  
sponsorship program

AW Group provides jobs to thousands of people each year, 
and we are happy to see that the demand for environmental 
profiles is increasing among our clients. New technologies, 
increased focus on renewable energy sources, sharpened  
regulations and a new taxonomy are some of the drivers 
towards a more sustainable society and a “greener” workforce.  

I strongly agree that Academic Work  
is a sustainable company, relating 
to the social concept of sustain- 
ability. I have the chance to speak 
to Academic Work often and provide/
receive feedback. In addition, in every 
discussion session, I am invited to 
share whether I feel comfortable at 
work, whether I need more assistance 
from Academic Work and whether I 
have internal doubts or stress con-
cerning my job duties. Last but not 
least, I feel extremely free to always 
reach out to my consultant manager 
at Academic Work if needed, regard-
less of the character of the problem.

Radina Busheva

Consultant recruited in 2021

For me, giving is not just 
about making a donation. 
It’s about making a  
difference.

Lena Warghagen

Talent Acquisition Manager, Academic Work, 

Sponsor of Kubala Girls, 1% Movement
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future – for themselves and their society. They want to 
fight injustice by studying law, take care of others by 
becoming a nurse or a doctor, or create stability in the 
society as a policeman. It becomes clear that one person 
with ambitions and dreams can make a difference. There  
is greatness in all these girls’ determination, discipline 
and desire for education and change.
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Attraction Index (YPAI)
To create jobs, economic growth and wellbeing in society, we need 
dynamic workplaces where tomorrow’s workforce, young professionals, 
thrive and develop. Through our annual Young Professional Attraction 
Index (YPAI) survey, we give young professionals a voice and the possibility 
to influence future workplaces and job design. 

Employers throughout Europe are experiencing major 
challenges in attracting and developing the skills they 
need, not least within the target group young profes-
sionals. This often leads to mismatches in the labor 
market and hinders organizations’ ability to grow. 
 
In 2015, we decided to complement our own long 
experience of attracting young professionals with 
additional insights and independent data. We started  
a collaboration with Kantar Sifo which led to the  
annual survey that we call YPAI. YPAI is conducted  
to help employers understand what tomorrow’s 
workforce values most when choosing their next 
employer. But it also gives young professionals them-
selves a voice and influence in creating tomorrow's 
work and workplaces. With the insights from YPAI, 
we can contribute with a deeper understanding  
of how employers throughout the Nordic region, 
Germany and Switzerland can succeed in attracting, 
recruiting and developing the co-workers with the  
skills they need. This will not only contribute to the 
organizations' development and growth, but also 
create more jobs and contribute to the overall  
societal development. 

By making my voice heard,  
I want to help employers 
understand that they need 
to invest in things such  
as sustainability, gender  
equality and flexibility.
Young Professional about YPAI

With the insights from YPAI, we can give 
employers specific advice and engage  
in nuanced conversations about their 
challenges in becoming an employer  
that young professionals actually want  
to work for and stay long-term.

Markus Åberg

People Plan Specialist, Academic Work

Society

14 545  
Young Professionals in the Nordic 
countries, Germany and Switzerland 

got the chance to influencing 
tomorrow's workplaces  

through YPAI 2021. 

Young professionals place high demands on factors  
such as gender equality, diversity and sustainability.  
By giving young professionals a voice and influence, we 
contribute to a more sustainable and equal society. 
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Helping people help themselves
In terms of social engagement and philanthropy, since 2004, we’ve partnered 
with Response Network, a non-governmental organization based in Livingstone 
in Southern Province, Zambia. The organization takes a “self-help” approach to 
supporting people in rural areas to build confidence, knowledge and improve 
their life situations through various programs.

Over the years, our contribution has provided materials and support to 54 
communities, building schools with 70 classrooms and a total of nine staff 
houses – allowing 10 300 children to attend school. In fact, the program is 
cited as a key factor in Zambia being able to achieve its UN Goals of providing 
every child with a right to a basic education.

Christmas donations
Academic Work Norway made Christmas donations to two different 
organizations - Hospital Clowns (Sykehusklovnene) and Migrant Aid 
(Flyktninghjelpen). Research shows that laughter and joy reduce pain, 
strengthen the immune system and reduce stress. For a child to meet  
with the hospital clowns gives joy and laughter; it helps sick children to 
manage their treatment and to regain their strength. 

More than 79,5 million people are fleeing war and persecution today, and 
every second refugee is a child. In 2021, Academic Work Norway made a 
Christmas donation to NRC (Norwegian Refugee Council). NRC is present for 
displaced people in over 30 countries around the world, and their aid offers 
immediate relief such as food, clean water, shelter, legal aid and education.

Society positive 
highlights during 2021

SocietySociety

Digitalent 
Digitalent combined their recruitment efforts with a CSR initiative, donating 
money to Response Network for every interaction during the recruitment 
process. This initiative to encouraged candidates to enter the recruitment 
process motivated not only by the role but knowing their efforts served a 
higher purpose; their participation in the process creates value for someone in 
need. This was Digitalent's brilliant way to give back to society after a slow CSR 
year during the pandemic.

This year, we haven’t been able to implement our usual 
projects aimed at supporting young people’s education 
and development. So, we decided to do something new 
and weave this initiative into our daily work. During the 
month of June, we will be conducting a recruitment 
campaign where every conversation, meeting, interview 
and recruitment will contribute to providing the youth  
of Zambia the opportunity to go to school. Each 
interaction will contribute to this important cause.

Linnea Börjesson

Recruitment & Brand Manager, Digitalent

Lending AW pool cars to care workers during summer 2021 
In summer 2020, a co-worker’s mother, a nurse, struggled to find a way to 
work during the pandemic. So we lent her one of our AW pool cars. This sparked 
an initiative that we decided to continue in summer 2021.  We told all colleagues 
internally that we wanted to offer this kind of help to healthcare professionals 
who were struggling with a heavy workload because of the Covid-19, and the 
response was overwhelming. There were nurses transferred to new offices 
because of the Covid, a midwife, a nurse in the children’s intensive care unit, 
etc. Our Reception Manager personally coordinated the task and said that 
each recipient expressed extreme thankfulness for the gesture. 
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AW Group exists to unlock the growth  
potential of people and companies. And  
being a financially healthy company allows  
us to build a great place to work, make  
investments that help us remain our clients’ 
first choice and ensure our relevance in the  
future. Strong finances offer our co-workers 
stability and growth, allowing us to create 
more jobs and help more people develop 
their careers. We can also provide the best 
offers to our clients, helping them prosper 
through innovation and increased potential.

Ultimately, as AW Group grows, our contri-
bution to individuals, society and the planet 
grows with us. But even though we focus on 
growth, we never compromise on our ethics.
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Sustainable growth

We have taken the necessary measures to adapt the 
business to the changing market conditions and to secure 
the future of the company. As a privately-owned company, 
we have a long-term perspective in everything we do, and 
we want to build a financially solid company to support 
future growth, therefore profit is reinvested into  
the company.  

The year 2021 has been a year of recovery, even though 
the business has had to operate during a second year 

of restrictions due to the Covid-19 pandemic. From  
an operational standpoint, the organization has been 
performing extremely well, and we have been running 
multiple initiatives with the objective of making us even 
stronger. We have scaled up our investments in the 
organization by recruiting and onboarding many new 
co-workers, and we feel confident that this will put us  
in a strong position for the future. 

Our annual revenue amounts to 331,3 million EUR, a revenue 
increase of 4% compared to 2020. However, part of this is 
an effect of a lower euro exchange rate. The actual growth 
is approximately 1%. The fluctuation of the euro exchange 
rate has an important impact on revenue growth when we 
convert SEK into EUR since 55% of total revenue is in SEK. 
 
The revenue decrease for the first quarter of 2021 was as 
low as -24%. From May, we had a positive revenue growth, 
and for the last quarter, it was up to 23%.  
 
EBITDA amounted to 5% in 2021, a decline of 3,1 percentage 
points compared to last year. In 2020, however, costs were 
lower due to state support for covid-19. The average EBITDA 
for the last five years has been 8,1%.

Sustainable businessSustainable business

Today, sustainable growth means growth that is repeatable, 
ethical and responsible to, and for, current and future com-
munities. For AW Group, it also means that we are working 
toward a culture that consistently integrates environmental 
and social considerations in all parts of our business.

* Earnings before interest, tax, depreciation and amortization.
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Contribution through  
tax payments

Ethical business  
& anti-corruption
We value strong business ethics and want to collaborate 
with people who share our convictions. To us, ethical business 
is the foundation of sustainable business growth. 

Anti-corruption 
There are a number of formal rules that provide a 
framework for conducting ethical business. To make sure 
we operate within this framework, we have implemented 
an anti-corruption policy that states that our co-workers 
may not offer, give, request or accept bribes. We expect 
that our partners and their representatives act according 
to the same principles for ethical business practices.

As a result of an analysis done in 2019, we decided to 
change some internal procedures, especially in relation 
to the way we work with creating awareness around our 
anti-corruption policy. We decided on improvements 
regarding the reporting of misconduct, and we also 
decided to implement a training program regarding our 
anti-corruption policy during 2020. Due to Covid-19 and 
its effects on our business, we decided to postpone those 
planned actions, completing the work during Q3 2021. 

Whistleblowing   
In December 2021, a new legislation for protecting 
whistleblowers came into force in all EU member states  
as a result of the EU Whistleblower Protection Directive 
from 2019. The rules imposed new obligations on entities 
in the public and private sector, with the purpose of 
ensuring that individuals who seek to expose wrongdoing 
will be protected and will not need to fear retaliation. 
To ensure compliance with the new legislation and to 
further protect whistleblowers in all parts of our business, 
AW Group has during 2021 revised and updated its 
process for whistleblowing, including how to notify 
about potential wrongdoings, how such notifications 
shall be assessed and how identified wrongdoings shall 
be handled. The work was completed during Q3 2021. 

It is important for us to make a positive contribution to the societies in 
which we operate, and the tax we pay is a significant part of our wider 
economic and social impact. High profits mean high tax contributions 
that benefit a wide range of investments in our society.

2018 2019 2020 2021

Social security contribution in MEuro 
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Everything we do within AW Group is guided by our core 
values: share energy, beat yesterday and show heart. 
These values are the essence of who we are and what 
we do. They also guide us in how we manage change, 
share best practices and show respect for one another 
and the people around us. These core values are inte-
grated into our code of conduct, which applies to all 
our co-workers and consultants, as well as our suppliers. 

Respecting  
human rights 
Recognizing our responsibility to respect and defend 
human rights in all aspects of our business is an intrinsic 
part of AW Group’s culture. As a powerful company in  
our sector, and thus an important leader, we want to  
set high standards for ourselves and others. 

Our code of conduct integrates the United Nations’ 
Global Compact Principles and ILO’s fundamental 
conventions of human rights at work: freedom of 
association and effective recognition of the right  
to collective bargaining, the elimination of forced or 
compulsory labor, the abolition of child labor and the 
elimination of discrimination in respect to employment 
and occupation.

ILO’s fundamental conventions  
of human rights

Fair & proper  
employment conditions

Staffing industry specific legislation is the Agency 
Workers Directive and the principle of equal treatment, 
which have been implemented through local legislation 
in the countries where we operate. Compliance with the 
directive ensures that employed consultants in staffing 
companies have the same elementary employment and 
working conditions as if the consultant were employed 
directly by the client. We follow the local legislation  

Our contemporary society is eager to explore innovative 
development in every aspect of life – and so are we.  
We do so not only to meet external expectations but also 
because it is in our DNA to find new, clever ways to help 
people grow, both within our company and beyond.

Sustainable business

in all our markets, either through collective bargaining 
agreements or internal processes and audits to  
secure compliance.  

We offer market-oriented salaries and make provisions 
and offsets for pensions and annual leave according to 
collective bargaining agreements or local legislation. 

Sustainable business
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Innovation  
& technology
Our contemporary society is eager to explore innovative  
development in every aspect of life – and so are we. We do  
so not only to meet external expectations but also because  
it is in our DNA to find new, clever ways to help people grow,  
both within our company and beyond.

Innovation is needed at all levels
We want to be a company where all co-workers challenge 
the current way of working, striking a balance between 
executing our best practices and questioning whether 
there are new, smart ways to improve them. With a 
“beat yesterday” attitude, we have the ambition to 
become a market leader in innovation. This goal makes  
us challenge ourselves, our methods and our digital 
tools continuously. We do this by asking what our clients, 
consultants and candidates want, but also by examining 

what the market offers and what the latest scientific 
findings are telling us. We believe the key to fostering 
innovation is to keep experimenting and exploring new 
ways to stay relevant to our clients. Since 2016, when 
we began investing in start-ups, we evaluate and test 
new ideas continuously. We also try to collect all the 
great ideas we can from within the organization that 
add more value for our clients as a part of our pursuit  
to become every client’s first choice. 

We will always nurture  
our most important assets: 
people and culture. By 
applying modern tech-
nology and a data-driven  
mindset, we see how we 
not only deliver more value 
to our clients but how  
our co-workers benefit 
on a daily basis.

Jenny Smids

Group Strategy Director, AW Group

Our strategy 
To be truly innovative, we have an outspoken “fail fast” 
strategy that allows ideas to promptly get tested in real 
life. We move forward quickly, while focusing on reducing 
risk and testing as many new ideas as possible. Whether 
the arena is software development, AI engines, external 
relations or new business models, we are constantly 
challenging our established models and processes to 
generate innovation. In 2021, AW Group invested in 
developing this strategy further and augmented our 
competence with external expertise. We have advanced 
our strategic objectives and will unlock new business 
opportunities by merging our well-established know-how 
in European staffing, recruiting and accelerated learning 
with first-class technology and data-driven insights.

Technology investments for the future 
During 2021, we continued to invest in innovation and 
technology to meet our goals in a multitude of areas. 
We are building a future-proof solution that will enable 
our co-workers even further. In addition to making us a 
more compelling company to work for, this technology 
will also reduce our environmental footprint by enabling 
remote collaboration and minimizing the need for travel. 
Last but certainly not least, the technology we are now 
putting in place will allow us to leverage data in a way 
that will increase the value we bring to clients, candidates 
and consultants by meeting their needs in an even more 
timely manner. GDPR, information security and immu-
tability lie at the very center of all our tech investments.  
During 2021, we also made further progress regarding 
remote work and digitalization, obviously driven by the 

pandemic, but made successful thanks to our cultural 
and technological abilities. We consider relationships 
to be at the core of our business, and we have now 
tested and proven that we can use digital tools to not 
only maintain but also to develop and strengthen our 
relations further, regardless of the stakeholders being 
internal or external.

Sustainable business
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Potential risks 

People

•  The risk of AW Group failing to meet the co- 
workers’ needs and expectations in regard to 
compensation and benefits can result in less 
engagement.  

•  We are a results-driven organization. Setting  
high goals has built our success and is an intrinsic 
part of our culture. This approach can create 
stress and psychosocial challenges. 

•  It can be hard to ask for support within a  
performance culture.

•  AW Group needs to secure that all co-workers  
trust that they are paid fairly compared to similar  
roles. We will conduct and implement a salary 
mapping system in all countries, throughout  
the entire organization 

•  Foster strong, positive relationships between 
managers and co-workers.  

•  Recurring meetings where this issue and existing 
support is discussed. Weekly co-worker  
feedback surveys.

•  The company’s co-workers are provided with  
occupational health services according to their 
individual needs, as well as tools and equipment  
to prevent repetitive strain injuries, for example.

Our work to create a sustainable business is based on our values, 
our vision and our leadership commitment. We work systemati-
cally and continuously with performance evaluation, assessment 
of risks and impact, preventive risk mitigation and follow-up.  
The purpose of risk management within AW Group is to minimize 
the negative effects that might arise in the business and their 
possible impact on the outside world.

POTENTIAL RISK OF LESS ENGAGEMENT

POTENTIAL RISK IN LACK OF EQUALITY, 
DIVERSITY AND INCLUSION (EDI) FOCUS.

ACTIONS

ACTIONS

ACTIONS

ACTIONS

•  The risk of not meeting our co-workers’  
need and expectation regarding our Equality,  
Diversity & Inclusion work/behavior can  
result in less engagement and loss of  
key people.

•  We have implemented a new strategy within 
Equality, Diversity & Inclusion and also a new 
EDI statement. We have since then, moved 
on to identifying objectives, i.e. what we strive 
for, and identifying what actions we want to 
take and how we will measure our progress. 

POTENTIAL RISK IN ATTRACTING AND  
RETAINING SKILLED CO-WORKERS 

•  There is high demand for qualified labor and  
the company may have difficulty recruiting co- 
workers to a sufficient extent. High co-worker 
turnover or loss of key people could therefore  
have negative impact on the company. 

•  High candidate turnover or loss of key people could 
have negative impact on the company 

•  AW Group works continuously with working 
conditions, company culture, leadership  
and skills development to ensure that the 
company is an attractive employer and  
has access to the right skills 

•  Having development programs for key job 
roles increases our attraction and our 
candidate ś perception of Academic Work  
as a long-term employer.

HEALTH AND SAFETY RISKS

•  AW Group ś greatest health and safety risks  
are repetitive strain injuries and stress-related 
disorders.

Planet

•  Our presence can potentially have a negative 
impact on the communities, cities and countries  
we operate in.  

•  As a service company, AW Group has relatively  
little environmental and climate impact. Environ-
ment and climate-related risks have been assessed 
 as low, and are related to office operations and 

purchasing, business travel and co-worker commuting. 

 

•  A governance model and set of guiding  
principles have been established within  
AW Group.  

•  In accordance with the target of becoming a  
climate positive business, the company is working 
towards fossil-free business travel and heating 
offices with renewable energy as well as carbon 
offsetting. By carbon offsetting, we take direct 
responsibility for the emissions that are difficult  
to access, while work is underway to reduce  
climate impact. We work actively to gain a  
deeper understanding of our true impact and  

compensate accordingly.

POTENTIAL RISKS CONCERNING THE PLANET ACTIONS

Sustainable business Sustainable business
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•  Life as a consultant can be uncertain when it 
comes to the duration, location and type of 
work. 

•  AW Group is accountable for the consultants 
working at our clients. 

•  Given the competitive situation in the market, 
we need to have a strong consultant offer in 
order to fill the orders we get from our clients.

•  Reduced demand for consultant hours affects  
capacity utilization and may be caused by any  
number of factors, including pandemics, economic 
downturns and/or lacking the right consultant skills.

•  Incorrect financial data, either unintentional  
or caused by fraud.  

•  Co-workers could, with or without intention,  
use their position in a way that interferes with  
our beliefs and anti-corruption policy. 

•  Ethical risks include co-worker failure to comply 
with national regulations, our Code of Conduct  
or co-worker involvement in corruption, bribery  
or other irregularities.

•  Our donations could potentially help finance 
other parties, projects or individuals than intended. 

•  That Response Network is violating basic human 
rights without our knowledge.

•  Transparent conditions in the consultant  
recruitment process. 

•  A well-defined process to review the consultant’s 
experience of the workplace environment before, 
during and after an assignment.  

•  Continuous meetings and dialogue. 

•  We have decided to initiate a group-wide change 
project with the focus on strengthening the 
consultant offering, intended to make AW  
Group an even more attractive career partner  

for young professionals.

•  With our AW  Academy offering, we have found  
a way to meet our clients’ personnel needs in areas  
where competence is a scarce resource, such as  
digitalization and sustainability, among others. 

•  Co-workers working within our finance department 
need to pass an internal e-course, “Finance Code  
of Conduct,” on a yearly basis.  

•  A documented anti-corruption policy is  
included in the onboarding program for all  
co-workers within AW Group.  

•  Anti-corruption is further highlighted in an  
e-learning course.  

•  AW Group has a whistleblower process, which  
offers the possibility for all co-workers to alert  
the company/organization about suspicions of 

misconduct in confidence.

•  Recurring meetings with people accountable  
within Response Network.  

•  An established follow-up structure for the 
projects we finance. 

•  A well-defined budget is implemented on  
a yearly basis. 

•  A yearly financial review made from an external  
part with the purpose of detecting corruption  
or other financial irregularities.

POTENTIAL RISKS CONCERNING OUR CONSULTANTS

POTENTIAL RISKS CONCERNING ECONOMY

POTENTIAL RISKS CONCERNING ETHICAL BUSINESS

POTENTIAL RISKS CONCERNING SOCIETY

ACTIONS

ACTIONS

Human rights

•  Risk linked to discrimination, internally or externally, 
based on gender, sexual orientation, ethnic origin, 
religious identity, political affiliation, disability or 
age within the recruitment process.  

•  Third-party suppliers not living up to our code  
of conduct or fair and proper employment 

conditions. 

 

•  A robust recruitment process designed to  
eliminate the risk of bias and unfair decisions.  

•  A new Equality, Diversity & Inclusion (EDI) strategy  
to strengthen the value of our differences. 

•  Training and customized activities for better 
leadership and support through different  
learning methods.  

•  Our suppliers must sign our code of conduct. 

POTENTIAL RISKS CONCERNING HUMAN RIGHTS

ACTIONS

ACTIONS

ACTIONS

Sustainable businessSustainable business
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People outcome Planet outcome

Society outcome

BEST PLACE TO WORK 2021 2020 2019 2018

Overall Engagement
Overall engagement score

Benchmark

Relationship with manager
Relationship with manager score

Benchmark

8,3

7,8

8,9

8,4

8,1

7,6

8,7

8,2

**

**

**

**

**

**

**

**

WELLNESS & WELLBEING 2021 2020 2019 2018

Absenteeism
Absenteeism % 2,09 N/A*** N/A*** N/A***

DIVERSITY & EQUAL OPPORTUNITIES 2021 2020 2019 2018

Gender equality in managerial positions 
(women%)
Board

Group Management

Managing directors

Management

Branch managers

All managers

All employees

Ethnic diversity 
Share of employees with foreign background*

Swedish population

Consultants Academic Work Sweden and AW Academy

Internal emplyees AW Group Sweden

25

56

15

40

52

59

64

14

43

17

41

40

62

63

25,5

32,5

12,9

17

25

38

40

22

65

61

24,1

30,4

10,8

0

40

17

35

35

60

62

22,1

27

9,8

EMPLOYMENT 2021 2020 2019 2018

Internal employees in numbers AW Group
Numbers of full-time employees

Number of new hires

Employee turnover, %

Average age

Median age

862

411

24,55

32

31

786

116

58

31

30

1 095

391

27

30,5

29

1 115

411

26

29

29

ENVIRONMENTAL & CLIMATE OUTCOMES 2021 2020 2019 2018

Energy Consumption and emissions
Total Emission scope 1,2, 3 ton CO2e

Total Emission scope 2 ton CO2e

Total emissions scope 3* ton CO2e

Energy Consumption Total kWh

Energy Consumption kWh/Employee

327

117

209

831 403

965

N/A ***

N/A ***

N/A ***

917 714

1 166

1897

N/A ***

N/A ***

1 421 062

1 228

N/A ***

N/A ***

N/A ***

673 218

554

EMISSIONS FROM TRAVEL & TRANSPORTATION 2021 2020 2019 2018

CO2 from company travel total tons

CO2 from company travel kg/employee

CO2 from company cars total ton CO2

CO2 from company cars ton CO2/employee

78,37

0,909

91,27

0,106

140,60

0,179

308,2 **

0,392 **

1 246,80

1,076

369,8 **

0,337 **

N/A ***

N/A ***

358,7 **

0,311 **

SUSTAINABLE SUPPLIER 2021 2020 2019 2018

Share of total spend from all sustainable suppliers

Number of new sustainable supplier assessments

Total number of sustainable supplier assessments

77%

122

458

71%

112

336

57%

106

224

51%

48

118

CONTRIBUTING TO A SUSTAINABLE LABOR MARKET 2021 2020 2019 2018

NPS Net Promoter Score
NPS result client loyalty

Academic Work

AW Academy

Digitalent 

NPS result consultant loyalty

Academic Work

AW Academy

Digitalent

76

N/A ***

*

55

N/A ***

49

72

94

58

47

55

–

71

100

58

51

71

–

69

–

–

53

–

–

Supporting young professionals & job creation
Number of people we helped to new jobs  

through Academic Work

Graduated consultants AW Academy Group

9 214

871

7 408

507

10 335

616

11 976

495

Internal employees AW Group per country
Number of  employees at 2020-12-31

Number of employees at 2021-12-31  

New employees 2021

Employee turnover, %:

Average age:

Median age:

SE

531

564

233

21,3

32,1

32

NO

58

71

16

21,1

31,1

31,8

CH

66

75,4

20

36

29

28,5

DK

11

16

12

6,3

29,3

28

FI

105

148

51

8,8

30,8

29,8

DE

90

61

37

53

32

31

* SCB’s definition of another cultural background than Swedish is;  
foreign born or Swedish born with two foreign-born parents.

** Data irrelevant for 2019 and 2018 due to change in tool
*** No data availiable

** The numbers exclude Academic Work Switzerland, which has a  
different transportation solution for cars that we lack the data for.
 
*** No data availiable

* Only includes CO2-emissions facitily in scope 3;  
CO2-emissions cars (pool and private);  
CO2-emissions travel (bus, train, air, hotel nights);  
CO2-emissions food (purchased goods, catering);  
CO2-emissions purchased material (marketing, office paper)

* Too few responses to be relevant *** No data availiable

Tables Tables

2020 2017 2015
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SUSTAINABLE GROWTH 2021 2020 2019 2018

Generated direct economic value MEURO
Revenue in

EBITDA

Revenue growth

331

5%

4%

319

7,70%

-15,70%

382

8,10%

5,50%

358

7,40%

12,80%

CONTRIBUTION THROUGH TAX PAYMENTS 2021 2020 2019 2018

Distributed economic value MEURO 

Corporate income tax

Social security contribution

Pension contributions 

3,3

60,1

7,9%

4

44

7,5%

7

53

7,2%

6

52

7,1%

ANTI-CORRUPTION

Anti-corruption No incidents

CHARITABLE DONATIONS 2021 2020 2019 2018

Charitable donations SEK
Yearly charity from AW

Yearly charity from internal employees,  1% Movement

Total

Projects
Community school project

Community village project

Sponsorship program
Kubala girls

2 cars

Christmas party/equivalent

Total

1 445 000

609 459

2 054 459

550 000

1 000 000

750 000

956 000

150 000

 3 406 000

1 68 000

705 684

2 333 684

550 000

450 000

700 000

–

150 000

1 850 000

2 597 000

848 746

3 445 746

1 060 000

–

150 000

2 210 000

2 355 000

547 057

2 902 057

960 000

–

150 000

1 910 000

SUSTAINABLE GROWTH 2021 2020 2019 2018

Total in EURO
Yearly contribution to charity in EURO * 

Yearly contribution to Respons Network in EURO* 

 

* Avergare exchange rate

202 512

335 897

10.1449

222 537

176 414

10.4867

–

–

–

–

–

–

SOCIETY POSITIVE ENGAGEMENTS 2021 2020 2019 2018

Internal employees engagements
Yearly charity from internal employees, 1% Movement

Total number of employees sponsoring

Kubala Girls sponsorship program
Number of girls in the Kubala Girls program

Number of former girls in skills training

Number of community members in skills training  

(village program)

Number of girls in tertiary training (3-year diploma)

609 459

137

610

15

13

14

705 684

175

611

21

10

5

848 746

224

611

21

10

5

547 057

215

576

25

8

4

Tables Tables

1 000 000 800 000



74 75

Tables Tables

GRI 102: General disclosures 2016

GRI STANDARDS 2016   PAGE REFERENCE REMARKS UN SDG

Organizational profile
102-1 The name of the organisation

102-2 Activities, brands, products and services

102-3 Location of headquarters

102-4 Location of operations

102-5 Ownership and legal form

102-6 Markets served

102-7 Scale of the organisation, including  

number of employees, entities, sales, equity

102-12 External initiatives

Strategy
102-14 Statement from senior decision-maker

102-15 Key impact risks and opportunities

Ethics and integrity
102-16 Values, principles, standards,  

and norms of behavior

Stakeholder engagement
102-40 List of stakeholder groups

102-41 Collective bargaining agreements

102-42 Identifying and selecting stakeholders

102-43 Approach to stakeholder engagement

102-44 Key topics and concerns raised

Reporting practice
102-45 Entities included in the  

consolidated financial statements

102-50 Reporting period

102-51 Date of most recent report

102-52 Reporting cycle

102-53 Contact point for questions regarding report

102-54 Claims of reporting in accordance with GRI

102-55 GRI content index

102-56 External assurance

6-7

6-7

6-7

6-7

–

6-7

6-7

12, 62

8-9

64-67

59

11

62-63

11

11

11

7, 73-74

12

12

12

13

12

72-73

Global Reporting, ILO,  

Agency workers directive

Potential risk

Process for whistleblowing

All entities unless  

otherwise stated

This report is inspired of the 

GRI standards' core option 

but has not been certified 

by an external body.

8

GRI-index 

GRI 200: Economic 2016

GRI 300: Environmental 2016

GRI STANDARDS 2016   PAGE REFERENCE REMARKS UN SDG

GRI 201: Economic performance 2016
201 – 1 Direct economic value generated and distributed

201 – 3 Defined benefit plan obligations  

and other retirement plans

GRI 203: Indirect economic impacts 2016
203 – 2 Significant indirect economic impact

GRI 205: Anti-corruption 2016
205 – 1 Operations assessed for risks  

related to corruption

205-3 Confirmed incidents of corruption  

and actions taken

9, 49, 56-58

60-61

37, 48-49

59

59 No incidents

8
8

–

3, 5, 8, 13
3, 8

GRI STANDARDS 2016   PAGE REFERENCE REMARKS UN SDG

GRI 103: Management approach
103-1 Explanation of the material topic and its boundary

103-2 The management approach and its components  

103-3 Evaluation of the management approach

GRI 302: Energy 2016
302 – 1 Energy consumption within the organization

302-3 Energy intensity

302-4 Reduction of energy consumption

GRI 305: Emissions 2016
305-2 Energy indirect (Scope 2) GHG emissions

305-3 Other indirect (Scope 3) GHG emissions

GRI 308: Supplier Environmental  
Assessment 2016
308 – 1 New suppliers that were screened  

using environmental criteria

40

40

40

36-37, 69

36-37, 69

36-37, 69

36-37, 69

36-37, 69

38-39, 69

No incidents

–

8,12,13
8,12,13

8,12,13

8,12,13

3, 12, 13
3, 12, 13

3, 12, 13

–
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Tables Tables

GRI 400: Social 2016

GRI STANDARDS 2016   PAGE REFERENCE REMARKS UN SDG

GRI 401: Employment 2016
401-1 New employee hires and employee turnover

GRI 403: Occupational health 2018
403-10 Work-related ill health

GRI 404: Training and education 2016
404-2 Programs for upgrading employee skills  

and transition assistance programs

GRI 405: Diversity and equal  
opportunity 2016
405-1 Diversity of governance bodies and employees

GRI 406: Non-discrimination 2016
406-1 Incidents of discrimination and  

corrective actions taken 

68

22-25, 68

20-21, 46-48

26-28, 68

In view of the nature of 

the business, AW Group 

has elected to report only 

absenteeism.

No incidents

3, 5, 8
5, 8

3, 8
3, 8

4, 5, 8
8

5, 8

8

5, 8
5, 8
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4. Quality education3. Good health  
& wellbeing

5. Gender equality

8. Decent work  
& economic growth

12. Responsible  
consumption  
& production

13. Climate action

https://sdgs.un.org/goals/goal4
https://sdgs.un.org/goals/goal3
https://sdgs.un.org/goals/goal5
https://sdgs.un.org/goals/goal8
https://sdgs.un.org/goals/goal8
https://sdgs.un.org/goals/goal12
https://sdgs.un.org/goals/goal12
https://sdgs.un.org/goals/goal12
https://sdgs.un.org/goals/goal13
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Thank you for reading! 
Read more about AW Group at aw.com

http://www.aw.com

