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Foretagswebbplatsen
ar den mest anvanda
informationskallan.
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Foretagswebbplatsen T———987%

Bloomberg, Thomson Reuters

Vi I ka Arsredovisningen

Tidningar pa webben

([ [ ( X ]
I n o r m a t I o n S a o r Online business magazines (e.g. businessweek.com,
fortune.com)

Trade press websites (sector- or industry-specific

anvander du g

SEC Edgar and other Regulatory databases

. :
p ro e S S I o n e t PY Yahoo Finance, Google Finance and other free portals

Independent podcasts (e.g. WSJ Your Money Matters,
FT News, Investing insights from Morningstar)

Corporate discussion forums

Corporate blogs

Other

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: Comprend’s Capital Market Survey 2019



Comprend’s Careers Survey 2019

Vilka kallor anvander du for att leta jobb?

70%

60%

50%

40%

30%

20%

10%

0%

61%

45%

39%
I |

33%

comprend°

M Foretagets webbplats
M Linkedin

B Friends or personal contacts
B Recruitment agencies

W Googling a job title
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Vad vill ni saga

Vad vill malgrupperna ha

Lagkrav




Research by Comprend
comprend?

Vem ar ansvarig for webbplatsen?

807%

kommunikationsavdelningen

ccccccccc

1 person

b " _::‘{-;-:-‘-i\ :
i

We help you move your business
forward - fast & cost effectively

\Webste a5  Sevice is a service where Comprend desigh and man e infrastructuce cor
1 oot own Camprend Platform. We work as youe personsl ITteam 3
and a vast understanding of clients needs.




Forbattra min webbplats Forsts ESEF COI'T]pI"EI'1do

Insikter om mina malgrupper Kndra var perception

En plattform som fungerar Gora en &rsredovisning

Kompetenser och resurser Se ti" att min Webbplats
fungerar och ar uppdaterad

Halla mig uppdaterad om vad

som hander i branschen Skicka ett pressmeddelande

Kommunicera med
befintliga medarbetare

Positiv media KOmmunicera som
Enhetlig kommunikation i alla kanaler ett b6rsn0terat
foretag

Rebranding

Engagerade medarbetare .
Bilder

F3 IT med pa banan Innehall Oka var synlighet
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Webranking by Comprend sedan 1997

Vad vill malgrupperna?

Webranking report 2019-2020

* Kapitalmarknad
o .o > Utilities 10/36 e
Jobbsokanden e 59.4

6/214

overall performance across Webranking’s 10 sections

Vad presenterar foretagen

e 50 karnkriterier - 250
delkriterier

m coreere

* 110 svenska webbplatser

* Totalt ca 900 europeiska
webbplatser
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Resultatet per sektion

Startsidan Bolagsstyrning Funktioner Rapportering Aktien
‘ 68% ‘ 63% ‘ 99% 93% ‘ 23% ’

Press Om oss Hallbarhet Karriar

‘ 592% ’ 42% ’ 41% ’

37%

IR
31% '
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Mest forbattringspotential

Om oss Hallbarhet Karriar

41% ’ 37% ’ 31% '

42%

14
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Om foretaget

G Affarsmodellen

a Geografisk spridning

e Hur affaren ar strukturerad - affarsomraden




ek

Swedish Match.

Our company

OUR BUSINESS

© Snus and moist snuff
© Other tobacco products
© Lights

Value chain

Risk management

Outlook and risk factors

Our business  Corporate Governance Sustainability Investors Media

Our value chain

Swedish Match manufactures snus, pouch products without
tobacco, moist snuff, chewing tobacco, cigars, matches and
lighters at 15 facilities' - in Sweden, the US, the Dominican
Republic, Denmark, the Netherlands, the Philippines and
Brazil.

The value chain for our products includes research and
development of new and refined products, raw material extraction
and production, processing at suppliers, manufacturing at
Swedish Match’s facilities, transportation and distribution between
the various value chain stages, and sales through retailers
(customers) as well as consumer use and final disposal of product.

FARMS/ | FACTORY/
FORESTRY/ | SUPPLIER s WAREHOUSE/
RAW MATERIALS OFFICE

TRANSPORT/ (I
DISTRIBUTION  §

Our websites Svenska @

Snus and health Career

MORE INFORMATION

Vision and strategy »
Sustainability >
Organization >

Addresses >

Search Q



https://www.swedishmatch.com/Our-business/value-chain/

4 Employees
Q Exploration:

Development / Production:

%28

& Other businesses

Canad,

United St3

MeXico

REPSJOL

Gustemals

Nicarague

Greenland

v Activ
Iceland
g Sweden -
-
Finland Russia
NEvway
-
-
Unitey -
Kingd Belarus
ireland Poland
- A P
Ukraine
)e Kazakhstan
France o Mongolia
-
- ¥ -
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Sin -
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P Turkey o Turkmenistan
e Syria Chiba
— Iraq / Afghanistan
MoVocco - Iran
Pakistan
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Western
Sahara Saudi Arabla d
India Myanmar
Orman (Burma)
Mali i
Riger Sudan Vewaa Thailand

Chad

Birking
Faeo

Vietnam

South Korea
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4 Svenska 10/21/2019 5:30 PM CET
SKANSKA 205.9 +0.3%

ALLlNalSs  Projects Careers  Investors  Media  Sustainability  Corporate Governance O\ @ N
Start = Aboutus = Geographic markets
About us h
Geographic markets
Skanska in brief
Skanska operates around the world in selected home markets in Our services
Our purpose and values the Nordic region, Europe and USA. Our headquarters are located More information about the services we
in Stockholm, Sweden. are offering on our home markets:

Code of Conduct
> Construction

Qur services » Homes

Geographic markets > Commercial property

. . Swedsr
Organization T
: g M . .
Unied States of Amsrica oy Our organization
Strategy -
Denmagh > Organization 2
h d . United Kingdom Polznd

Research and Innovation Coech Repible o ¥ Construction units 7

i . i i Romania by . R . A
Building Information Residential Development [
Modeling » Commercial Property Development units

=

Our history

Home markets

We have operations in eleven countries - home markets - in one or several of
our three business streams: Construction, Residential Development and



https://group.skanska.com/about-us/geographic-markets/

HDLMEN About Holmen Career Sustainability Investors Newsroom Contact us

Forest Paperboard

Wood products Key figures 2018 (2017)

Holmen produces wood products for use in joinery » Netsales: 1 747 SEKm (1 562)
and construction at three sawmills, whose by-
products are used at the Group’s paper and
paperboard mills. Annual production volume is just Investments: 76 SEKm (100)
under 1 million cubic metres.

Operating profit/loss: 246 SEKm (80)

Capital employed: 927 SEKm (862)
4 percent of the Group’s capital is employed in the

Forest business area. Average number of employees (FTE): 261 (251)

Deliveries, '000 m3: 828 (852)

GO TO HOLMEN TIMBER A~



https://www.holmen.com/en/about/holmen-in-short/businessareas/#Wood_products
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Hallbarhet

G Hallbarhetsstrategi

a Hallbarhetsrapport

© Miljsdata - KPI




o @ QOO

SSAB

Brands & products
Steel selector
Support

Services

Contact us

Company

QUICK LINKS

FOLLOW SSAB

D .

Company Sustainability SSAB and sustainability

Sustainability targets

Our vision is at the core of our entire operation. In everything we do, we strive to create a stronger, lighter and more sustainable world. Sustainability is a key business driver for

both us and our customers. Therefore, we put much effort into ensuring that we act in an ethical and environmentally sound way in all our operations and markets.

Sustainability strategy and targets

SSAB's sustainability strategy is divided into three areas: Sustainable Offering, Sustainable Operations and Responsible Partner (Read more on p. 24). In 2017, SSAB increased

the company’s ambitions for sustainability and set new objectives and targets.

Area of Sustainability
strategy

Sustainable offering

Sustainable operations

Responsible partner

Objective 10 Mtonne annual customer CO, Fossil free 2045 Responsible partner
savings 2020
Description By using SSAB's high-strength steels, Long term, SSAB will work toward a For SSAB, having a large impact on society means taking

customers can achieve CO, savings
during their end products’'use-phase.

The earlier target was to reach the same
CO; savings targets by 2025, but since
volumes for EcoUpgraded and
Automotive Premium products have
grown more than originally expected,
the target was brought forward to 2020.

fossil-free steelmaking process through
the HYBRIT initiative and by eliminating
other fossil related emissions, with a
goal to be fossil-free throughout our
entire operation by 2045.

on a large responsibility. SSAB adheres to the highest
standards as a responsible partner by taking
responsibility for business ethics and responsible
sourcing, as well as continuously strive to improve safety,
diversity and employer attractiveness.

Objectives & Targets

+ 10 Mtonne annual customer CO»

savings by 2020:

o 8 Mtonnes of annual CO; savings
from SSAB EcoUpgraded deliveries
by 2020

o 2 Mtonnes of annual CO; savings
from Automotive Premium
deliveries by 2020

+ Fossil free within the entire operation

by 2045

At the end of 2020, SSAB will have

achieved the following environmental

and energy targets*:

o Lasting reduction of 300,000
tonnes in CO, emissions

o Lasting reduction of 400 GWh in
purchased energy

o Lasting improvement of 50,000
tonnes in residuals utilization

*The base year for monitoring the
targets is 2014

» Safest steel company in the world with long-term goal

of zero accidents

Reaching an employee engagement score that exceeds

the global average (measured every other year)

By the end of 2019, SSAB will have achieved the

following gender diversity target:

o Women holding 30% of the top management
positions in the company by the end of 2019

Results in 2018

« In 2018, the customer end-product
CO; savings totaled 9.2 Mtonnes:
o 7.7 Mtonnes from SSAB
EcoUpgraded deliveries

Construction of a pilot plant for
fossil-free steel production was
started in Luled, Sweden. Read more
on pages 26-27

SSAB's lost time injury frequency resulting in an
absence of at least one day (LTIF) was 6.1 (5.6), up 9%
compared to 2017, despite safety having the highest
priority and the extensive efforts undertaken to
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https://www.ssab.com/company/sustainability/ssab-and-sustainability/sustainability-targets

» Q STORES

BUILT o SCRATCH —-

ABOUT US v | NEWSROOM v | INVESTOR RELATIONS <+ | FOUNDATION v | RESPONSIBILITY v | CAREERS

PERFORMANCE
COMMITTING TO ACTION, DELIVERING RESULTS

Any decision we make today can affect our world tomorrow — and it's our duty as a company to look out for the Earth’s well-being. That means holding ourselves, our suppliers
and our business partners accountable for sustainable business practices. It means constantly reviewing our corporate impact. It means setting goals for improvement and
meeting them — and surpassing them in many cases. This is the power of The Home Depot's can-do spirit — working together to create a better world, faster through the
business we operate and the products we sell.

CO02 REDUCTION
TARGET CARBON EMISSIONS STORE ENERGY USE RENEWABLE/ALTERNATIVE ENERGY

SCIENCE BASED TARGET / 0/0 PRODUCE/PROCURE
39.9% REDUCTION BY 2030 1 35MW

50.4% REDUCTION BY 2035

SCRRE T ANDDESSSIONS STORE ENERGY USE REDUCTION BY 2020 OF RENEWABLE/ALTERNATIVE
............................................................................ PnoGREss.....-..................-............-........-..............................
START YEAR 2018 23.5% REDUCTION 131MW IN 2018
"
COMMUNITY ;
VETERAN RELATED CAUSES TRADES TRAINING CONSUMER ENERGY SAVINGS

3500 MILLION o) 50 M"_LlON SAVE CONSUMERS -
COMMITTED TO VETERAN CAUSES BY 2025 §TRAIN SKILLED TRADESPEOPLE $28 BILLION Q

ﬁ ﬁ 1} {? IN THE NEXT 10 YEARS IN MONTHLY ENERGY COSTS BY 2020



https://corporate.homedepot.com/responsibility/performance
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Karriar

G Hur det ar att jobba pa foretaget

a Geografiska platser

e Foretagets forvantningar

24
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nordlc About Brands vestors Corporate Responsbiity
COLUTIONTRNY. O

A Swedish company with an international outlook
1900 + 35 + 20 +

smpioyess n the MNardcs and LK nabiorakies Counines of aperancrs

A young company with rich history

@ oeveson Il Ve are the heartbeat of
entertainment



https://www.nentgroup.com/careers

WHOWEARE OURENERGY INVESTOR RELATIONS CORPORATE GOVERNANCE SUSTAINABILITY MEDIA CAREERS

#greenenERGymakers >
with us > Grow with us
Grow with us M
o B I The person who makes all the difference in your personal-professional g'owth IS you
ERG - Career paths and job meb You have the means to plan and guide your personal development, and you are responsible for acquiring skills that make you
You Learn employable” and "desirable” in the work world... so you can build your SUSTAINABLE FUTURE
Feedback

ERG has developed a system of training courses, feedback on performance and on growth potential, and experience in the field to

support people in their current and future challenges

PLAN yerr FUTURE

FOUR QUESTIONS TO UPPATE PEOPLE o,
¥ e MAAGer
2018 Annual report i?““‘ ?Aﬂ::"*‘ $ " )&L" g X e
“ ‘(ﬂ A *
%OV‘ fv\ mv\‘“ :«:hw Tgu‘ U BOUT \‘AAGI NE 7
Sustainability Report W “_« J@“\ Sk‘ Wy &&""’GRON
3&\“ so\&«z\“ \\N S HAVE ‘{OU Tow Us WHAT E ™ VORE THAN oNE
B » Q?\‘*:Q\v\‘:& “*\\/\\0“ //:'\ BOUT YOUR PROFESSIONAL WOULD Yol > thb'mnmmmug
TR g omerme s el ({2 i
AR YouA¥ Deloke) il T eaps 1 .
OO urphrep e ALONG THE WAy 7 “M umﬂs‘ﬁuﬁ%gmmﬁlﬂ?ﬁs
o) Mok
Talent Management and Acquisition . \‘ \L RS El \) sgs#;g}é?:rohfk’ﬁ::'p
e \‘“RO CE Wtabne e L

Marzia Bonifacio

\5 IZE </ = Close-up

Head of Talent on c N OUK Ktonr
QOLLEAG"ES RE OGN”ABlE )uo SINGASSES
q TELL WHO IN 1%\!}; el 5 WISETC. _
enise Bugna % you ARE (Al / @ !
Eaiewt H:B . t & Acquisition v 10 RT DO 10“7 @?’ ,:
B selezio \‘!‘fwf,’

PEOPLE

ERSONE. - SPERIENZE. (PPORTUNITA “€R | T CCELLENZA

Made by Carlotta Cataldifor ((erc

jo,



https://www.erg.eu/en/careers/grow-with-us
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= v Axfood e

START > |INVESTORS > FINANCIAL INFORMATION > FINANCIAL TARGETS

— INVESTORS —

Financial targets

Axfood’s strategic target supports the Group's strategy to achieve
profitable growth, drive work with environmental issues, and to
have committed employees who reflect the diversity of the society
they work in.

Group operating margin
Axfood will grow faster than the market (new target as from 2018).

During 2018 Axfood's store sales (including Hemkép franchises) increased by 5.3%, while
growth for the market was 3.0% in current prices, according to HUl/the Swedish Food Retailers
Federation. Axfood thereby increased its market share.

| 5.3%




—
—_— Menu

Operating margin

Long-term operating margin of at least 4%.

The long-term target was reached in 2018, with an operating margin of 4.2%. Profitability was
favourably affected by like-for-like sales performance and the sales mix.

4.2%
4 —-—

0

14 15 16 17

4 Operating margin, %
Target

Equity ratio

In 2018 the target was an equity ratio of at least 25% during all quarters.

As a consequence of changed accounting policies (transition to IFRS 16 Leases), in 2019 the
target is an equity ratio of at least 20% by year-end.

The equity ratio as per 31 December 2018 was 37%, and the target was achieved during every
quarter.

50

40— — 37%

Waiting for in.hotjar.com...



https://www.axfood.com/investors/financial-information/financial-targets/

Our operations Vision Goals & strategy Innovation

Strategic themes and priorities Financial targets Sustainability targets

Group Strategy

ICA Gruppen is driven by the vision to make every day a
little easier. Our companies rely on a stable ground with
several common strengths. We continue to evolve by
finding easier and better solutions for our customers,
enabling them to shop more conveniently, cook better
food, live a healthier life, have a more stable economy
and live in more sustainable communities.

Since the creation of the Group we have consolidated our
company structure to become more synergistic - with
groceries as our core and complemented by our
supporting businesses i.e. pharmacy, non-food, bank,

insurance and real estate.

By co-operating between our businesses we create scale
and realize important synergies e.g. common loyalty
program, co-location of stores, sourcing and
administration. In addition, digitalization creates new
possibilities for additional synergies e.g. in e-commerce,

data and investments in new technology and capabilities.

As the environment is changing more rapidly we also
need to be more agile. The Group strategy builds on our
stable foundation and common strengths and sets the

Vision

Strategic
target picture Crocte growth g

Strategic
priorities

Organization

o

o)

© 04

Strategic

Target Picture

Corporate
governance

Our purpose

Where we want to be
* Long-term
+ Guides us in Long Term Plan

Our most important priorities
for the coming year

» Updated annually
« Guides us in Annual Target
« Targets set and followed up quarterly

x

VISION

We make every
day allittle easier

¥

th Closer to our Trusted &
Cre_a_t@/ relevant
/’Q}
éﬂ h\

t’Iki_

W M}w

A positive force



https://www.icagruppen.se/en/about-ica-gruppen/#!/goals-and-strategy
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Swedish Match.

Our company Our business Corporate Governance Sustainability Investors Media Snusand health Career

OUR BUSINESS

Outlook and risk factors

© Snus and moist snuff

ANNUAL REPORTS
© Other tobacco products Swedish Match expects that the trend of increased interest
® Lights from consumers, industry players and regulators in less
harmful alternatives to cigarettes will continue.
Value chain
Risk management The outlook included in the first quarter report stated that “For the
Outlook and risk factors full year, Swedish Match anticipates modest growth in the US cigar

market.” This updated outlook has been revised to delete reference
to anticipated modest growth in the US cigar market given overall
category volume declines experienced in the first half of the year.
Based on this development, we are no longer confident that the US
cigar market will record volume growth for 2019. The remaining
points of the previous outlook statement remain unchanged.

Swedish Match expects that the trend of increased interest from
consumers, industry players and regulators in less harmful
alternatives to cigarettes will continue. By providing products that
are recognized as safer alternatives to cigarettes, our ambition is to
create value for both shareholders and society.

For 2019, on a full year basis, Swedish Match expects the
Scandinavian snus market to continue to grow and to remain highly
competitive. Swedish Match expects the US snus/nicotine pouch
market to grow. In the US moist snuff market, we expect continued
growth for pouches. For US chewing tobacco we expect continued
market declines. In both Scandinavia and markets outside of
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M Contact Cloetta Svenska

About Cloetta Governance Our brands Sustainability Investors Media Career

2019-2020

No.

Latest Press AGM 2019 Upcoming Share price

Releases . » Events CLA B: 28.48 SEK
é Silent period - Q3 2019 Sy

Invitation to conference call

with web presentation of

The Sweet spot for your
career

Cloetta AB’s interim report
Q32019

Interim report Q3 2019

Cloetta accelerates global

marketing investments Latest Report
ry P Silent period - Q4 2019
Interim report Q2 April - June
2019 - Report
Nomination committee
appointed ahead of 2020
Annual General Meeting of ® S ke b
nterim report 2 April - June
Clostia AB {pub) 2019~ Report Employees
W i
Cloetta AB interim report @2 @ Interim report Q2 April - June
April - June 2019 2019 - Presentation
; ¢ Sustainability
& Interim report Q2 April - June 1 count ¥ commitment
Invitation to conference call 2019 - Financial data keting. n,

with web presentation of Clostt a ‘ the
Cloetta AB’s interim report tainabi :
Q22019

Read more at the Interim Report Cloetta Privacy
policy

page

Webranking m——
by Comprend
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SWEDEN
SKANSKA

Webranking
by Comprend

SKANSKA

Our offer

Slussen, Stockholm

Hundreds of thousands of people pass through
Slussen in central Stockholm every day. Major
reconstruction will transform the area into a safer

and more attractive area for future generations.

Read more about Slussen (in Swedish)

Build a better future with us

About Skanska

Our projects Career Suppliers Media | Swedish Contact Q

Become a Skanska supplier

We want to work with suppliers who take pride in
what they do. Skanska’s values and sustainability
areas guide us and our suppliers in our projects.
Together we are thinking ahead to achieve our
goals.

How we work with our suppliers

We are building for a better society

Projects that improve society

We develop and build for a sustainable future with
the ultimate goal of improving our society and
people's lives. Thanks to this dedication, we are
involved in some of Sweden's most interesting
projects of our time.

Projects that improve society

Join us on our journey

Would you like to participate in our next project?
At Skanska you will face unique challenges and
development opportunities. We are looking for
people who want to create a more sustainable
society together with us.

Developing your career at Skanska

Developing a sustainable future

From the projects we build and develop to the
innovative, sustainable solutions we use to deliver
them, Skanska builds for a better society.

Our work with sustainability

International Leaders Program, ILP

We value diversity. Our International Leaders
Program (ILP) is a strategic recruitment program for
foreign-born engineers with work experience
within the construction industry. Become part of
our team.

International Leaders Program

Strong values guide our actions

What we do and how we do it contributes to a
sustainable future for our people, customers and
communities.

Find out more about our values

Ahnat 1t Shancka Cantact e
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Ourwebsites ~  Svenska @  Search O,

Swedish Match.

Our company  Our business  Corporate Governance Sustainability Investors Media Snus and health Career

Q3 2019

The interim report for the period January - September 2019, will be
released on October 25 at 8.15 a.m. CET. The telephone conference
will be held at 2.00 p.m. CET.

Interim reports >
Presentations >

Telephone conference (2

Press releases Calendar

Half Year Report January - June 2019 \ 4 1 1 /
/

\
Jul 18,2019 8:15 AM CET SEK

)
Oct 21, 2019 9:42 AM CET Interim report January-September 2019
A [SIVMA +0.3%

All press releases > The share > Calendar >

This is Swedish Match

Swedish Match is the largest snus
manufacturer in Scandinavia. In
the US, Swedish Match is well
positioned as the third largest
snus and moist snuff company.

Swedish Match in brief >

Vision and strategy >

Company presentation > Annual General Meeting > The history of Swedish Match >

Financial reports >

Our business

Snus and moist snuff > Other tobacco products > Lights >
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3 saker ni kan gora redan idag

0 Lagg till affarsmodellen fran arsredovisningen
Q Presentera era affarsomraden

e Publicera affarsstrategin och hallbarhetsstrategin
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Gabriella Bjornberg B
076- 109 05 86
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Helena Wennergren
070-9711210
helena.wennergren(@comprend.com
www.comprend.com
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