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ABOUT BRANDFACTORY

YOUR PARTNER
IN VISUAL
COMMUNICATION
BrandFactory is the Nordic region’s leading brand partner in visual communication. Under our roof you will find a wide range of products and
services spanning both digital and print media. In addition to printing
services, we offer digital signage, signage solutions, system support, a shop
selling promotional products, web services, and warehousing and logistics
services.
We are driven by constantly developing in a sustainable way and working
towards reducing our climate impact.
Our clients are commercial companies, organisations and the public sector
in all industries. Production mainly takes place in BrandFactory’s own facilities in Sweden. We make sales from our offices in Sweden and Norway.
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ABOUT BRANDFACTORY

OUR VISION
Shape the visual communication of the future.

OUR MISSION
Make brands successful in a simple way in our
complete solution for visual communication.
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MARTIN ALSANDER, CEO GROUP/
PARTNER LAZARUS FÖRVALTNING
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ABOUT BRANDFACTORY

MOVING FORWARD
Lazarus’ first year as owner of BrandFactory
has been both successful and challenging. Like
the rest of the world, we were caught off guard
when the pandemic hit with a vengeance
in March 2020. BrandFactory had just gone
through a major restructuring programme, and
we were excited to start building for the future.
Instead, like every other company, we were
forced to focus on ensuring that day-to-day
operations were able to run smoothly – and,
moreover, in a safe manner according to the
restrictions imposed by society. In parallel,
we needed to adjust production to the lower
demand that initially became apparent in the
second quarter. Thanks to the tremendous
efforts of all our employees, the transition was
very smooth.

Despite additional restrictions due to the pandemic, we saw a major improvement in order
intake during the autumn in all businesses. We
also had the opportunity to recruit for some key
positions. In particular, our Norwegian operations ended the year with sales growth, which is
extremely impressive in a year like this.

Our ownership focus over the past year has
been partly on creating a simpler corporate
structure that focuses on clearer ownership of
the various businesses. As part of this work,
BrandFactory’s Danish subsidiary was sold to
Damgaard Jensen, a local competitor, during
the summer. We saw that the Danish business
needed to identify local synergies in order to
develop, and as owners we took responsibility
for finding a new home base for BrandFactory
Denmark. This simultaneously gave us greater
opportunities to focus on our largest market:
Sweden.

This year, we will focus a lot on meeting the
increased demand that we believe will emerge
once the pandemic and restrictions are eased.
This includes ensuring that we have the right
skills and systems in place at all levels within our
business areas – and that we develop and train
our staff in the best possible way to constantly
improve our capabilities.

BrandFactory’s balance sheet received a major
boost in the last month of the year, resulting in
the company being free from bank loans and
with strong funds. This enables us to invest in
key initiatives and ultimately offer our customers
even better quality and service. It also allows
us to set clearer requirements for ourselves and
our suppliers when it comes to sustainability and
environmental issues.

BrandFactory, with its huge product breadth
and skilled employees, is well placed to take
important new steps during the year towards
becoming the most profitable and sustainable
player in the industry.

In addition, several subsidiaries were merged
and we streamlined our corporate structure so
that it now better reflects our four different business areas: Communication, Branding, Logistics
and Norway.
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ABOUT BRANDFACTORY

GOOD NEIGHBOURS
BrandFactory Norway can be found in our neighbouring country. There, they mainly work on visual
communication focused on building strong brands.
Their headquarters are in Oslo, but their customers
can be found throughout Norway. They have
Miljøfyrtårn certification – one of Norway’s most
recognised environmental certifications.
BrandFactory Norway’s vision is to simplify,
enhance and maximise the impact of its clients
through visual communication. They offer a
wide range of services and are experts in
outdoor signage – including digital signage.
Outdoor signage from BrandFactory Norway
can be seen in places such as large car parks
but also on public transport, both road-bound
and rail-bound.

They design, produce, stock, distribute and
install. However, they do not print things themselves – instead, most of the printing is done by
BrandFactory Sweden.
In other words, they can help their customers
from start to finish. And are more than happy to
do so!

ARNE MOEN, CEO NORGE

They have extensive experience and knowledge which enables them to come up with
tailor-made solutions for their customers’ specific
requirements. With a flexible organisation and
major capacity behind them, they can scale up
operations as needed.
The Norway office has 34 permanent employees plus 5–20 fitters who are there almost all
the time depending on what is required. As the
number of assignments in the industry varies,
they have chosen to make installation an additional service.
You could say that they help with all kinds of
visual communication, from A to Z.

BRANDFACTORY DENMARK

BrandFactory Denmark is the country’s largest
total supplier of visual communication. They
offer everything from concept development
and design to installation and follow-up. They
have extensive experience and knowledge in
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developing innovative and creative solutions
that build brands in both the long and short
term. The Danish section was previously a subsidiary of the Swedish company, but they have
had a new owner since the summer of 2020
– although our close cooperation continues as

ABOUT BRANDFACTORY

OUR LOCATIONS
STOCKHOLM, FARSTA
Headquarters
Office
Production
STOCKHOLM, HANINGE
Office
Production
Warehouse and logistics
FALUN
Sales office
LINKÖPING
Office
Production
Warehouse and logistics
GOTHENBURG
Office
Production
Warehouse and logistics
NORWAY
Office

ABOUT BRANDFACTORY

FIVE QUESTIONS
1. H
 ow long have you worked at BrandFactory and what do you do?
2. How would you describe your everyday life in three words?
3. What is most important for you in
terms of enjoying your job?

4. What in your work makes you feel
proud?
5. Why do you think we’re a good
employer?

AGNIESZKA JACHIMEK, FARSTA
1. I have been working at BrandFactory for over
6 years. I work in various positions, from cutting
to finished brochures and business cards.
2. The three most accurate words are optimism,
communication and openness to learning new
tasks.
3. I like my job because I feel appreciated
there.
4. I’m proud that I learned so many new things
during my work.
5. The biggest advantage is that they appreciate good employees and are open to
suggestions on what can be improved. A good
employer always takes into account the views
of everyone involved in the job to ensure the
best performance.

JAWAD MOHAMMADI, LINKÖPING
1. I’ve been working at BrandFactory for about
two years. I work with finishing such as CAD,
stripping, laminating and varnishing.
2. Fun, enjoyable, varied.
3. To have good tasks and helpful colleagues.
4. To be good at what I do and that my colleagues appreciate me.
5. Because I enjoy my work and have the opportunity to learn new things.
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ABOUT BRANDFACTORY

HENRIK ROBERTSSON, GOTHENBURG
1. For 17 years, and I run the prepress operation
in Kållered.
2. Fun and challenging, varied.
3. Problem solving and good employees.
4. When you get a really challenging variable
data printing to work and, above all, when the
customer appreciates the job.
5. For me, it’s both the security and the challenge of the job.

JOHANNES STARK, HANINGE
1. I started doing occasional hours at BrandFactory in 2017 and became a permanent employee in 2018. I’m team leader of the campaigns
department and do a lot of planning, both of
work and staff. Otherwise, I’m pretty much an
all-rounder, helping out wherever needed.
2. Varied, fun and fast-paced.
3. The most important thing for me is that all
colleagues experience a sense of community.
4. I take pride in my work when together we
manage to deliver everything on time and with
good quality.
5. What I like most about BrandFactory is that it
is a multicultural workplace. BrandFactory really
gives everyone a chance I think, regardless of
background.

DORIS MALMERYD, FARSTA
1. 5.5 years. Ekonom BF Sverige AB
2. High pace everyday.
3. Good colleagues, feel a sense of participation/responsibility, present boss.
4. Being a positive part of the team. To manage to conclude tasks, old and new.
5. Hope for stability, giving BF the chance to be
a good employer.
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COMMENTS FROM THE SWEDISH CEO

AN UNUSUAL YEAR
We started 2020 by reorganising BrandFactory.
It was a tough way to kick off the year, but we
finished on schedule in March. With a strong
new owner, we managed to turn the company
around during the autumn and were able to
emerge from 2020 into 2021 in a strong position.
To say that 2020 was a challenging year in
many ways is no understatement. Large parts
of the in-store retail and general retail sectors
were very negatively affected, and all trade fairs
and public events literally disappeared. Despite
this, we were able to keep the business running.
It is proof that our strategy of offering a wide
range of products and services is the right way
forward.
With a higher market presence and a wider
range of services, the sales focus is on sustainable business development in our various
business areas. The aim is for our customers
to feel that we are a modern communications
partner they can count on.In 2021, we will develop new services, particularly in digital marketing, an area that has grown significantly during
the pandemic. In this regard, it is important to
be responsive to the needs and challenges of
the market. It is an area in which our customers
count on our expertise and drive. Furthermore,
we have initiated strategic work with some of
the company’s key stakeholders to drive innovative sustainable business development.
During the year, we implemented an efficiency
plan that resulted in a number of important cost
savings. Unfortunately, we had to reduce the
number of employees, but at the beginning of
2021 we started to rehire again. This feels great.
Our people are at the heart of our business. In
this year’s report, we let some voices from our
operations be heard.
We’ve had a great start to 2021, with positive
signals from the market, new customers and
new business. Going forward, we are focusing
on optimising our production equipment to
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reduce our carbon footprint – for example, we
have invested in a new digital cutter to make
work more efficient and save energy.
Improving quality, increasing efficiency and lowering our production costs are areas on which
we worked hard in 2020. In 2021, we have even
more opportunities to launch our investment
plans.
One thing we are focusing on in 2021 is
environmentally compatible production materials. Together with our customers, we have a
major responsibility to innovate and propose
climate-smart materials and solutions. Our customers and society are demanding more from
us. And as the market leader in visual communication, we want to take great responsibility
in terms of being a sustainable supplier and
workplace.
We aim to be carbon-neutral by 2024. This
focus naturally permeates the entire business.
On the path forward, we are checking off milestones. Some were completed in 2020 and are
presented in the report.
With 2020 behind us, we are now poised for an
incredibly exciting new year. We look forward to
continuing our journey with you. So let’s go!
And do feel free to get in touch!
Best regards

Johan Stålhäll, CEO Sweden
johan.stalhall@brandfactory.se, +46 (0)70-518 24 50
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OUR BUSINESS POLICY

OUR BUSINESS POLICY
Consistently environmentally compatible
production processes, democratic values in
the business and high quality service are some
of the key principles we have chosen to
include in our business policy.
Our business policy covers our quality policy,
ethics policy and environmental policy and describes how we meet our commitments to our
stakeholders in these areas:
• Our clients’ expectations will be satisfied
in every client assignment and will be well
balanced in terms of delivery time, quality of
performance and cost.
• By constantly developing our wide range of
services, we can exceed our customers’ expectations and offer services that can simplify
the customer’s own processes.
• We strive to identify risks and take measures
in our processes as early as possible to make
our customers feel secure in placing their
assignments with us.
• Our undertakings will be characterised by
strong business ethics, and we will observe
good business practice. This means we only
take on assignments that we know we can
carry out, and we never exploit sensitive information from clients or partners for our own
benefit.
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• All activities must be based on democratic
values, openness, gender equality and the
pursuit of high quality.
• Group companies, partners and suppliers
must act within the framework of international
and national laws, regulations and standards
that affect our operations.
• We will ensure an environmentally compatible production process, for example
by choosing less environmentally harmful
chemicals, paints and materials where there
are two equivalent options. Chemicals and
components are checked against REACH
and RoHS.
• Our products and services are regularly reviewed from a sustainability perspective, from
supply chain to recyclability.
• Every employee must work to constantly
develop and improve our processes through
optimisation of working methods, equipment,
skills and choice of raw materials.

With an eye for detail. In our
business policy, you will find
guidelines for our company, from
quality to ethics and environment.

15

STAKEHOLDERS

THE ROAD TO HERE
AND ONWARD
Our goal is to develop and become even more
sustainable. To succeed in our ambitions, we take
into account the challenges of the industry, the views
and needs of our stakeholders and our
own collective experience.
Sustainable services, people and health, and
quality and environmental impact are the main
areas we focus on to ensure a sustainable
tomorrow. Our sustainability work is based on
conclusions from a risk analysis and an inventory of previous sustainability work in the various
merged companies.

MATERIALITY ANALYSIS

Our materiality analysis is based on factors that
are typical of the industry. In addition to these,
we have identified a number of risk areas that
are relevant to us. Our business has many different services that are performed in a number of
defined processes to reduce the impact on the
outside world.

OWNERS

EMPLOYEES

SUPPLIERS

STAKEHOLDER ANALYSIS
The stakeholder analysis was conducted in 2018.
This gave customers, employees, owners and
suppliers the opportunity to play a part in determining which risk areas we should work with
more distinctly.
By evaluating the stakeholder analysis, we identified a number of areas that appeared to be
particularly important among the respondents.
Then we made an overall assessment of the
answers. In addition, we took into account the
views of the management team and general
industry-related areas.
Business-critical risks from a sustainability
perspective
On this basis, we have also identified some
business-critical sustainability risks.
• Meeting and exceeding customer requirements through dialogue with customers and
market intelligence
• Preventing sustainability risks in supply chains

FINANCIERS

CUSTOMERS

• Ability to recruit staff – a problem we share
with the entire graphics industry
• Economic risks due to inefficient use of our

INTEREST
GROUPS

AUTHORITIES

We cannot achieve our sustainability goals on our own, but instead it is necessary that we cooperate and maintain a
close dialogue with our stakeholders. Stakeholders include everything from suppliers, customers, owners and employees
to authorities and the outside world. It is we who together can effect change on a broad front by jointly identifying new
sustainable solutions.
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Our goal is to be one of the leading
players in the graphics industry
and to contribute to a sustainable
society. We are driven by working
towards a reduced environmental
impact and the 2030 Sustainable
Development Goals.
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FOCUS AREAS

OUR FOCUS AREAS
BrandFactory’s sustainability work is based on our
strategy for sustainable growth and is an important
part of the company’s business management. We are
driven by working towards a reduced environmental
impact and the 2030 Sustainable Development Goals.
In our strategic work, we have three selected
business-related focus areas: People and health,
Sustainable services and Environment and quality. Through sustainable services and products,
BrandFactory will be one of the players in the
graphics industry to lead the work for a sustainable society.

PEOPLE AND HEALTH

Our employees expect us to offer a safe and
stable place to work – where staff can feel that
they do meaningful work, are respected and
have opportunities for personal development.
We should also provide a safe work environment and good working conditions.
BrandFactory has an over-representation of
men (66%), and as two of our focus areas are
gender equality and diversity, we will initiate
work in 2021 that aims to highlight women. Our
people are our number one priority – we should
be a business in which all staff feel valued and
are treated with respect.
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A workplace that ensures opportunities for personal development.

SUSTAINABLE SERVICES

Our customers constantly challenge us and
expect us to take social responsibility. Many
companies have a clear sustainability strategy.
It is part of our work to promote and propose
sustainable materials, solutions and shipping
options in order to offer sustainable communication. It is of the utmost importance that we
constantly work proactively together with our
stakeholders. We follow industry developments
and provide customers with our expertise so
that they can feel confident that we are offering
the best solution. We see it as a matter of
course to constantly pursue proactive business
development in order to further our customers’
goals and our own business. We categorised
our own focus areas under the UN Sustainable
Development Goals and under our three main
categories of sustainability work. They are presented here as prioritised and very important
areas.

FOCUS AREAS

QUALITY AND THE ENVIRONMENT

Print media accounts for just under 20% of total
media in Sweden (2020). It is a shrinking market,
but there are many benefits. One advantage is
that much of the material can be reused and
recycled.
As a large company in an industrial sector, we
are constantly dealing with a lot of raw materials, emissions and waste. The operation requires
many subcontractors and extensive logistics,
which consumes significant energy resources.

In our work with our biggest suppliers, we focus
sharply on mitigating our environmental impact.
We depend on smooth cooperation in order to
reduce our carbon footprint and increase the
share of recyclable or recycled materials.
In 2021, our staff will be provided with information on how to carry out their work in a sustainable way. Furthermore, our sales staff should
have knowledge of sustainable material options
to propose to our customers.

AREAS OF SPECIAL FOCUS
PRIORITISED

Sustainability requires decent working conditions and
financial stability. This applies
to both our own business and
those we work with.

VERY IMPORTANT

Long-term thinking presupposes a world that lasts. Great
focus is therefore placed on
working for gender equality,
sustainable energy and a
well-functioning ecosystem.

IMPORTANT

We follow up our impact in a
number of other areas that
are important from a sustainability perspective.
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FOCUS AREAS

THE 2030 AGENDA –
how we are working on some of the SDGs.
The Sustainable Development Goals (SDGs) set
the most ambitious agenda ever for the countries of the world.
All actors in society have a responsibility to
achieve the SDGs by the year 2030. Achieving
the SDGs requires economic growth that simultaneously safeguards social and environmental
sustainability. No matter how big or small a
company is and no matter the industry, all companies can contribute to achieving the SDGs.
Basically, it is about running companies in a
responsible and sustainable way that takes into
account social, environmental and economic
factors in the company’s operations at all levels.
Here are some examples of how we at
BrandFactory can contribute to a better world
through the SDGs.

3. GOOD HEALTH AND WELLBEING

BrandFactory is committed to providing good work conditions and a
safe working environment that enables good
physical and mental health for its employees.
Collective agreements and compliance with
health and safety legislation are a matter of
course for us. In cases where the work environment may pose risks, such as the use of chemicals, we are responsible for ensuring good
safety practices. By applying the precautionary
principle, we can avoid harmful chemicals to a
large extent, and we try to minimise the use of
chemicals that can have a negative impact on
human health.

4. QUALITY EDUCATION

BrandFactory has a tradition of
assisting many of the educational
institutions that contribute expertise
to the industry, especially with study visits and
the like. We are convinced that it helps both our
own business and the industry we operate in by
giving students examples of what our work can
look like.
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5. GENDER EQUALITY

We operate in an industry that is
traditionally very male-dominated.
This means that it will take time to
achieve full gender equality. However, we are
constantly working to ensure equal opportunities and pay in every recruitment and other
changes to our business. We also have a zero
tolerance policy for sexist and racist jargon
within our own operations in our employee
manual and values.

8. DECENT WORK AND ECONOMIC GROWTH

When we grow in existing areas
or with new services, we take into
account that this growth must be sustainable.
By implementing circular business models, we
achieve growth without consuming new resources, which can lead to greater competitive
advantages and customer value.
We operate on the basis of collective agreements and decent working conditions. Each of
our employees should feel secure even after
their employment ends. For us, it goes without
saying that labour law conditions are observed,
both in our own operations and in the supply
chain.

12. RESPONSIBLE CONSUMPTION AND PRODUCTION

The main raw material at BrandFactory is paper, but we also have
raw materials from other natural resources. It is
important to ensure the sustainable use of these
resources throughout the product life cycle. We
apply a holistic approach that encompasses
the entire value chain, including design, production, use and recyclability. This gives us an
opportunity to reduce our environmental impact
while contributing to products that can create
added value for consumers.
By working closely with our customers and suppliers, we can influence them to make sustainable material choices.

13. CLIMATE ACTION

We analyse our operations to identify areas we can influence to reduce
the carbon footprint of our goods
and services.
In addition to our direct impact, there are opportunities for energy efficiency improvements.
We also look for sustainable and recyclable
materials together with our customers and
suppliers. We are constantly looking for ways to
streamline and coordinate transport.

15. LIFE ON LAND

We have a responsibility to ensure
that the raw materials used in our
operations are sustainably sourced.
This applies to both paper and cardboard, but
also to other raw materials such as plastics,
metals and textiles, where biodiversity and ecosystem conservation aspects need to be taken
into account. We offer our customers sustainable
choices and hold Nordic Ecolabel and FSC certification. We set requirements for our suppliers
and for the purchase of certified raw materials.

16. PEACE, JUSTICE AND
STRONG INSTITUTIONS

For us, Goal 16 is important because
suppliers, customers and employees
should have relationships with each other that
are free from bribery or other corruption. This is
necessary for a company’s reputation and can
pose a financial risk in the event of a scandal.
That is why we have a Code of Conduct that
includes anti-corruption and procedures for
following up and handling such situations if they
should occur.
Our Supplier Code of Conduct also includes disclosure requirements for conflict metal risks.

17. PARTNERSHIPS FOR
THE GOALS

We have a long history of working
with both local and global organisations. By cooperating and sharing ideas,
resources can be made available which in turn
can contribute to sustainable development.
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FINANCES

SVERRE TRYGG, CFO
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FINANCES

SUSTAINABLE
FINANCIAL
MANAGEMENT
The last few years have been financially challenging
for us at BrandFactory. We have undergone corporate reorganisation and in 2019 and 2020, all our
focus has been on the Group’s liquidity. With successful refinancing behind us and a turnaround of the
business, we have the opportunity to look ahead.
As a company, being in a corporate reorganisation process is a special situation. It places
enormous demands on getting the priorities
right. And the right priority in corporate reorganisation is often the wrong priority in a normal work environment. The focus has been on
ensuring that the company survives, and that is
very different from ensuring that it continues to
survive in the long term. But with an operating
margin of 6% in 2020, there is now scope to
measure the business in ways other than shortterm cash generation. Of course, the staff have
been affected by our tough situation. Carrying
out corporate reorganisation is both stressful
and demanding. Sustainability for our staff over
the past year has been about achieving a more
normal working situation for all functions. The

aim now is to continue delivering high quality
work but under a normal workload.

NEW TIMES, NEW NEEDS
Like most Swedish companies, we are experiencing an ongoing need for digitalisation. This
may include introducing technological aids
that automate simple administrative tasks and
improve workflows. We believe in constantly
looking for ways to carry out small projects
and small changes – projects that improve the
customer experience and make the day-to-day
work in the office both easier and more fun. We
are simply working to get a little better at what
we do each day. A little more efficient, a little
more environmentally friendly or a little more
automated.
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PEOPLE

EMPLOYEES ARE OUR
MOST IMPORTANT
RESOURCE
Our times are characterised by constant innovation
and change and HR is no exception, which is why we
work on the basis of an HR strategy in which
engagement, skills development, work environment,
leadership and diversity play a significant role.
It’s all about our people. They are the ones who
have experience of the company’s structures,
systems, products and services. A company is only
as good as its people.
Over the past year, we like the rest of society
have had to deal with the coronavirus pandemic and its impact. New ways of working
and redundancies due to lack of work have
been part of our everyday life. In addition to
the changes brought about by the pandemic,
we also have new owners (Lazarus Equity Partners AB). They have successfully managed the
reorganisation and refinancing of our Swedish
companies and appointed new management
and organisation.

INVESTMENTS IN STAFF

It has naturally been an unusual year for our
staff, with both COVID-19 and a new organisation. Our goal now is to lay a solid foundation
once again in 2021, including on the staff side,
and to focus on the employee.
As part of our Talent Management efforts, we
will launch the BrandFactory Academy to identify, develop and retain key talent. The graphics
industry is male-dominated, so it is particularly
important for us to attract more women to
increase gender equality – both internally for
managerial and specialist roles but also externally in new recruitment.
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Employee focus 2021 – a better experience
for increased engagement
• Motivational leadership.
• Strengthening trust through transparent communication.
• Freedom of choice and diversity.
• Personal development.
• Actively combat unnecessary stress and
reduce absenteeism.
• Strengthen the corporate culture based on
our core values (simplicity, passion, creativity
and professionalism).
Our values are brought to life by our skilled
employees. They provide us with a common
basis to work from in our daily work. Our people
are our most important resource – a company
is only as good as its people. And our people
allow us look to the future with joy and confidence.

MARIE SELLGREN, COO/HEAD OF HUMAN RESOURCES
25

PEOPLE

SUSTAINABLE
WORKPLACE
even in a pandemic
Everyone has been affected by the coronavirus pandemic. In her role as COO and being
responsible for HR overall, it is Marie Sellgren’s
job to promote the health of her employees.
Challenging, to say the least, at a time when
working from home is becoming the new normal and various types of restrictions are being
introduced to reduce the spread of COVID-19.
What are her thoughts on being a sustainable
workplace in these times?
“The health of our employees is our top priority
in terms of running our business. The coronavirus pandemic has posed major challenges.
We have followed the recommendations of the
Public Health Agency and worked to minimise
the risk of infection while ensuring the continued
sustainability of our business – a business in
which all staff feel valued and are treated with
respect. A workplace that ensures opportunities
for diversity and personal development.”
During this turbulent period, BrandFactory has
also undergone corporate reorganisation,
resulting in a new organisation. And employees
have been made redundant. Giving people their
notice is always a sad thing to do. Marie looks
back on a process that, despite the unfortunate
circumstances, worked out well for all parties.

The coronavirus pandemic that swept over us
has changed the playing field. We have to face
the fact that unexpected crises affecting the
whole of society will come in the future.
“As an organisation, we need to increase our
capacity to adapt and change. This requires us
to distribute skills and authority among several
employees in order to become more flexible.”
Despite a challenging year, Marie is positive
about the lessons learned from the pandemic.
“It showed that we are much more adaptable
than we thought. Although it has been a time of
upheaval, it has moved us forward.”

NUMBER OF EMPLOYEES

EMPLOYEE CATEGORY

MEN

WOMEN

Sweden 		
272
Norway		31

Distribution, employees in Sweden
Distribution, employees in Norway
Distribution, employees in the Group

67%
65%
66.5%

33%
35%
33.5%

Total		303
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“For us as a company, it’s important to offer all
employees basic security. One aspect of such
security is having collective agreements. This
year, we have really seen first-hand the benefits
of collective transition support (from the organisations Trygghetsrådet and Trygghetsfonden
that help with such employment transitions). Employees that have been made redundant have
received valuable help in finding new work,
sometimes in the same field and sometimes
through further training to change direction in
their professional lives.”

HOW WE COMMUNICATE
SUSTAINABILITY ISSUES
Customers and other stakeholders
In our sustainability report, via the website and
by transparently answering customers’ detailed
questions about our sustainability work.
Suppliers
Through our code of conduct as well
as dialogue and follow-up.
Within the organisation
Via our values, intranet, employee manuals,
performance appraisals, etc.
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WRAPPING TRAINS
MAKE DEMANDS
Sometimes, meeting sustainability requirements at the same time
as other requirements is a difficult task. This is true when it comes
to train wrapping. The printing must be long-lasting and withstand
the elements while meeting environmental and fire safety requirements. In addition, the material is produced in large volumes. All
in all, it’s a difficult nut to crack. It is all about having the right
skills, materials knowledge and equipment. To succeed in this
area, we developed a brand-new production line in Linköping.
It allows us to produce sustainable materials of high quality for
a large number of train carriages per month.
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OUR BUSINESS AREAS

OUR BUSINESS IN
AN UNUSUAL ERA
For us, as for everyone else, the coronavirus
pandemic is naturally the hallmark of 2020. At BrandFactory, we were just emerging from a challenging
period when it became clear that the pandemic
would have far-reaching consequences. Our three
business area managers, Anders Dekany, Olof Björn
and Mats Carlsson, give their views on the past year
and their thoughts on the way forward.
HOW HAVE SALES BEEN DURING
THE YEAR?
“In the second quarter, the market weakened considerably. I would say that paralysis
describes the market situation quite well. But
already in the third and especially the fourth
quarter, our customers started to find new ways
forward,” says Anders. Olof agrees that new
paths were established. “The pandemic created
many new communication needs and its impact
was very different in different sectors. Some
even had more work to do, while others were
left with empty shops,” says Mats.
As the three area managers sum up the past
year, they all note that BrandFactory had a
good year, even though net sales were down
by 20% compared to the previous year. Anders
says that the segment in which we have had
the single biggest loss is trade fairs and events,
which have still not got off the ground due to
the current restrictions. “In the Branding business
area, we reprofile a number of major brands
every year, and it’s only now in 2021 that we
have seen that business recover,” says Olof.

30

Mats adds that the pandemic obviously put the
whole company to the test. “Leading an organisation in which large parts of the staff have
been furloughed is not easy in itself. Plus having
restrictions on how people can interact in the
physical world has obviously been an additional
challenge. If you want to derive something positive from this, you could say that digital meetings and a more flexible division between office
work and working from home have become a
natural part of our way of working.”

HOW HAVE ENVIRONMENTAL AND
SUSTAINABILITY ISSUES BEEN
IMPACTED BY THE PANDEMIC?

“Historically, you might say that in times of crisis,
environmental issues have taken a back seat,
but in this case we can probably talk about a
slight break in the trend,” says Anders, who goes
on to say that “despite companies struggling
to survive, the vast majority of our customers
have not backed down from their demands
of environmental awareness and a sustainable
way of working. Almost all of our customers
express specific requirements for valid Nordic

OLOF BJÖRN,
HEAD OF AO BRANDING

ANDERS DEKANY,
HEAD OF AO COMMUNICATION

Ecolabel, ISO 14000 and FSC certificates.” Mats
says that valid certificates are now a basic requirement for being in the market at all. “That’s
not really where our bar is set either. For us, the
environment and sustainability give us a competitive edge. What we are seeing now is also
an increasing interest in carbon offsetting their
production and transport.”

TELL US HOW YOU WORK WITH
SUSTAINABILITY FROM A SALES
PERSPECTIVE?

“Our customers expect us to be proactive when
it comes to sustainability – suggesting sustainable alternative materials and products where
available,” says Anders. He explains that we

MATS CARLSSON,
HEAD OF AO LOGISTICS

work with a working model called “product
review”. “This means that we make an inventory of each customer’s production from a
holistic perspective. We review the past year’s
production and focus on finding smarter ways
to produce in the future. This may involve, for
example, co-printing on the same material,
printing on other environmentally friendly materials or using other production methods. The
aim is to achieve more efficient production that
also brings environmental benefits. Customers
often rely on our knowledge and that’s the fun
part: that our sustainability journey goes hand
in hand with the customer’s. The way forward
involves working together,” concludes Olof.

OUR SUSTAINABILITY WORK

CIRCULAR THINKING
IS THE FUTURE
I think we all agree that we need to conserve the
earth’s resources to meet the climate challenges.
One important contribution in this respect is to
think circularly. That means reusing and recycling as
much as possible, over and over again. And using all
resources more wisely.
The business model that has underpinned
almost all industries in the past is a linear model.
This means that products produced are first
used and then discarded. Changing your flows
and moving from a linear to a circular business
model is not something that can be done overnight. It requires both knowledge and innovation
to devise new ways of doing business and, in
particular, a change of culture.
At BrandFactory, we have a long way to go
before we achieve a circular economy. We
are constantly reviewing new opportunities
to extend the life of all or part of our offering. The aim is to ensure that circular thinking
runs through all our activities. This is far from a
one-person job. We need to collaborate with
suppliers and customers. It is together, one step
at a time, that we can become circular. That’s
why we see it as our responsibility to help our
customers think circularly and choose products
that have a long life or can be reused.
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These are examples of products we offer:
• Frames for textiles – standardised frames
with interchangeable messages provide high
quality at a competitive price.
• Portable exhibition stands – can be used
repeatedly and worn parts can be replaced.
• Services signage – our business concerns
nurturing the customer’s brand over time, not
selling signs piecemeal.
• Reusing printed waste paper from printing
press set-up – reduces paper consumption on
feeding

REDUCING WASTE IN THE WASTE
HIERARCHY
One tool for circular thinking is what is known as
the waste hierarchy. It serves as an aid to minimising waste.

We are trying to mitigate our climate impact
in different ways. These are some of the things
we do:
• Minimise waste: smarter purchasing, more
efficient processes and less waste.
• Reuse: pallets are returned and reused,
waste from previous print set-up.
• Recycling: 80% of our waste is of a type that
can be recycled as paper fibres, metal or
wood chips.

MINIMISE
REUSE
RECYCLING

ENERGY
RECOVERY
LANDFILL

• Energy recovery: waste that we cannot
recycle is mostly high quality, energy-rich
combustible waste.
• Landfill: waste going to landfill forms a negligible part of our waste. It is mainly residual
waste from renovation or cleaning.
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ENVIRONMENT

FOCUSING ON A
BETTER ENVIRONMENT
It has always been natural for us to take
responsibility for environmental issues. We were
among the first in the industry to have various
environmental certifications and have distinguished
ourselves due to our environmental protection
measures. It has been important for us to make
our operations with a high proportion of in-house
production environmentally safe.
We have identified several areas in which our
activities may have an impact on the environment. Based on these, we have established
a number of objectives and procedures that
guide our environmental work. Each process
has environmental procedures based on its environmental impact. Environmental management
work is followed up locally by each subsidiary
according to our established procedures, based
on legal requirements and requirements under
ISO 14001.
The direct climate impact of our operations
comes mainly from energy consumption for
production and heating. The main indirect
environmental impact of our production comes
from input materials (e.g. paper, board material
and roll stock film and textiles), inks, varnishes
and chemicals. In addition, there is environmental impact from waste management and
transport.
The material requirements in our production
are often customer-driven. In order to meet
all the unique requirements that may be set
by our customers, we need to have extensive
knowledge of different materials. That is why we
depend on a close dialogue with our material
suppliers.

34

For our biggest raw material category, paper
and board, we have secured climate data from
suppliers that allows us to calculate the final
product’s climate impact. We continuously monitor the proportion of recycled waste, chemicals
management and the use of conflict metals,
CO2 emissions and energy consumption.

ECOLABELS
Ecolabelling is an excellent way to ensure,
among other things, the minimal impact of
products on biological diversity. We are certified
by FSC® and the Nordic Swan Ecolabel. This
means that most of our paper-based products
can be ecolabelled with the Nordic Ecolabel or
FSC®. It is then up to our customers to decide
whether the printed material should be labelled
with the ecolabels.
The proportion of production bearing the Nordic Ecolabel amounts to approximately 10% of
our paper-based production. The proportion of
production labelled with FSC® is less than 1% of
our paper-based production.

CLIMATE
In our production, the CO2 contributed comes
mainly from energy consumption. In total, we
consumed 3 084 MWh of electricity (guaran-

ENVIRONMENT

PÄR DAHLSTEDT,
QUALITY, SUSTAINABILITY
AND SUPPLY CHAIN
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ENVIRONMENT

Renewable energy on the roof.
BrandFactory Logistics. Our warehouse complex in
Haninge, Stockholm.

tee of origin-labelled power), a decrease of
over 30% on the previous year. This was mainly
due to a consolidation of operations, but our
reduced production due to the coronavirus
also played its part. This gives us a total CO2
impact from our own operations equivalent
to 108 tonnes of CO2. Our business trips with
leased cars accounted for about 26 tonnes of
CO2.

SPECIFIC RISKS IN GRAPHIC PRODUCTION

The graphics industry has long been in the
spotlight when it comes to sustainability issues,
not least in the environmental field. The IFC
(International Finance Corporation) has a tool
(ESAT) for analysis of environmental and social
risks in various industries*.
The greatest environmental risks in general for
our type of business are the handling of solvents and the risks of emissions around production sites. Average risks are work environment
issues, emissions to air and water, and waste
management. The subcontractors we work with
are mostly wholesalers or partnerships that
operate in a local environment. Manufacturing
or assembly takes place in well-maintained,
certified factories in Western Europe with a
relatively low risk of corruption or poor working
conditions.

*) https://firstforsustainability.org/media/factsheet_printing.pdf
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Our biggest sustainability risks come from different types of environmental impact. There are
therefore a number of areas in which we have
been following up and improving our processes
for a long time.
Examples of these areas are:
• Climate impact through energy consumption
• Use of chemical products
• Impact of printing materials and paper
• Waste disposal

ENERGY SURVEY
In 2018, an energy survey was conducted by
BrandFactory. The result of the survey was a
number of specific proposals for measures
for our operations with a savings potential of
590 MWh/year, if all are implemented. These
savings go beyond measures already decided
upon in connection with the move.
The main measures were implemented when
we merged operations in 2019 and continued in
2020 with further measures. Overall, energy consumption in 2020 was less than half that in 2018.
This is the result of the coordination of different
operations and a number of other energy-saving measures with positive effects.

ENVIRONMENT

ENERGY CONSUMPTION (kWh)
Total, operations

WASTE VOLUMES (tonnes)

2020

2019

2018

4 521 739

5 998 572

8 836 171

Including
Electrical energy

3 083 835 4 489 664 5 795 435

District heating

1 437 904

1 508 908 3 040 736

ENERGY CONSUMPTION (kWh)

2020

2019

2018

1 188

1 752

1 711

For recycling

764

1 407

1 303

Incineration

424

345

409

23

60

45

Incineration

2

43

27

For recycling

17

16

12

Landfill

7

1

6

1 222

1 812

1 756

Non-hazardous
waste

Hazardous waste

Total
2018
WASTE DISPOSAL
2019

Other waste

2020
0

4 000 000

8 000 000

Total, Group, electricity

Waste for energy
recovery

Total, Group, district heating

CLIMATE IMPACT, OWN OPERATIONS (tonnes)
CO2 from purchased
electricity

2020

2019

2018

108

214

230

CLIMATE IMPACT, OWN OPERATIONS (tonnes)

Waste for
recycling

We follow up waste management through reports from
our partners in the area. Most of our waste is from
paper cutting and materials for checking the settings for
production on paper that goes to recycling. A challenge
for us is to maintain the high proportion of materials that
can be recycled in a market where demand for paper
products is decreasing and products made from other
materials increasing.
*The apparent increase in the amount of waste comes
from 170 tonnes of waste from the decommissioning in

2018

2019

2020
0

100

200

CO2 from energy consumption
CO2 from business mileage
Our carbon footprint has decreased thanks to reduced
energy consumption and lower business mileage in vehicles.
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SUSTAINABILITY FARSTA

SUSTAINABLE
NEWCOMER
IN PRODUCTION
In spring 2019, we invested in a new digital cutter (Zünd G3) for the
production unit in Linköping. The aim was to increase production
capacity and reduce energy consumption. The positive experience from this installation has led us to install a similar table in the
factory in Farsta.
Our work on sustainability issues in several areas is focused and
active. An important part of this is our quality and environmental work, with a focus on saving energy.
With a new digital cutter in place in the Farsta production
facility, too, we have ensured a more efficient production unit.
The new table replaces three older ones and, thanks to its
greater width and a range of new features, will increase
capacity.
The table saves both production time and materials. In
addition, better conditions are created for optimising work
processes with the geographical units of Linköping and
Gothenburg.
At BrandFactory we have a sharp focus on business development, allowing us to share knowledge and improve
work processes together. There are many advantages
to using the same system across the organisation, both
technically and practically.
Thanks to this investment, we have optimised our
ability to produce efficiently and deliver the highest
quality. And at the same time we have managed to
reduce our energy consumption.
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The graphics industry is male-dominated.
That is why we are consciously working to bring
in more women and encourage more of them to
reach leadership roles. Inclusion and diversity are
a priority. And we are making progress, one step
at a time.
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SUSTAINABILITY

OUR JOURNEY
TOWARDS SUSTAINABLE
From past to future
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1990

2000

The current version of BrandFactory has its
origins in a number of graphics companies
that operated separately. During this period,
there was a focus on quality and occasional
high-profile environmental issues, e.g. recycled
fibre, vegetable oils and emissions. The Nordic
Ecolabel is introduced for printed matter. Some
companies were ISO 9001-certified and obtained the Nordic Ecolabel in the late 1990s.

This is where ISO 14000 makes its breakthrough.
Printley (the predecessor of BrandFactory) and
Ineko are certified to this standard in 2002.
Climate change comes onto the agenda for
businesses, too.

2010

2020

The concepts of CSR and sustainability are highlighted and broadened to include social sustainability and supply chain responsibility. We begin to
formulate how we can respond to these concepts.
In 2012, we start collecting data from our operations that enables us to respond to the deeper
environmental questions we receive from our
customers. Ineko and BrandFactory merge in 2017
to form a large group with over 500 employees. We
notice that customers are demanding more from
our operations and make preparations to start
reporting on sustainability. Our first report sees the
light of day in June 2018.

The coronavirus is holding the
world, including us, in its grip. We reorganise the company. A challenging time that calls for sustainable
and long-term corporate responsibility. New visions and goals are set
for the 2020s.

2024

2030

Our carbon footprint is offset to
zero in the climate areas we can directly influence. We have calculated
our impact from external purchases
of materials, transport and waste
management in consultation with
our suppliers. The plan looks at how
we can halve the carbon footprint
of these areas by 2030.

We have an innovative and market-driven
collaboration with external stakeholders to drive
sustainable graphics development. The business
has eliminated its direct CO2 emissions and
halved emissions from subcontractors.
Most of our business is circular.
Our large-format raw materials are made
from 50% recovered material or are recycled.
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CERTIFICATIONS AND MEMBERSHIP

CERTIFICATIONS AND
MEMBERSHIP
All Swedish companies in the Group are certified to ISO 9001 and ISO 14001. For Denmark,
procedures and working methods are considered sufficient without certification. Norway is
certified to Miljøfyrtårn, a well-established local
environmental standard.
We also hold licences for Certifierad Grafisk
produktion (Certified Graphic Production), the
Nordic Ecolabel and FSC.

BrandFactory is a member of the Swedish
Graphic Industries’ Federation employer organisation.
In addition, we are members of
• Fespa (a global federation of 37 national
associations for the screen printing, digital
printing and textile printing community)
• DGI, Digital GraphicsGroup International
• SIS/TK 434 Grafisk Teknik (Swedish Institute for
Standards’ Graphic Technology Committee)
• Criteria development for the Nordic Ecolabel

BRANDFACTORY SWEDEN					
Stockholm, Farsta
Gothenburg
Linköping
Stockholm, Haninge
BRANDFACTORY NORWAY
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ISO 14001
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