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ABSTRACT 

 

In the modern world businesses are seen more often not only as carriers of technological 

development, innovations, capital investments and profit makers. The present-day situation 

with growing ecological problems has put a high demand on organizational environmental 

responsibility of small, medium, large and transnational enterprises all over the world. 

IKEA is a well known furniture and textile retailer operating worldwide. The company has 

received a great amount of publicity concerning its leadership in adopting more 

environmentally friendly measures in manufacturing process and operations. The company 

issues its global sustainability report yearly and is very popular with the media; however, the 

actual environmental impact of IKEA’s production and operation may be more damaging than it 

is usually perceived. 

The following research work aims to provide the answer whether IKEA is really eco-efficient and 

looks with more detail to its operation in Russia. A sound theoretical background is provided 

concerning the definition and means of measuring eco-efficiency, as well as its place in the 

concept of sustainable development. A great emphasis is placed on comparing IKEA initiatives 

worldwide and in Russia, as well as discussing their actual environmental impact. Finally, 

barriers and challenges IKEA faces when implementing its environmental policy in Russia are 

defined and conclusions are drawn. 

Keywords: sustainability, eco-efficiency, IKEA, IWAY, raw materials, waste, CO2 emission, 

recycling, energy, Russia, greenwash. 
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1. INTRODUCTION 

1 .1 Problem Background 

In the modern world businesses are seen more often not only as carriers of technological 

development, innovations, capital investments and profit makers. The present-day situation 

with growing ecological problems (CO2 emission, industrial pollution, deforestation, etc) has 

put a high demand on organizational environmental responsibility of small, medium, large and 

transnational enterprises all over the world. 

As a response to this problem the ideas of sustainable development in general, and eco-

efficiency in particular, have gained significant popularity and importance in the last decade. 

The concept of eco-efficiency is a relatively recent one; it was first introduced in 1992 by the 

World Business Council of Sustainable Development (WBCSD) and has lately become a widely 

acceptable business practice towards sustainable development worldwide. 

“Sustainable development is a development which meets the needs of the present without 

compromising the ability of future generations to meet their own needs” (WCED, 1987). The 

field of sustainable development is often described by three major dimensions: social, 

economic and environmental development; the eco-efficiency is a key element of sustainable 

development and covers economic and environmental dimensions.  The core idea of business is 

to create as much value as possible using as little resources as possible – the core idea of eco-

efficient business is to enhance the value of products and services while decreasing possible 

environmental impacts. As more and more companies have started to adopt the above 

mentioned philosophy in their strategic and operational management, a company, which 

chooses to disregard the ideas of sustainable development and eco-efficiency in particular, risks 

to become less competitive and lose their position on both domestic and global market. 

IKEA (Ingvar Kamprad Elmtaryd Agunnaryd), operating on both local and global scale since 

1943, positions itself as a company implementing the concept of sustainable development with 

a particular emphasis on eco-efficiency of its activities. IKEA has received a great amount of 

publicity concerning its leadership in adopting more environmentally friendly measures in 

manufacturing process and operations. In 1990, IKEA adopted The Natural Step framework as 

the basis for its environmental plan. IKEA’s sustainability initiative focuses on four areas: 

products and materials, suppliers, climate change and community involvement. The company 

issues its global sustainability report yearly and is very popular with the media; however, the 

actual environmental impact of IKEA’s production and operation may be more damaging than it 

is usually perceived. 

IKEA puts a great emphasis on being an environmentally-friendly company; however, operating 

on local and international markets has challenged IKEA’s green policy. In the early 1980s and 

1992 the company faced several scandals, mostly concerning the use of formaldehyde in its 

products. IKEA is constantly striving to comply with the image it is promoting – that of a leading 

environmentally responsible company preaching "a better everyday life for the many people" 

philosophy. 
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However, the implementation of IKEA’s eco-efficiency policy in developing countries may be 

questionable due to the differences in legislation, standards of living and income, business 

culture, environmental regulations and general level of corruption. 

1.2 Problem Formulation 

There is a lack of research and practices when trying to monitor the eco-efficiency of the 

company. This can be partly explained by the difficulties associated with defining and 

measuring various impacts of sustainability activities, and unexplored field of research. 

However, the importance of monitoring eco-efficiency initiatives is undisputed. It is not just the 

hard legislation imposed upon the companies that motivates them to decrease their 

environmental impact, but the economic benefit as well. Reduced operating costs, process and 

product innovation, improved resource yields, and improved reputation, resulting from 

implementation of the activities towards sustainable development, can contribute to the 

potential income to the company, as well as its competitiveness in long-term perspective. The 

ability to evaluate eco-efficiency results will facilitate the strategic development of the 

company as well as promote sustainability work within organization itself and its subsidiaries 

worldwide.  

The idea of sustainable development and eco-efficiency in particular is a relatively new concept 

when referring to Eastern European markets, and Russian market in particular. Transnational 

companies, trying to implement such policies, face tremendous challenges when entering and 

operating in post-soviet realities. IKEA has been operating in Russia since 2000 and has 13 

stores in all major cities, but constantly faces new challenges and problems. However, IKEA 

recognizes the huge potential of this market, and is determined to strengthen its positions 

there. Russia represents not only tremendous customer potential, but a huge resource supplier 

as well. Currently there are several wood-suppliers working with IKEA; taking into consideration 

IKEA’s plans to increase the production, growing cooperation with Russian suppliers can be 

predicted. However, Russia can offer not only wood supplies, but metal and glass for interior 

accessories, as well as production facilities. Remembering the successful long-term cooperation 

with Polish suppliers, and IKEA’s plan to enter Ukrainian market, the future of IKEA in Russia 

looks promising at the first sight.  

Nonetheless, the combination of hard Russian reality and IKEA’s demanding environmental 

policy place the company in a tricky situation. Can IKEA follow its IWAY concept as well as its 

environmental policy in Russia and still be successful? Or does it have to adapt its green policy 

to the new market environment? Those questions need further investigation and emphasize 

the urgency of the topic of our research. 

1.3 Research Objective  

In the course of the master’s thesis research the following issues will be investigated: 

theoretical background of sustainable development and eco-efficiency; managerial frameworks 

for measuring eco-efficiency; the phenomena of greenwash; analysis of empirical data – 

questioners, interviews, annual sustainability and financial reports of IKEA; an overview of 
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IKEA’s global environmental policy and its implementation in Russia; the eco-efficiency of the 

company will be calculated and evaluated. 

The general research aims can be defined as the following:  

- is IKEA’s operation eco-efficient; 

- to what degree IKEA subsidiaries in Russia follow the IKEA environmental policy.  

1.4 Research Methods 

In the beginning of the master project we intended to establish a dialogue with IKEA Sweden 

and IKEA Russia particularly with the Sustainability Group representatives. We intended to 

collect primary data via observational research during a study visit to IKEA in Älmhult, Småland, 

and a visit to IKEA store in Stockholm. However, in the course of research we have encountered 

several difficulties and due to the time limit and unfortunate circumstances (our mentor within 

IKEA had to take a sick leave until summer) we had to turn to other sources of information. 

One of the major research methods used was a semi-structured interview. In our opinion, it 

proved to be the most efficient type of interview, compared with open and pre-coded types. It 

gave the respondent more freedom to express his or her opinion while still following the 

general outline of the discussion.  

An interview conducted with a young and optimistic IKEA employee at the Barkarby store 

equipped us with an insight on IKEA’s corporate culture and employees’ involvement in 

environmental initiatives.  

An interview with Johan Stenebo, the former IKEA employee and ex-CEO of IKEA Greentech, 

and an author of a particularly fascinating book “The Truth About IKEA” provided us with a 

rather unconventional perspective on IKEA’s operation and in particular IKEA’s environmental 

policy.  

Several efforts have been made to reach IKEA in Russia. All thirteen Russian subsidiaries were 

approached and only one replied and re-directed us to Moscow office, which never answered. 

A more creative approach was used to reach the director of PR and Corporate Responsibility 

Department in IKEA Moscow Oksana Belaichyk through a social network – a Russian equivalent 

of Facebook. She suggested we send the e-mail once again and then the reply was immediately 

received.  However, the interviews were not conducted and the semi-structured questioner 

was used instead.  

The secondary data was acquired through a thorough analysis of IKEA Sustainability Report 

2007 – 2010, IKEA Group Yearly Summary 2010, IKEA's code of conduct – The IKEA Way on 

Purchasing Home Furnishing Products (IWAY), IKEA brochure “People and the Environment: the 

IKEA Group” and company web site. An interview given to the Russian media by director of PR 

and Corporate Responsibility Department in IKEA Moscow was used, as well as a number of 

articles by the Russian business magazines and newspapers.  

Three books have provided the guidance for our work. Bertil Torekull’s Leading by Design 

provided us with a sound background on official IKEA story and their relations with suppliers in 
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Eastern Europe. Lennard Dahlgren’s Despite Absurdity – How I Conquered Russia While It 

Conquered Me gave us a fascinating account of the challenges IKEA faces in Russia and how it 

deals with them. And finally, Johan’s Stenebo The Truth About IKEA challenged our perception 

of the company and stimulated quite an interesting discussion. 

The following methods of research were used: empirical and theoretical research methods, 

systematic approach and analysis, comparative, quantitative, deductive and inductive analysis 

methods, logical methods of compiling information. 

1.5 Validity and Reliability 

The following work and conclusions drawn may be the subject to credibility verification.  

First of all, the majority of data provided comes from official reports issued by the company. It 

may be the case that the company tries to enhance their reputation through providing not 

accurate information; as IKEA is a privately owned company, it is not possible to verify the 

reliability of the material provided. Moreover, it should also be noted that IKEA themselves 

define their data in the report as inadequate and inconsistent in some areas, for example 

“emission calculations can only be considered as rough estimates” (IKEA, 2011). We shall also 

note that IKEA does not provide data concerning their activities in particular countries, i.e. 

Russia; all the information provided is the total for all global operations.  

Interviews conducted proved to be a significant contribution to our research; however, despite 

their reliability they are limited by the subjectivity of respondents. A significant drawback of our 

work is that no interview was conducted with IKEA Sweden, and only a semi-structured 

questioner was possible to provide to IKEA Russia. However, we may predict with a particular 

degree of certainty, that the answers provided by IKEA Sweden would be identical to their 

official reports.  

The limitations of time and geographical location, as well as access to the company did not 

allow us to conduct a more thorough investigation.  However, as we were not dependent on 

IKEA, we had more freedom in our research and could provide a more critical view in our 

conclusions.  

This research work deals with the field we have not been exposed to before. However, one of 

the authors has a Masters Degree in Economics and Management in Power Engineering, and 

the other majored in Management of External Economic Activity. Our backgrounds provided us 

with different perspectives on the research subject and stimulated some interesting discussion, 

which enabled us to take a more profound look into IKEA’s operation and draw corresponding 

conclusions. 

Nevertheless, we recognize that we are all humans and are therefore not objective. We have 

tried to do our best, but we are all influenced by both our cultural and educational background, 

as well as by 5 kronor Swedish buns and coffee at IKEA at some point. 
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2. LITERATURE REVIEW 

2.1 Sustainability and sustainable development 

Oddly enough the overriding sensation I got looking at the earth was, my 

god that little thing is so fragile out there. 

— Mike Collins, Apollo 11 astronaut, interview for the 2007 movie In the 
Shadow of the Moon. 

If today is a typical day on planet earth, humans will add 15 million tons 

of carbon to the atmosphere, destroy 115 square miles of tropical rain 

forest, create 72 square miles of desert, eliminate between 40–100 

species, erode 71 million tons of top soil, add 2,700 tons of CFCs to the 

stratosphere, and increase the population by 263,000. 

 

—Orr, 1991 

For centuries humankind has been dependent on the natural resources. Water, air and soil are 

not just essential for the progress, but are vital for the very survival of the mankind.  However, 

as the population continues to grow, more and more natural resources are needed. According 

to the World Population Prospects: The 2008 Revision issued by the UN, the world population 

will amount up to 9 billion people in 2050; however, the amount of resources available is not 

sufficient to keep up with the population growth. 

Constantly growing population together with a shortage of natural resources and increase of 

waste accumulation leads to severe problems, influencing all spheres of human life. However, it 

is not just the environmental issues, but problems of child labor, illiteracy, diseases, low pay 

and poor working conditions that continue to exist nowadays. 

In the modern world businesses are seen more often not only as carriers of technological 

development, innovations, capital investments and profit makers. The present-day situation 

with growing ecological problems such as CO2 emission, industrial pollution, deforestation, etc 

has put a high demand on organizational environmental responsibility of small, medium, large 

and transnational enterprises all over the world. 

Both companies and communities come to realize that earth is an interconnected system, with 

all of its components closely linked together and influencing each other as well as a future 

human wellbeing and survival on this planet. In the article Introduction to Sustainability Bell and 

Cheung state that it is finally the time when the old concept of earth as vast and resources as 

unlimited is being replaced by gradual understanding that “the peoples of the world depend for 

their survival on an ecological system that is both global and finite”. Therefore, the concept of 

sustainability has gained much popularity recently and is seen as a possible answer to the 

global problems. 

The term “sustainability” originated from Latin sustinere, and can be literally translated as 

uphold (sus – up, tenere - to hold).  The concept of sustainability was mainly developed during 



12 

 

1970s and 1980s. The Declaration of the United Nations Conference on the Human 

Environment at Stockholm in 1972 states that every human being “has the fundamental right to 

freedom, equality and adequate conditions of life, in an environment of a quality that permits a 

life of dignity and well-being, and he bears a solemn responsibility to protect and improve the 

environment for present and future generations” and defines 27 principles “to inspire and 

guide the peoples of the world in the preservation and enhancement of the human 

environment”. 

World Conservation Strategy developed in 1980 by International Union for the Conservation of 

Nature, UN Environment Program and World Wildlife Fund underlines the connection of 

humanity and nature, and emphasizes the need to conserve natural resources for future 

generations. In this understanding conservation implies rational use of natural resources and its 

protection. World Conservation Strategy consists of three main principles: maintenance of 

essential ecological processes and life-support systems; preservation of genetic diversity; 

sustainable use of species or ecosystems.  

In 1987 sustainable development was defined as a "development that meets the needs of the 

present without compromising the ability of future generations to meet their own needs" by 

Brundtland Commission in Our Common Future. The report laid out the base for the further 

development of sustainability concept and covered a variety of issues such as population and 

human resources, food security, species and ecosystems, energy, industry, and urbanization. 

United Nations Conference on Environment and Development (UNCED) or Earth Summit, held 

in Rio de Janeiro in 1992 was dedicated to idea of sustainability. 178 countries decided to adopt 

the guidelines of the program, which focused on the following issues: Social and Economic 

Dimensions, Conservation and Management of Resources, Strengthening the role of Major 

Groups and Means of Implementation. Agenda 21 adopted in the course of the conference 

outlines the action plan to be implemented on global, national and local level and Commission 

of Sustainable Development is designed to monitor the progress and implementation of the 

program. 

In 1996 ISO 14001 is formally adopted as a voluntary international standard for corporate 

environmental management systems. In 1999 Dow Jones Sustainability Group Indexes are 

introduced to measure the companies, following sustainable development principles, and 

taking into consideration three dimensions of sustainable development: economic (codes of 

conduct / compliance / corruption and bribery, corporate governance, risk and crisis 

management, industry specific criteria), environmental (environmental reporting, industry 

specific criteria) and social (corporate citizenship/ philanthropy, labor practice indicators, 

human capital development, social reporting,  talent attraction and retention,  industry specific 

criteria). 

In 2002 the World summit on Sustainable Development took place in Johannesburg, South 

Africa and resulted in adoption of the Johannesburg Declaration on Sustainable Development 

as well as of the Plan of Implementation of the World Summit on Sustainable Development. 

Same year the Global Reporting Initiative (GRI) introduced the guidelines on reporting of 
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economic, social and environmental initiatives of the company. In 2012 the United Nations will 

hold the United Nations Conference on Sustainable Development in Rio de Janeiro, which will 

focus on green economy within the context of sustainable development and poverty 

eradication and institutional framework for sustainable development. UN declared 2005 – 2014 

as the Decade for Education for Sustainable Development (UNDESD). As ideas of sustainable 

development are becoming more and more mainstream, the majority of companies adopt 

them as leading principles of their operation.  

 

Figure 1 - Timetable of sustainable development 

Bell (2000) suggests a set of imperatives for urgency of implementing sustainable development: 

climate change, pollution, loss of nature bio-diversity and resource scarcity. However, Epstein 

(2008) defines fours major reasons, why sustainability should be given a particular attention 

nowadays: regulations, community relations, cost and revenue imperatives and societal and 

moral obligations. Companies operating both on local and global markets are subjects to 

various regulations, which entitle and encourage them to incorporate sustainability into their 

business practices. Should they choose not to follow the imposed regulations penalties, fines, 

additional inspections, possible closure of operation, legal costs and damaged reputation are to 

be expected.  

The role of stakeholders is constantly increasing, and both local communities and NGOs 

nowadays have a say into how the company should operate. Building trust and keeping good 

reputation through implementing the principles of sustainability are the components of the 

successful business activity of the companies; on the contrary, bad reputation can result in 

boycott and profit loss. 

According to Epstein “managing sustainability is just a good business decision”. Good company 

image and reputations lead to increased sales, which in their turn lead to increased profit. 
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Implementing sustainability initiatives results in decreased production and operation costs, 

encourages innovation and process improvements. 

Societal and moral obligation plays a significant role in company’s choice to operate more 

sustainably. Some companies have been found on those principles, for example, Patagonia and 

IKEA; others have recognized and adopted them in the course of their development, for 

example, General Electric and H&M. 

Roy and Epstein (2003) define nine principles of sustainability performance: ethics, governance, 

transparency, business relationships, financial return, community involvement/economic 

development, value of products and services, employment practices and protection of 

environment.   

Ethics principle implies the same treatment of company’s stakeholders, i.e. customers, 

employees, partners, suppliers and distributers despite adapting to local laws and customs by 

following the human rights ideas and by creating company’s code of conduct.  

Governance principle implies that the company follows its mission statement and combines its 

own interests with the interests of all its stakeholders. Evaluation of senior management is 

important not only based on financial aspect, but on the nonfinancial performance as well.  

Transparency principle implies that the company issues not only internal, but external reports 

available to a wide range of its stakeholders, and is open for scrutinizing and external audit. 

Such reports would normally include not just the present situation, but the past and the future 

of the company’s performance. 

Business relation principle focuses on long-term stable cooperation with partners and suppliers, 

taking into consideration social, ethical and environmental performance, rather than just price 

and quality. 

Financial returns to investors and lenders principle implies that the company’s goal is to 

conduct the efficient dialogue with investors based on reasonable return on assets as well as to 

maximize the shareholders’ value and value for other stakeholders.  

Community involvement and economic development implies a long-term perspective on life 

and development of community and its members by implementing safety, health, education 

and economic development standards; cooperation between company and community is 

essential and encouraged. 

Value of products and services principle focuses on customer safety and satisfaction; the quality 

and impact of the service or good play a vital part, and customer needs and rights are given 

great attention.  

Employment practices imply the idea of employees being treated not like a hired workforce, 

but as partners of the organization. Thus, work environment should be safe and family – 

friendly, wages fair and competitive, and employees should be listened to and guaranteed their 

rights. 
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Protection of the environment principle is traditionally given the emphasis and encourages 

companies to minimize their use of natural resources and reduce waste, as well as to follow the 

regulations in this field on both local and international levels. 

However, in order to follow these principles the company has to be accountable. Birchard and 

Epstein (1999) define four primary elements: corporate governance based on director 

independence and improved board performance, enhanced measures of social and operational 

performance, internal and external reporting, and effective management systems capable of 

implementing those improvements. Through those elements social, ethical and environmental 

issues are connected to the financial performance.  

Williams and Millington (2004) suggest three types of sustainability: weaker, stronger and 

moderate. Weaker sustainability, also called shallow environmentalism, implies the expansion 

of resources such as: development of renewable resources, creation of substitutes for non-

renewable resources, optimization of the efficiency of the resource use, as well as decreasing 

negative effects, such as pollution.   

This concept is based on anthropocentric assumptions of man’s dominant role towards nature, 

and perceives humankind as separate and independent from nature. As Williams and Millington 

point out this approach toward sustainable development is based on an “implicit optimism” 

and belief that “any problems that arise will thus be solved through technological 

development”. Trust in technological and scientific development if fundamental and earth is 

viewed as a collection of useful resources. 

Stronger sustainability, also called deep ecology, suggests revision of our consumption habits 

and demands; it emphasizes the following - “rather than adapt the Earth to suit ourselves, we 

adapt ourselves to meet the finitude of nature.”  Williams and Millington also note that one of 

the fundamental ideas of deep ecology is redefinition of terms “wealth” as “well-being”, rather 

than simple accumulation of consumer goods. They also suggest the idea that “the basic needs 

and desires of all are met through the pursuit of self-reliance and an inward-looking approach” 

rather than pushing the economic growth to the limit.  

Bo Lundberg (1996) develops the same concept in his book Time To Turn Towards a Sustainable 

Society and suggests avoiding unnecessary consumption as a way to a more environmental 

society. Possession of a bigger number of material goods does not equal to happiness, in fact, 

majority of people who decide to turn to more sustainable and simpler lifestyle note that their 

lives have improved – even without some of the goods they were used to have. The moderate 

sustainability combines and balances both shallow environmentalism and deep ecology, and 

implies both more effective and decreased use of natural resources together with changing the 

demand. 
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Figure 2 - Traditional view of environmental management 

The concept of sustainable developments challenges the traditional view on environmental 

management: which implies that all three dimensions – environmental, economic and social - 

are interacting, but on a limited scale. According to Bell and Cheung (2008) in a traditional 

approach “environmental concerns become a tradeoff in every negotiation” and the 

interdependence of three dimensions is not recognized. 

 

Figure 3 - Present dynamics of the three spheres (IUCN, 2004) 

In Many Voices, One Earth - IUCN's Intersessional Programme 2005-2008 the dependence of 

human wellbeing on environment is underlined; the question of whether current approaches to 

sustainable development actually achieves sustainability is raised as well; the theory is 

compared to current situation, where economic dimension is given more significance, and 

environmental is diminished. Placing a bigger emphasis on the environmental dimension will 

make the model balanced again. 
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Figure 4 - A strong model of sustainability (IUCN, 2004) 

IUCN suggest a model of stronger sustainability that recognizes the dependency of society and 

its related economic activity on environmental health. In such model economy exists in the 

society, and society exists in the environment. The dimensions no longer partially overlap – 

they are included in each other; the environmental thinking is to be integrated in social and 

economical activities. This model can be considered as the basis of sustainable development 

nowadays. 

Similar to the above mentioned model, another view on sustainable development is presented 

by Göran Wall in his work “On physics and engineering education in sustainable development”. 

According to Wall (2010) in addition to economical, environmental and social dimensions we 

need also to rely on certain physical conditions or a life support system for present forms of life. 

This could be seen as a foundation for the rest three pillars and for sustainable development to 

be reached (Figure 5). 

 

Figure 5 – Sustainable development based on suitable physical conditions (Wall, 2010) 

Wall claims that current “unsastainable situation is due to the altered physical conditions on 

earth that is threatenning the very existence of higher forms of life including human beings”. To 

sum up we should say that the problem of sustainable development is not a lack of resources 

but the fact that humans use too much and the possible solution is to live with less.     
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2.2 Eco-efficiency concept   

Global environmental concerns have lead to the spread of sustainability principles with 

particular focus on the eco-efficiency concept. The eco-efficiency is a central element of 

sustainable development and covers economic and environmental dimensions. It is a 

management tool which stimulates organizations to look for environmental improvements of 

their practices while economically benefiting from them. The main focus is on the opportunities 

for business which result in greater environmental responsibility of a company and higher 

profits. The eco-efficiency concept has widely become adopted as a key strategic theme for 

global business toward sustainable development (Ehrenfeld, 2005). 

The concept of eco-efficiency was first introduced in 1992 by the World Business Council of 

Sustainable Development. Since that time it has been further developed by the WBCSD as well 

as other organizations. The concept has been adopted in many companies and proved itself to 

be effective for organizations of different sizes, industrial fields and geographical regions. The 

WBCSD (2000) states that “eco-efficiency is achieved by the delivery of competitively-priced 

goods and services that satisfy human needs and bring quality of life while progressively 

reducing ecological impacts and resource intensity throughout the life-cycle to a level at least in  

line with the earth’s estimated carrying capacity”.  

Other experts outside and inside WBCSD define it as “the creation of more value with less 

impact” or “doing more with less”. The very meaning of the term “eco-efficiency” includes both 

ecological and economical efficiency of business. The Organization for Economic Co-operation 

and Development (OECD) definition stands for “the efficiency with which ecological resources 

are used to meet human needs”; the European Environmental Agency (EEA) monitors eco-

efficiency at the macro-level and defines it as “more welfare from less nature”. All given 

definitions supports each other and reflect the nature of eco-efficiency concept from different 

perspectives.  

Implementation of the eco-efficiency concept not only fosters the creativity and eco-

innovations within organizational practices but also increases eco-efficiency of the company 

outside operational borders by covering supply chain enhancement as well as the effective use 

of products and goods.   

According to the WBCSD (2000) eco-efficiency focuses on three main objectives: 1) reducing the 

consumption of resources (minimization of energy, material, water and land use; an increase of 

recyclability and durability of goods), 2) reducing the impact on nature (minimization of air 

emission, waste disposal, water discharges as well as promotion the consumption of renewable 

resources), 3) increasing product or service value (greater benefits for customers with less 

material and resource use, selling the service instead of selling the product).  

The main eco-efficiency objectives are elaborated by the WBCSD into seven success factors that 

companies can use to improve their eco-efficiency:  

 

- Reduce material intensity, 

- Reduce energy intensity,  
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- Reduce the toxic dispersion,  

- Enhance recyclability,  

- Maximize the use of renewable resources,  

- Extent product durability,  

- Increase service intensity. 

 

The opportunities for achieving eco-efficiency can be classified into four main groups: re-

engineer processes, re-design products, re-think markets and re-valorize by-products (WBCSD, 

2000). The figure below represents the eco-efficient opportunities for the company.   

 

Figure 6 - Navigating eco-efficient opportunities (WBCSD, 2000) 

According to WBCSD, firstly, companies can choose to re-engineer processes (process change) 

in order to lower the use of resources, minimize the pollution and eliminate risks while saving 

costs. The important aspect here is the necessity to involve employees into the activities of 

recognizing such opportunities. The changes may also include improvements in supply and 

delivery operations as well as distribution system, use and disposal of products.  

Secondly, collaboration with other companies to re-valorize by-products helps to create more 

value with less waste and fewer resources, to generate additional income and benefit from the 

synergy effect between these organizations. The other way toward eco-efficient business is 

through the product re-design. In most cases designing the product in accordance with eco-

design recommendations allows to reduce costs of goods by making them simpler and smaller 

with lower material diversity. It can also lead to better functionality, durability and recyclability.  

Such products which provide higher value for customers with lower environmental impact are 

called eco-efficient products.  

Finally, certain creative and innovative organizations move from selling products toward selling 

services. The idea is to re-think the markets and re-form the demand in order to satisfy 

customers’ needs in less resource-intensive way. In this case, companies benefit from saving 

costs, reducing environmental impact and avoiding risks which can result in higher profitability.   
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Thus, the above map of opportunities has shown that the company can contribute to the 

enhancement of its eco-efficiency in different ways with the support of almost all departments. 

Understanding this, many organizations have decided to incorporate the principles of eco-

efficiency into their corporate strategy. Eco-efficiency can be seen as a driving force for 

innovation and progress on both micro and macro levels (WBCSD, 1997). 

WBCSD (2000) claims that the implementation of eco-efficiency practices will lead to 

decoupling of economic growth from environmental impact.  However, business cannot reach 

eco-efficiency objectives alone without governmental support and policy frameworks. 

According to Teng (2004) such framework should include elements such as: 

 

- Providing coherent and consistent economic incentives which imply reform of subsidies 

and tax incentives imposed on polluting and resource-intensive activities; 

- Internalizing environmental costs through price or regulatory mechanisms; 

- Supporting policies in educational, technological innovation and land-use planning 

which aimed on eco-efficiency improvement; 

- Stimulating voluntary activities.       

 

Today economic growth results in higher quality of life with the rise of resources consumption 

and the pollution level. In the following figure the solid lines represents our current 

development and the potential opportunities for decoupling economic growth from 

environment influence by adopting eco-efficient concept both in macro and micro levels.        

 

Figure 7 - Governmental measures and objectives (WBCSD, 2000) 

The WBCSD (2000) sees the role of governments in promotion and supporting actions toward 

eco-efficient business through the rewarding system of the leading-edge organizations and 

putting pressure on the laggards.  
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Companies adopting eco-efficiency are most often among the leaders in their 

sector. As their success inevitable and constantly provokes many others to follow, 

eco-efficiency will finally grow into the main stream.  

— Frank B. Bosshardt, policy advisor Anova Holding AG, founder of the WBCSD eco-

efficiency program. 

Oriented on eco-efficiency, a company’s business strategy can help in decoupling economic 

growth and use of natural resources. The below graph depicts possible decoupling channels as 

well as the role of policy measures determining their effectiveness. Eco-efficiency strategy 

promotes innovations as one of the main driving motives for company development.  

Such innovations will lead to the creation of new goods and development of new skills where 

the former results in enhanced competitiveness of the company and a bigger market share, the 

latter results in increased knowledge with additional service jobs.  

Finally both channels lead to higher employment and business success which contributes to the 

overall economic growth. While implementing effective policy measures, framework and 

incentives for eco-efficiency, government can fosters the reduction of the nature use and 

pollution.  

 

Figure 8 - Channels for eco-efficiency (WBCSD, 2000) 

Critics of eco-efficiency concept claim that the relative growth in organizational eco-efficiency is 

not sufficient for determining the achievements of the company within environmental and 

economical dimensions, therefore the absolute reduction in the use of resources is demanded 

(WBCSD 2000).  
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In defense the WBCSD argues that eco-efficiency not only focuses on achieving the relative 

improvements in the consumption of resources and avoidance of pollution but mostly orients 

on the eco-innovations, the movement toward service-intension and decoupling economic 

growth and use of natural resources.   

There is also a claim that eco-efficiency concept cannot be adequately implemented in poor 

economies due to the absence of effective legislation on environmental protection and high 

costs of eco-initiatives for businesses. In this case the WBCSD (2000) has proved that eco-

efficiency principles can be incorporated on both macro and micro-levels in developing 

countries as well as in countries which are in transition. Those companies which have already 

implemented this concept into their strategy have managed to achieve substantial 

improvements in activities where initially the resources were used inefficiently (twenty three 

pilot companies among which are 3M, General Motors, Norsk Hydro, Sony Europe, Toyota, 

Volkswagen, Procter&Gamble, Shell Chemicals, Companhia Vale do Rio Doce etc).   

However, economic benefits from resource efficiency can be limited. In order to receive 

considerable pay-offs on eco-efficiency initiatives it is essential to develop institutional 

framework, policy measures which will support and promote incentives for implementation of 

the eco-efficiency concept.   

2.3 Measuring eco-efficiency of the company 

Various organizations and initiatives have been involved in projects on development of 

sustainability and eco-efficiency indicators.  The most of the well-known initiatives in this area 

are the following: 

- The International Organization for Standardization (ISO) 

- The Global Reporting Initiative (GRI) 

- The US Global Environmental Management Initiative (GEMI) 

- The World Business Council for Sustainable Development (WBCSD) 

- The World Resource Initiative (WRI) 

- The Canadian National Roundtable on the Environment and Economy (NRTEE) 

- The American Institute of Chemical Engineers’ Center for Waste Reduction Technologies 

(CWRT) 

- The US National Academy of Engineering (NAE) 

- Social Venture Network (SVN) 

- Dow Jones Sustainability Group (DJS)    

The number of such organizations and initiatives is constantly growing which demonstrates the 

urgency and need for standardized sustainability measurement tools. Veleva and Ellenbecker 

(2000) selects and compares four key frameworks which have gained significant popularity 

within the last decade and are considered to be one of the most efficient in implementation: 

1) The International Organization for Standardization (ISO 14031) 

2) The World Business Council for Sustainable Development  (WBCSD Eco-efficiency 

framework) 
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3) The Global Reporting Initiative  (GRI) 

4) The American Institute of Chemical Engineers’ Center for Waste Reduction Technologies 

(CWRT) 

As the first three frameworks are of a bigger relevance for our research, we shall investigate 

them further. The criteria for selecting the above mentioned indicator frameworks and their 

overall comparison are presented below: 

Table 1 - Analysis of the three best-known indicator frameworks (Veleva and Ellenbecker, 2000)   

№  Selection criteria ISO 14031 WBCSD Eco-

efficiency 

framework 

Global reporting 

initiative 

1. Based on a set of 

indicators 

YES YES YES 

2. Most work completed, 

clear guidance provided 

Work completed; 

No sufficient 

guidance provided 

YES Most work 

completed; 

insufficient 

guidance 

3. Published and readily 

available 

YES YES YES 

4. Indicators cover all three 

dimensions of 

sustainability 

No; covers only 

environmental 

issues 

No; covers only 

environmental and 

economic issues 

YES 

5. Indicators are applicable 

across sectors and firms 

YES YES YES 

6. Indicator framework is 

well-known 

YES Not so well known YES 

№ Comparison criteria ISO 14031 WBCSD Eco-

efficiency 

framework 

Global reporting 

initiative 

I  Scope    

1. Energy and material use X X X 

2. Natural environment X X X 

3. Economic viability  X X 

4. Community 

development and social 

justice 

 X  

5. Workers’ health, safety 

and well-being 

 X  

6. Products X X  

II Qualities    

1. Reflects key global issues X X X 
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2.  Manageable number of 

indicators 

  X 

3.  Clear and detailed 

guidance provided 

  X 

4. Allows comparisons 

among companies 

  X 

5. Applicable to any 

company  

X X X 

 

All three frameworks are based on a set of indicators, not on a single parameter. They are all 

published, available and well-known in business practices. The given frameworks define such 

indicators which can be applicable across sectors in different types of organizations (small, 

medium and large enterprises). ISO 14031 standard covers only environmental aspect, WBCSD 

reflects environmental and economical issues, and the GRI framework addresses all three 

sustainability dimensions.  

2.3.1 Environmental Performance Evaluation (EPE): ISO 14031 (1999) 

The ISO 14000 is a set of international standards designed to incorporate environmental issues 

into the business processes and product development. The ISO 14001 identifies the 

requirements for the implementation of an environmental management system in all types of 

companies. The ISO environmental standards still have a growing impact on companies’ 

activities and practices; however there are some weaknesses in this set of standards. According 

to Krut and Gleckman (1998) ISO 14001 is “a missed opportunity for sustainable global 

development”. The assurance of regulatory compliance, information disclosure to public, legal 

environmental proceedings and improvements in environmental performance are not required 

in the standard (Veleva and Ellenbecker, 2000).    

The ISO 14031 standard in support to the ISO 14001 provides a list of a hundred environmental 

indicators which can help companies to assess their environmental performance. The standard 

defines two general groups of indicators for EPE:  

 

• Environmental Performance Indicators  

- Management performance indicators (designed to assess managerial efforts 

toward improvements of company’s environmental performance) 

- Operational performance indicators (designed to provide information about 

organization’s environmental performance) 

• Environmental Condition Indicators 

 

The ISO 14031 provides not a standard set of indicators but rather illustrative ones which can 

be used by different companies. Thus, it is up to organizations to decide which environmental 

indicators will be more appropriate and specific for their business. In this case the ISO 14031 

suggests four approaches for selecting EPE indicators: cause-and-effect, risk based, life-cycle 
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and regulatory or voluntary initiative approaches (ISO, 1998). The standard serves primary as an 

internal tool for decision-making processes.   

Defining the strengths of the ISO 14031, Veleva and Ellenbecker (2000) claims that it links 

environmental condition indicators with operational indicators and develops a common 

framework for organizations to implement. It also presents various specific examples of 

indicators for EPE, helps to improve accountability for company’s environmental performance 

and may result in improvements in resource use.   

At the same time, the weakness of the ISO 14031 is that it addresses only environmental 

dimension with no reference to social and economical activities of the company. Jasch (2000) 

also argues that the given standard provides hundred of indicators with no clear guidance on 

what data should be collected, to what scope and how it should be properly evaluated. Given 

the weaknesses, we assume that the framework under the ISO 14031 is not sufficient enough 

for measuring eco-efficiency of the organization which covers two main sustainability 

dimensions: economic and environment. However, it is a good starting point for identifying 

environmental performance indicators for companies. 

2.3.2 The Global Reporting Initiative (GRI) 

Launched in late 1997 by the Coalition for Environmentally Responsible Economies, GRI has 

gained a significant importance and popularity as a uniform framework for corporate 

sustainability reporting. GRI is a voluntary initiative helping in a decision-making process on 

different organizational levels: senior management level, operational level, level of internal and 

external stakeholders. The Global Reporting Initiative reflects all three sustainability 

dimensions: environmental, economical and social (GRI, 2000). GRI’s guidance consists of four 

main parts: 

Part A: Introduction and General Guidance 

Part B: Reporting Principles and Practices 

Part C: Report Content 

- CEO Statement 

- Profile of Reporting Organization 

- Executive Summery and Key Indicators 

- Vision and Strategy 

- Policies, Organizations and Management Systems 

- Performance 

Part D: Annexes 

GRI adopted an indicator framework for measuring corporate sustainability which is similar to 

ISO 14031 and WBCSD Eco-efficiency frameworks. The main elements of the GRI framework are 

the following (GRI, 2000):  

- Category: general group of issues (water, energy, product performance, health and 

safety) 
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- Aspect:  specific issues on what kind of information is to be presented (greenhouse 

emissions, energy efficiency, child labor practices etc.) 

- Indicator: most precise, quantitative measure of performance during a reporting period 

(water consumption per unit of product, tons of specific pollutant emitted etc.)    

According to Veleva and Ellenbecker (2000) one of the main strengths of GRI is that it provides 

“a common framework for companies to report their achievements towards sustainability” and 

covers all aspects of sustainable development. It proposes the standardized format and 

indicators which allow comparisons between various organizations and can be easily used by 

external stakeholders. GRI also refers to “key issues of global concern (greenhouse gas 

emission, persistent organic pollutants, the gap between developing and developed 

countries)”.   

GRI’s weaknesses, according to Hawken and Wackernagel (Veleva and Ellenbecker, 2000), can 

be seen in the absence of “clear, operative definition of sustainability” and lack of “compass” to 

move. It requires comprehensive descriptive information and, therefore, is more time 

consuming for management of the company. GRI proposes around hundred indicators without 

clear recommendations on the selection of the most appropriate for certain business. GRI’s 

framework was primarily developed for multinational organizations. Thus, small and medium 

enterprises (SMEs) might have difficulties in implementing the given framework: lack of 

resources and knowledge essential for proper implementation and use of GRI’s framework 

(Veleva and Ellenbecker, 2000).   

GRI provides complex guidelines for measuring corporate sustainability. It can also be used for 

evaluating eco-efficiency but in this case social aspect is not needed to be taken into 

consideration.  

2.3.3 The World Business Council for Sustainable Development (the WBCSD Eco-efficiency 

framework) 

The WBCSD has developed a standardized framework which can be used by any company 

across different sectors to measure progress toward economic and environmental 

sustainability. The WBCSD goal is “to establish a general framework that is flexible enough to be 

widely used, broadly accepted and easily interpreted by the full range of businesses” (WBCSD, 

2000).  The given framework for measuring eco-efficiency can be used as an internal decision-

making tool as well as the external communication tool (Veleva and Ellenbecker, 2000).  

The WBCSD has set certain principles for indicators. For instance, indicators should be relevant 

and meaningful, able to inform decision-making, clearly defined, measurable, transparent and 

verifiable etc. Similarly to GRI the main elements of eco-efficiency information are categories, 

aspects and indicators, where categories include: 

- Product/service value (volume/mass, monetary, function); 

- Product/service creation environmental influence (energy, material and natural 

resources consumption, non-product output, unintended events); 
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- Product/service use environmental influence (product/service characteristics, packaging 

waste, energy consumptions, emissions during use and disposal). 

The framework defines two groups of indicators to assist organizations keep their reporting 

systems flexible (WBCSD, 2000): 

1. Generally applicable indicators (can be used by all types of businesses, although might 

not be equally important for all organizations) 

- Value indicators: Quantity and Net sales. Complimentary indicators: Net 

profit/Earnings/Income. 

- Environmental influence indicators: Energy consumption, Material consumption, 

Water consumption, Ozone depleting substance emissions, Greenhouse gas 

emissions. Complimentary indicators: Acidification emissions to air, Total waste.  

2. Business specific indicators  (defined individually by companies, their relevance and 

importance varies between organizations) 

Eco-efficiency refers to both economy and ecology aspects of the company and can be 

measured in the following way: 

 

 

It should be pointed out that the WBCSD eco-efficiency framework refers to ISO 14031 which 

helps to identify relevant aspects of business activity and to select respective meaningful 

environmental indicators. 

The main strength of the WBCSD framework for measuring eco-efficiency is its simplicity, ease 

of implementation and use. It defines limited number of indicators with a clear guidance and 

examples on how to select and calculate them. The data for measuring eco-efficiency is readily 

available within companies. The framework also takes into consideration needs of both internal 

and external audience and provides recommendations on developing communication 

approaches. 

However, Veleva and Ellenbecker (2000) claims that the described framework has its 

limitations: it addresses only two sustainability dimensions, misses the evaluation of product 

sustainability or eco-efficiency (certain indicators such as product recyclability, re-usability, 

biodegradability, durability etc. are recommended without any specific guidance on how to 

calculate  them in practice) and does not recommend any graphical presentations of the 

indicators.  

The given research work focuses on the issues concerning eco-efficiency of the company which 

refers to economic and ecological aspects of its activities. Since the ISO 14031 covers only 

environmental dimension and the GRI addresses all three sustainability areas, the WBSCD 

framework will be used further in the research.   
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2.4 Driving forces for sustainable development and eco-efficiency 

The companies’ decision to move toward sustainable development and adopt the eco-

efficiency concept is driven by various factors. According to Olembo (1996) the main driving 

force is the urgent need for environmental protection. Olembo claims that it is vital to 

concentrate on six global environmental priorities leading to “global environmentally 

sustainable development”. In addition Olembo defines three broader motives: public demand, 

industry and international trade, standards and law.    

1. Environmental protection  

Table 2 - Environmental priorities as a driving force toward sustainable development 

Environmental priorities  Description  
 

1) Atmosphere and 

climate 

 

Atmosphere is being highly affected by human activities which 

resulted in serious problems of air pollution and as a 

consequence in dramatic changes of other ecosystems. 

Unacceptable levels of air pollutions, acid depositions, severe 

damage of the ozone layer are incessant concerns of today’s 

world.   

2) Deforestation and 

desertification 

According to the World Resources Institute, more than 80 

percent of the Earth’s natural forests have already been 

destroyed which leads to harmful environmental consequences 

(significant loss of living space, droughts, global warming etc.).  

3) Freshwater and 

oceans 

 

All human activities are highly depended on hydrological systems 

with its limited recourses. Water pollution and overfishing 

represent serious threats on the marine food supply systems.  

4) Toxic chemicals  

 

Every day humans are exposed to various toxic chemicals which 

flood our environment and food chains. The consequences can 

result in the distraction of biological processes  

5) Biodiversity The loss of biodiversity is increasing. Scientists see the major 

reason of such loss in the distraction of the species habitats, 

cleaning lands for housing, growing food and wood supplying. 

The rapid population growth also stands behind the causes of 

biodiversity decrease. 

6) Energy and natural 

resource 

consumption 

Humans are entirely dependent on natural resources. The 

unsustainable extraction and consumption of energy and natural 

resources by industrialized countries put unnecessary pressure 

on developing countries which created environmental, social and 

political tension in all countries.  

 

These main environmental issues were thoroughly examined at the 1992 Earth Summit. 

Chapter 8 of the Agenda 21 calls for the development of strategies which maximize the 

compliance with laws and regulations toward sustainable development (Olembo, 1996). It also 

encourages countries to establish effective enforcement programs and incentives to promote 

environmental compliance on macro and micro levels. The main challenge for companies, 
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industries and governments today is “to ensure that economic development and social well-

being is compatible with ecological support system” (Five winds international, 2000).  

2) Public demand 

According to Olembo (1996), public demand is “one of the most vocal of societal driving 

forces”. Public has become more aware and concerned about today’s environmental problems 

and can affect governmental and business decisions regarding environmental issues. Massive 

public campaigns with the request to close down polluting factories, boycotts on certain goods 

and products, intervention into financial decisions of companies threatening the environment, 

social pressure on governments to take actions and improve the situation are all the examples 

of public power and its demand “for a better environmental quality of life”.   

Public opinion is no longer stayed unheard and has stimulated positive changes toward 

sustainable development both on micro and macro levels in different countries. Higher 

environmental standards are often imposed as a result of social tension which encourages 

organizations to improve their environmental responsibility. Public demand also provides new 

market opportunities for those who are first to implement sustainability initiatives. In this case, 

it can be seen not only as a driving force but as a fruitful resource for a decision-making process 

which helps to avoid unnecessary and costly mistakes.  

 3) Industry  

Industry, as another driving force, is getting an increasing influence. Olembo (1996) states that 

the organizations which will survive in highly competitive industries are the ones that realize 

that implementation of the sustainability concept into their strategy is not only valuable for the 

environmental protection and creation of a positive image but also can be economically 

beneficial. Such companies are usually leaders with an influential position in industry 

associations that act in accordance with voluntary codes of conduct to promote best 

environmental practices. Industry associations are interested in protecting the public image of 

the industry so that to prevent inappropriate performance of other industry actors.          

4) International trade, standards and law 

The forth driving force represents the idea that international companies, operating both on 

local and global markets, have to comply with certain international standards if they want to 

stay in foreign markets and be competitive while functioning in other countries. Nowadays the 

number of various standard organizations is growing and the complexity of different voluntary 

as well as obligatory environmental standards is increasing. Therefore, one of the main tasks for 

organizations is to try to benefit from the necessity to follow certain eco-standards and 

increase their eco-efficiency.  

Although sustainability activities are often driven by regulatory requirements, companies can 

also be motivated to implement sustainability strategies by the potential payoffs of improved 

sustainability practices. According to Epstein (2008) sustainability can enhance business in the 

following ways:    
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Table 3 - Payoffs of improved sustainability performance (Epstein, 2008) 

Financial payoffs Customer-related payoffs 

- Reduced operating costs (including 

lower litigation costs) 

- Increased revenues 

- Lower administrative costs 

- Lower capital costs 

- Stock market premiums 

- Increased customer satisfaction 

- Product innovation 

- Market share increases 

- Improved reputation 

- New market opportunities 

Operational payoffs Organizational payoffs 

- Process innovation 

- Productivity gains 

- Reduced cycle times 

- Improved resource yields 

- Waste minimization 

- Employee satisfaction 

- Improved stakeholder relationships 

- Reduced regulatory intervention 

- Reduced risk 

- Increased learning 

Most of trailblazing organizations realize the advantages from improving their environmental 

performance and choose a proactive strategy which helps to benefit on offered opportunities 

and leave possible threats far behind (Kane, 2009).     

2.4 Greenwash 

Previously we have talked in great length and detail about the concepts and implementations 

of sustainability initiatives and eco-efficiency in particular, as well as benefits it may and does 

bring to a company. However, as being environmentally friendly is becoming not only a 

requirement, but a certain fashion nowadays, some companies choose to turn to creating a 

widely-advertised illusion of their “incredible” and “totally voluntary” ecological consciousness, 

rather than actually doing something environmentally meaningful. 

 

The concept of “greenwash” itself is not new and was introduced in 1986 by American 

environmentalist Jay Westerveld. However, greenwashing started to occur as early as in the 

mid 1960’s, as the environmental movement was spreading and gaining more popularity; 

companies realized the necessity of if not holding a dialogue, than at least calming down the 

environmentally conscious crowd by exaggerating if not inventing their environmental 

initiatives and keeping quiet about the negative impact of their production on the environment. 

 

According to the Greenpeace definition the term “greenwash” is used to “describe the act of 

misleading consumers regarding the environmental practices of a company or the 

environmental benefits of a product or service”. Greenpeace defines oil, car manufacturing, 

coal and nuclear companies as main greenwashers (Greenpeace, 2011). However, a huge 

variety of enterprises working in other fields have been caught using environmental issues in 

order to receive publicity and boost sales as well – and probably the number of others that we 

know not yet of is significantly larger. 

 

Greenwashing occurs in the three main categories: labeling, advertising and public relations. 

Various organizations and marketing agencies define different criteria of greenwashing. 
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Greenpeace sees them as the following: dirty business, ad bluster, political spin and it’s the law, 

stupid!  

 

Dirty business implies that the company emphasizes the green product it has while continuing 

to invest in its environment damaging activity. Ad bluster suggests that the company spends 

more money on advertising its green initiatives than actually implementing them or uses media 

in order to shift attention from its damaging activities. Political spin refers to the situation in 

which a company promotes its environmental initiatives while simultaneously lobbying its non-

environmental interests. And finally, it’s the law, stupid! refers to promoting the environmental 

initiatives, already required by the government, as voluntary (Greenpeace, 2011). 

 

In a study conducted by TerraChoice Environmental Marketing Inc the so-called 6 sins of 

greenwash have been defined: 

1. Sin of the Hidden Trade-Off – emphasizing the environmental friendliness of the product 

based on one aspect, without taking into consideration other, perhaps more significant 

attributes. 

2. Sin of No Proof – are company’s claims about the environmental friendliness of their 

products which are not proven by either supporting information or third-party 

certification. Such information should be easily accessible either at the point of 

purchase or at the official company web page.  

3. Sin of Vagueness – is the use of very vague and unclear terms that might confuse the 

customer or cause the wrong expectations from a product, for example “non-toxic”, 

“natural”, “chemical-free”, etc. 

4. Sin of Irrelevance – an environmental claim consisting of irrelevant information, in order 

to create a greener image and distract a customer from choosing a truly 

environmentally friendly product, i.e. “CFC-free” claims, despite the fact that CFC has 

been banned since 1987. 

5.  Sin of Lesser of Two Evils – environmental claims that may be true, but distract the 

public from the damage caused by the category of goods they belong to, i.e green 

cigarettes or green herbicides.  

6. Sin of Fibbing – making claims that are not true, i.e. lying. (TerraChoice Environmental 

Marketing Inc, 2007) 

While some of the greenwashing is evident and easy to spot, i.e. BP Beyond Petroleum 

campaign, many companies choose to turn to a more subtle, yet effective way of greenwash by 

combining several of the methods mentioned. It is often up to the customer to conduct a little 

investigation in order to make a right choice.  

 

The companies choose to turn to greenwashing because there is a demand for green products 

and services – it is profitable if not to be, than at least to appear green. Following the 

environmental movement and wide media coverage of the issue people are becoming more 

environmentally aware and are changing their buying habits by choosing products less 

damaging to the nature. More and more customers decide to follow the three guidelines of 

being environmentally friendly: buying green products, recycling and consuming less or are 
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turning to so-called ethical consumption. At the same time the expectations placed on the 

companies are rising as well.  

 

Creating a shiny image of an environmentally responsible company attracts not just customers 

but employees as well. Jo Littler in her book Radical Consumption: Shopping for change in 

contemporary culture links greenwashing to CSR and quotes Kotler when stating that 

“increased ability to attract, motivate and retain employees is a key reason for corporations to 

engage in CSR” (Littler, 2009). Working for a company that does good – or says it does good – 

not only attracts employees in the first place and keeps them motivated later on, but often 

allows companies to pay lower wages. As David Myers describes in his Social Psychology people 

want to be associated with something successful and good, be it a football team or a 

corporation (Myers, 2010). Unfortunately, not many would dare to look beyond the company’s 

promoted image. 

 

The impact of greenwashing is more severe than simply tricking environment conscious 

customers into buying the products which are not really green. It may damage the reputation 

of the products which are actually environmentally friendly and cause skepticism among 

customers towards all environmental claims. Therefore, a strict regulation in this field is to be 

enhanced.  

 

So far ISO 14000 standards include guidelines concerning introduction of environmental 

management systems and environmental auditing, as well as requirements for eco labeling and 

life cycle assessment, environmental aspects in product standards and environmental 

performance evaluation.  

 

Within the European Union the Eco-Management and Audit Scheme (EMAS) has been 

introduced in 1995 and is used to acknowledge the organizations that constantly try to 

“evaluate, manage and continuously improve their environmental performance” (European 

Commission, 2011). However, we should note that both ISO standards and EMAS are voluntary 

for the organizations and companies and are by no means strictly imposed on the companies. 

Greenwash is regulated differently in various countries; however there is a significant lack of 

strict legislation in this field. In the USA the Federal Trade Commission produced voluntary 

guidelines on green advertising, but nevertheless has a right to prosecute unjustified 

environmental claims. Canada has Competition Bureau and Canadian Standards Association 

monitoring the reliability of environmental claims. Norway has regulations concerning 

advertising of vehicles as environmentally friendly. However, one thing that may be stated with 

certainty – there is still a long way to go in order to make environmental standards mandatory 

and limit the amount of greenwash we are being exposed to nowadays. 

2.5 Conclusions 

In the modern world businesses are seen more often not only as carriers of technological 

development, innovations, capital investments and profit makers. Growing public awareness of 
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the global issues has placed new expectations on all types of companies. The concept of 

sustainable development was mainly developed in the 1990s and has reached a significant 

popularity nowadays. It includes three dimensions: environmental, economic and social 

interacting with each other. 

The eco-efficiency concept significantly contributes to the development of sustainability ideas. 

It encourages organizations to improve efficiency of their production processes and product 

development while decreasing the environmental influence. Companies can enhance their eco-

efficiency through re-designing products, re-engineering processes, re-valorizing by-products 

and re-thinking markets. However, business cannot reach eco-efficiency objectives alone 

without governmental support and policy frameworks. Adopting eco-efficiency concept both in 

macro and micro levels will ultimately contribute to decoupling economic growth from 

environment influence. 

Various organizations and initiatives have been involved in projects on development of 

sustainability and eco-efficiency indicators. Their number is constantly growing which 

demonstrates the urgency and need for standardized sustainability measurement tools.  The 

most well-known initiatives are the International Organization for Standardization (ISO 14031), 

the World Business Council for Sustainable Development (Eco-efficiency framework) and the 

Global Reporting Initiative. The strength and weaknesses of the given evaluating frameworks 

were defined and WBCSD eco-efficiency framework was chosen to be used further in the 

research since it covers sustainability dimensions which are of our main interest and provides a 

clear guidance and examples on how to select and calculate eco-efficiency indicators. 

The companies’ decision to move toward sustainable development and adopt the eco-

efficiency concept is driven by various factors. The main driving force is the need for 

environmental protection. However, public demand, industry and international trade, 

standards and law have gained an increasing influence on business activities and encouraged 

organizations to be more environmentally responsible actors. Although sustainability activities 

are often driven by regulatory requirements, companies can also be motivated to implement 

sustainability strategies by the potential payoffs of improved sustainability practices which are 

financial, operational, customer-related and organizational ones. 

As the environmental awareness of the people continues to grow more and more companies 

choose to turn to promoting themselves as green in order to boost sales and popularity. Being – 

or at least appearing environmentally friendly is now both fashionable and profitable, and is 

used not only to obtain and retain customers, but employees as well. However, often such 

environmental claims are largely exaggerated or untrue and are tricking the customer into 

buying the product which is not actually environmentally friendly. Such phenomenon is called 

greenwash. Various organizations, for example Greenpeace, try to define and monitor 

greenwash; however there is a significant lack of legislation in this field, and often it is up to a 

customer’s judgment to make the right choice. 
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3 EMPIRICAL FINDINGS – CASE STUDY IKEA 

3.1 Company overview 

 

To create a better everyday life for the majority of people. 

— IKEA vision 

 

Life is like assembling IKEA furniture: it is hard to understand what the 

purpose is, you are unable to put the pieces together, an important part 

is always missing, and the final result never becomes what you’d hoped 

for. 

— Furchs, (1991) 

 

When Ingvar Kamprad started IKEA in 1943 in Älmhult, Småland, Sweden he did not probably 

think that more than 60 years later his creation would become not only the major furnishing 

company with more than 280 subsidiaries operating in 26 countries all over the world, but a 

fashion statement and culture symbol as well. IKEA stores have featured in movies like Fight 

Club and 500 Days of Summer and songs like Jonathan Coulton’s IKEA. Its self-assemble 

furniture has been the subject of both art exhibitions, for example the one in Hofmobilendepot 

Möbel Museum in Wien, as well as a common subject of jokes everywhere from comic strips in 

Sunday newspapers to the blog sphere. It has become so popular, that even those that have 

never been in the IKEA store know about it. IKEA came to represent Sweden, modern consumer 

society and in some way the whole generation.  

The famous IKEA mission is “to create a better everyday life for the majority of people.” 

However, as any company, IKEA aims to make a profit – something that has been embedded in 

its vision since the beginning – “to offer a wide range of well-designed, functional home 

furnishing products at prices so low that as many people as possible will be able to afford 

them.” Low price combined with an appealing and often unconventional design remain one of 

the most important advantages of IKEA when compared with competitors. Lately the 

company’s widely promoted environmental initiatives contributed a significant amount of 

popularity to its already attractive picture. Having beautiful furniture and home accessories at 

affordable price while thinking that they do good – proved to be an irresistible combination to 

the customers and contributed to the “IKEA cult”. 

 

Nowadays IKEA is considered to be one of the world’s strongest brands (Interbrand, 2010). The 

story and spirit of Ingvar Kamprad has become some kind of a myth, embedded in everything 

IKEA does or plans to do. Yellow and blue IKEA stores are unmistakable and have the same 

layout in every single country they operate: there is a kid’s area by the entrance, then you pass 

to the living rooms, then bookshelves, dining rooms, kitchens, workplaces, bedrooms, halls and 

wardrobes, children furniture, finishing with textile, glassware, candles and other innumerable 

but attractive trifles. 5 kronor buns and coffee are to remunerate a tired but pleased customer, 
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who still has to head to the warehouse at the back of the store to pick up his or her flat package 

and happily drive home anticipating the pleasures of an evening spend assembling furniture.  

Yet there is something almost miraculous about IKEA. Customers may complain about missing 

screws, shortage of products in the warehouse, lines by the cashiers and lack of parking places, 

yet continue to come back again and again. IKEA has its fans, just like it has its haters – but it 

does not leave anybody indifferent.  

Just as IKEA attracts customers longing for their own flat pack containing a book shelf, or a 

coffee table or a chair - employees are drawn to it as well. Several times IKEA has been listed in 

the Top 100 Companies to work for in USA and Canada, and it still remains as one of the most 

attractive place for the newly graduates. No doubt that IKEA values: togetherness and 

enthusiasm, cost consciousness, willingness to delegate and accept responsibility, humility and 

willpower, simplicity, leadership by example, and no fear of making mistakes as well as low 

power distance and casual dress code appeal to many (Edvardsson, 2009). IKEA employees are 

referred to as co-workers and are part of the so-called “IKEA family”, with its traditions, 

celebrations and Christmas letters from the founder Ingvar Kamprad (Salzer, 1994). 

IKEA catalogue has become another cult in itself. It is the main way of promoting company’s 

products which accounts for 70% of the company's annual marketing budget. According to IKEA 

the catalogue was printed in more than 197 million copies in 29 languages and 61 editions in 

2010. It is a common belief that IKEA catalogue is now the most widely distributed publication 

all over the world, being more popular than Bible. Despite the fact that such claim is highly 

debatable, the very phenomenon indicates IKEA’s strong influence on both the minds and 

wallets of modern consumer. 

As we have mentioned earlier IKEA’s main advantage is not only attractive design furniture, but 

its affordable price. The low price is maintained through several initiatives: furniture is flat 

packed and is easier and cheaper to transport, customer is the one who delivers it home and 

assembles it, but the main IKEA’s advantage is that its products are manufactured abroad, 

usually in proximity to the raw resources and cheap labor force.  

In the late 1950s the pressure by Swedish furniture companies on IKEA suppliers forced Ingvar 

Kamprad to search for new suppliers abroad and to re-locate IKEA production to Poland in the 

early 1960s. A thread turned out to be a unique competitive advantage – the raw materials 

were within a reach, production facilities were available and Polish workers longing for a job. 

Despite facing numerous challenges IKEA established a life-long partnership with Poland 

(Torekull, 1988). 

A limited number of articles and large production scale mainly in the third-world countries 

allows IKEA to keep the price down. Currently IKEA has more than 1 000 external suppliers in 55 

countries. IKEA has its own stores as well as stores owned and ran by franchise outside the IKEA 

group. Transportation of products is provided by a network of transport companies and all the 

suppliers are subject to IWAY code of conduct (IKEA, 2011). 
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IWAY code of conduct implies that all IKEA suppliers are subject to the legal compliance, start-

up requirements, environmental standards and social and working conditions. It is also their 

responsibility to ensure that their own sub-suppliers comply with the IKEA standards. 

Originally the IKEA position was that the company shall not own its suppliers, and no supplier 

shall have IKEA as the only customer. However, nowadays IKEA has a fully integrated supply 

chain including its own industrial groups Swedwood and Swedspan. Swedenwood 

manufactures and distributes about 100 million wood based furniture every year and has more 

than 50 production units in 12 countries (IKEA, 2011). 

 

Figure 9 - Structure of the IKEA group of companies (IKEA, 2011) 

The company which has come to represent Sweden all over the world is in fact no longer 

Swedish – it belongs to the INGKA Holding B.V., a Dutch corporation since 1982, which in turn 

belongs to the non-profit, tax-exempt Stichting INGKA Foundation. The IKEA Group itself works 

in the following areas: range, strategy and product development, production, supply and retail. 

IKEA prides takes pride in its sustainability initiatives, such as: introducing sustainability 

scorecard, continuous investment in renewable energy, substantial increase of certified wood 

in its products, increased funding of health programs as wells as partnership with WWF, UNICEF 

and Save The Children. It is also involved in Better Cotton Initiative, Building and Wood 

Workers' International, Clean Cargo Working Group, Forest Stewardship Council, Compassion in 

World Farming, Rainforest Alliance, Global Forest & Trade Network, Roundtable on Sustainable 

Palm Oil, as well as in Business for Social Responsibility initiative, European Retailers Round 

Table, Global Compact network, International Labor Organization, Global Social Compliance 

Programme and the United Nations Development Programme.  

 



37 

 

3.2 IKEA’s eco-efficiency 

The WBCSD provides a framework for measuring eco-efficiency of the company. The list of 

generally applicable and business specific indicators is included in Appendix 1. IKEA’s 

sustainability reports (2008-2010) and yearly summary report (2010) provide data for 

measuring mostly generally applicable indicators. Business specific indicators could be defined 

with the help of the ISO 14031 series of standards. Michelsen (2006) suggests the following 

environmental performance indicators for furniture industry:  

Table 4 - Suggested key environmental performance indicators (KEPI) for furniture production 

(Michelsen, 2006) 

 

Environmental performance indicator Unit 

1. Energy consumption* MJ 

2. Materials consumption* kg materials 

3. Greenhouse gas emissions* kg CO2-equiv. 

4. Water consumption* kg water 

5. Ozone depleting substance emissions kg R11-equiv. 

6. Acidification emissions to air kg SO2-equiv. 

7. Total waste kg waste 

8. Emissions of photochemical oxidising substances kg ethen-equiv. 

9. Emissions of heavy metals kg Pb-equiv. 

*Generally applicable indicators according to WBCSD 

Based on the sustainability reports and yearly summary report the eco-efficiency indicators 

were calculated and IKEA’s eco-efficiency profile is presented below: 

Table 5 - IKEA’s eco-efficiency profile 

ORGANIZATION PROFILE  

Company name 

Business segments 

Report for 

System boundaries 

Number of employee 

 

 

 

Internet 

IKEA Group 

Furniture company (industrial groups and 

retail centers) 

Fiscal Years 2008, 2009, 2010 

All IKEA units 

2008: 127 800 

2009: 123 000 

2010: 127 000 

Website, hyperlink to web-based sustainability 

report 

VALUE PROFILE 2008 2009 2010 

Generally applicable indicators    

- Mass of product sold, m3 22 815 097 23 077 008 23 853 790 

- Net sales, million euro 21 534 21 846 23 019 



38 

 

Business specific indicators    

- Value added, million euro n/a n/a  n/a 

- Gross margin, million euro n/a n/a n/a 

ENVIRONMENTAL PROFILE    

Generally applicable indicators    

- Energy consumed, GWh 2 694 2 827 3 531 

- Material consumed    

- Wood, 1000 m3 7 223 5 686 5 320 

- Cotton, 1000 tons n/a 185 000 190 000 

- Water consumed, 1000 m3  n/a n/a 1982,9 

- GHG emissions (CO2), tons 29 054 637 27 850 005 28 140 000 

Business specific indicators    

- Waste, tons  310 125 324 085 314 147 

- Ozone depleting substance emissions (R11-

equiv), tons 

n/a n/a n/a 

- Acidification emissions to air (SO2-equiv), 

tons  

n/a n/a n/a 

- Emissions of photochemical oxidising 

substances (ethen-equiv), tons 

n/a n/a n/a 

- Emissions of heavy metals (Pb-equiv), tons n/a n/a n/a 

ECO-EFFICIENCY RATIOS    

Volume of products sold per    

- Energy consumed, m3 products sold/MWh 8,47 8,16 6,76 

- Material consumed    

- Wood,m3 products sold/ m3 3,16 4,06 4,48 

- Cotton, m3 products sold/ton  n/a 0,12 0,13 

- Water consumed, m3 products sold/ m3  n/a  n/a 12,03 

- GHG emissions (CO2), tons 0,79 0,83 0,85 

- Waste, m3 products sold/ton 73,57 71,21 75,93 

Net sales per    

- Energy consumed, euro/KWh 7,99 7,73 6,52 

- Material consumed    

- Wood, 1000 euro/ m3 2,98 3,84 4,33 

- Cotton, 1000 euro/ ton  n/a 0,12 0,12 

- Water consumed, 1000 euro/m3   n/a  n/a 11,61 

- CO2 emissions, 1000 euro/ ton CO2 0,74 0,78 0,82 

- Waste, 1000 euro/ ton 69,44 67,41 73,27 

  

More detailed information concerning IKEA’s key environmental performance indicators is 

presented in Appendix 2.  Figure 10 graphically represents the results of IKEA’s eco-efficiency 

evaluation. Unfortunately, some of the KEPIs are not available for all three years of analysis 

(2008-2010) and, therefore, are not included in Figure 9, for example data for water 

consumption is given only for the year 2010.   
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According to the first two graphs (1.A. and 1.B.), we could see considerable reduction in the 

volume of products sold per one MWh energy consumed and in net sales per one MWh energy 

consumed in 2010. IKEA explains that the decrease was caused by a newly acquired Swedspan 

factory.  

IKEA’s volume of products sold and net sales per one unit of material consumed (primary wood) 

had been increasing during 2008-2010 years (2.A and 2.B). It means that the company managed 

to use less material while producing and selling more products.       

The last pair of graphs in Figure 10 demonstrates a positive trend in the volume of products 

sold and net sales per one ton of CO2 emission. The main reason for the overall increase of CO2 

emissions (Table 5) according to IKEA is that the share of the renewable energy used decreased 

during the year due to the expired supply agreements for “green” electricity as well as newly 

acquired Swedspan factory.  

    

    



40 

 

    

Figure 10 - IKEA’s eco-efficiency ratios 

However, while analyzing sustainability reports 2008-2010, we found that the data for certain 

indicators was inconsistent (CO2 emissions for IKEA buildings, percentage of renewable energy 

sources used, energy efficiency etc.). Even if the divergence was not considerable it casts 

doubts on reliability of the data presented in IKEA’s sustainability reports.  

The given framework provides a general understanding of the eco-efficiency of all IKEA’s 

operations; however, it does not reflect IKEA’s environmental performance in particular 

countries of its presence. In fact, the results of KPI could be much lower in developing countries 

compared to the developed ones. A more detailed analysis is needed in order to understand 

the company’s actual environmental performance. 

3.3 Eco-efficiency factors analysis 

As we have mentioned earlier the essence of eco-efficiency is “to achieve more value from 

lower inputs of materials and energy and with reduced emissions” (WBCSD, 2000). Seven 

factors that a company may use to improve their eco-efficiency are: reducing material intensity, 

reducing energy intensity, reducing the toxic dispersion, enhancing recyclability, maximizing the 

use of renewable resources, extending product durability and increasing service intensity. We 

shall discuss IKEA’s initiatives according to those factors in detail. 

3.3.1 Reducing material intensity 

IKEA, being mainly a furniture company, has wood as one of the main raw materials. Solid wood 

and board material are used in IKEA products manufacturing. The total amount of solid wood 

used in 2010 was 5,320,000 m3 and the total amount of board material was 7,000,000 m3 

respectively (IKEA, 2011). 

The most popular species of trees used are pine, beech, spruce, birch, and acacia. The main 

suppliers of raw material are located in Poland, China, Russia, Romania and Sweden, with 

Poland accounting for about a fifth of the total solid wood material supply, and Russia and 
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China having almost equal shares of about 15%. Other countries supplying solid wood are: 

Vietnam, Canada, Slovakia, Lithuania, Czech Republic and Ukraine.  

 
Figure 11 - Species and sourcing countries for solid wood (IKEA, 2011) 

 

IKEA solid wood and board material are subject to IWAY and IKEA forestry requirements, which 

prevent the use of wood from forests having a high conservation value. IKEA follows the Forest 

Stewardship Council (FSC), Forest Management (FM) and Chain of Custody (CoC) standards. 

Since 2002 it also has a strategic partnership with the WWF aimed at increasing the number of 

FSC certified forests in China, Russia, Bulgaria and Estonia as well as finding solutions to the 

illegal logging in Russia.  

According to the IKEA Sustainability Report 2010 “the share of certified solid wood increased 

substantially in 2010 to 23.6 percent, from 16.2 percent the year before. The overall availability 

has increased, and nearly 42 percent of Swedwood’s solid wood is now FSC-certified.” IKEA 

conducts an audit of its wood suppliers and states that in 2010 it has raised up to 97%, with 

100% being the 2012 goal (IKEA, 2011). 

However, IKEA’s forest initiatives can be a subject to certain skepticism. The core idea of the 

company’s environmental policy is that “everything IKEA does should stand up to scrutiny”. 

Nevertheless, verifying whether IKEA actually stands up to its concept of “Legality and 

Traceability” is not easy. As Johan Stenebo rightfully points out it is possible to trace the origin 

of wood; however, it is a time and money consuming process. Forestry experts would have to 

be employed in order to verify if the wood comes from legal and sustainable forests. Such 

verifications would raise the price of raw wood and the price of the final product as a 

consequence. If IKEA has to choose between raising the price of its products in the store or 

being less demanding about it suppliers who are cutting down some 500-years old trees in 

Russia, the profit making logic will undisputedly prevail (Stenebo, 2010). 

Another problem with IKEAs forest policy is that the company conducts the audit only of the 

first supplier. The company states that it is their suppliers’ responsibility to verify if sub-

suppliers follow the IWAY and IKEA requirements, which is not always a case in reality. IKEA can 
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always defend itself by saying that they were not aware of what some wood cutting company in 

Carpathians or Karelia were doing. However, the words that all IKEA furniture comes from legal 

and sustainable forest will be repeated over and over, everywhere from stores to WWF 

promotion videos. 

China is IKEA’s second-largest wood supplier. A large part of the raw material comes from the 

frontier area with Russia. As Johan Stenebo suggests, it is highly probable that a large part of 

this wood comes from Russian taiga, being illegally smuggled into China. A rough estimation 

would define IKEA buying at least 5 million trees from Russian intact natural forest every year 

(Stenebo, 2009). All this while stating that “we do not accept wood from forests where high 

conservation values are threatened” (IKEA, 2011). 

Now and then Swedenwood’s operation in Karelia sparks media publications in Europe and 

Russia. There is a particular irony in the fact that it was Swedish Society for Nature 

Conservation and not Russian environmental organizations that accused IKEA of cutting down 

virgin forest in Karelia. Karelia forest belongs to intact natural forest, i.e. as forest areas of at 

least 50,000 ha devoid of infrastructure and unaffected by forestry, agriculture etc. (Global 

Forest Watch Russia, 2002). The reaction from the IKEA management was as expected; they 

labeled such claims as irrelevant and denied everything, while stating that Russia has a lot of 

natural forests and different regulations in this area - so at least from the Russian side it is not 

illegal. 

In the light of those events IKEA’s forest initiatives gain a new perspective. Wood is a primary 

source for IKEA’s products; and it will become more and more scare, and thus more and more 

expensive in the future. The deforestation is connected to the population growth and IKEA 

founder has foreseen this long time ago (Stenebo, 2010). IKEA has several long term forest rent 

agreements and widely promotes themselves as environmentally conscious company. 

However, IKEA rents forests not because they care so much about environment – but because 

they want to secure their wood supplies for the next 50 years. They want to ensure that in the 

future they will have trees to cut down in order to produce so well known and loved 

bookshelves and tables, sell them to the customers and make money. Therefore, every time 

IKEA claims they are saving the forest somewhere in Romania, China, Lithuania or Russia, one 

can not stop but wonder: is it the forest or their future profit they are conserving. 

3.3.2 Reducing energy intensity 

The majority of IKEA’s total energy consumption (45%) is related to the company’s stores 

followed by Swedwood (25%) and Swedspan (24%) (see Figure 12).   

Reducing energy consumption in IKEA’s buildings is one of the priority directions within 

company’s sustainability initiatives. IKEA has more than 350 buildings around the world and the 

annual energy cost per building may exceed 1 million Euro (Hou, Kulldorf, 2010). Therefore, the 

ability to reduce energy intensity will lead to significant cost savings which is seen to be a 

primary driver for IKEA to decrease consumption of energy. 
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The improvements in IKEA’s energy efficiency result from changed behavior, implementation of 

energy efficient technology (energy saving light bulbs, automatic switch-off lights system, extra 

insulations etc.), improved building design as well as changing product processes. 

 

 

Figure 12 - Structure of IKEA’s energy consumption 

IKEA declares that it strives to implement the above mentioned initiatives to increase the 

energy efficiency (reduce the energy intensity) in all subsidiaries; however, insufficient legal 

system of certain countries as well as the level of technological development and business 

environment in general may present real barriers on the way of minimizing the energy use. 

Greg Priest, vice Global Social and Environmental Manager in IKEA Sustainability Group at the 

store in Helsingborg, Sweden, defined the countries where IKEA has the lowest energy 

efficiency figures. Russia is at the top of the list when talking about ineffective energy use at 

IKEA stores and factories.    

According to data calculated from the sustainability report 2010 (Appendix 2), the overall 

energy intensity was increased by almost 38% in 2010 compared to 2009. It was partly caused 

by obtaining a new factory Swebspan. 

 3.3.3 Maximizing the use of renewable resources 

 To increase the use of renewable energy resources is one of the IKEA’s sustainability goals. The 

project “IKEA goes renewable” (IGR) was launched to improve energy efficiency of IKEA’s 

buildings by 25% compared to the fiscal year 2005. “The long-term direction is that all IKEA 

buildings shall be supplied with 100 percent renewable energy (wind, water, solar power, bio-

fuels and geothermal energy)” (IKEA, 2010).  

IKEA has changed the energy resource in its buildings through installation of solar panels for 

heating of water, heat pump systems for heat and air conditioning, geothermal system with 

heat pump for thermal power and refrigerating system. IKEA sees three main benefits from GRI 

project: cost savings, the value from reducing the energy use and the value from changing to 

renewable energy resource (Hou and Kulldorf, 2010).  
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However, IKEA purchases renewable electricity only if its cost does not exceed the cost for non-

renewable. That is why the share of renewable energy used in IKEA buildings decreased in 

2010: the supply agreements for grid electricity from renewable resources expired in major 

markets – Germany and France. The company decided not to pay premium price for “green” 

grid electricity and invest in alternative solutions (IKEA, 2010). 

Additional economical benefits can be found from selling renewable energy produced at IKEA 

buildings. Hou and Kulldorf (2010) provides an example that in Germany all renewable 

electricity produced at IKEA’s sites is sold to the government at a high price while purchased 

from another energy supplier at a lower price. Therefore, the decision to invest into the change 

to renewable resources is also driven by considerable economical pay-offs. 

3.3.4 Reducing the toxic dispersion 

The structure of IKEA’s CO2 emission is the following: 56% come from raw materials, 29% from 

customers, 12% from production and distribution and 3% from stores. IKEA defines their 

initiatives to decrease CO2 emission as the following: road-testing new greenhouse gas 

protocol standards, emission reduction through the value chain, cooperative with WWF on 

climate change. Up to now a particular emphasis was placed on promoting wise energy use 

among suppliers, rational transport of people to and from IKEA stores, sustainable life at home 

and climate perspective on food products.  

 

Figure 13 - Structure of IKEA CO2 emissions 

To monitor its CO2 impact from its value chain IKEA uses the draft Corporate Value Chain 

(Scope 3) Accounting and Reporting Standard developed by the World Resources Institute 

(WRI) and the World Business Council for Sustainable Development (WBCSD). IKEA also 

distinguishes direct emissions from sources owned or controlled by IKEA and emissions 

generated from purchased electricity consumed by IKEA buildings (IKEA, 2011). 

Despite the fact that extraction of raw materials is the major source of CO2 emission, IKEA 

chooses to pay more attention and publicity to its initiatives concerning the CO2 reduction 
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through decreasing energy consumption in its stores. This phenomenon may be explained by 

the fact that the reduction of CO2 emission on the raw material extraction phase can only be 

achieved through significant financial investments and will most likely raise the price of raw 

materials and products as a result (Stenebo, 2010). 

On the contrary, reduction of energy use in the stores contributes more to the IKEA’s energy bill 

savings, than to the CO2 emission reduction. Combined with a certain degree of publicity, it 

gives an impression of an extremely environmentally friendly company and draws attention 

from an actual source of CO2 pollution.  

3.3.5 Enhancing recyclability 

IKEA defines four main directions on enhancing recyclability and minimizing waste. The 

company prides itself in helping to develop recycling solutions for home to help customers sort 

out the recyclable products.  

In 1999 the “Waste Management Manual” for the IKEA group was introduced and requires that 

all stores have at least 5 recycling categories. This initiative includes minimizing waste at IKEA 

stores and distribution centers by recycling, in some stores up to 15 categories of waste. IKEA 

states that “almost 75 percent of the waste is sorted in the stores and more than 80 percent is 

recycled or used for energy production” (IKEA, 2011).  

IKEA stores also offer waste recycling for its customers, i.e. return points for batteries and 

compact fluorescent light bulbs. And finally waste management among IKEA suppliers aims to 

improve the production process, so that whatever waste is left could be used in another 

product.  

IKEA has an interesting initiative: all scratched or damaged products are not thrown away, but 

are rather placed in a specific area of the store and sold. Minimizing the waste to save the 

environment and receiving money for the products that would otherwise be thrown away – the 

idea behind the initiative is brilliant. 

IKEA’s goal is to ensure that no waste from their own operations goes to landfills. So far, 91% of 

the total waste from distribution has been recycled, reclaimed or used in energy production, 

95% from Swedwood production, 86% from Swedspan, and 84% from the stores respectively 

(IKEA, 2011). 

However, as Hou and Kulldorff point out it is challengeable for IKEA to follow their recycling 

policy in various countries. Difference in the legislation as well lack of recycling system as a 

whole, for example as in Russia, hamper IKEA’s activities. However, IKEA stores continue 

recycling initiatives, despite the fact that their already recycled waste still ends up on the 

landfills (Hou, Kulldorff, 2010). According to Oksana Belaichyk, director of PR and Corporate 

Responsibility Department in IKEA Moscow, IKEA introduced the batteries recycling points in 

the stores in Russia, but was forced to diminish them some time later, due to the incompliance 

with the current Russian legislation and the need to obtain a state certification (Belaichyk, 

2011). 
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3.3.6 Extending product durability,  

In September 1964 a Swedish furniture magazine Allt I Hemmet published an article which 

changed the image of IKEA forever on and gave a developing company a strong push towards 

what it is now. Product durability test was carried out comparing IKEA furniture with a similar 

one but of a more luxury competitor. The products were tested in three categories: form, 

function and price. While the price was undoubtedly IKEA’s advantage, the quality was a 

subject to a significant skepticism. However, the results of the anonymous test procedure 

showed quite unexpected results – IKEA’s cheap furniture proved to be more durable than that 

of their competitors. The metamorphosis of IKEA was miraculous – since that moment their 

products were viewed as both affordable and durable. 

IKEA realized the impact of the quality tests and ever since has paid great attention to its test 

laboratory in Älmhult. Nowadays, durability tests are carried out during the development stage 

and production. Some IKEA stores have a durability testing system – to demonstrate to the 

customer that this particular chair for example, can handle its owner’s weight in the course of 

the years. It is a common trait of the human nature to associate expensive things with quality 

and reliability, and cheap things with poor quality (Myers, 2010). IKEA has been trying to prove 

the opposite, but it is still debatable how successful they have been in doing so. 

The change in material – from mainly solid wood to mainly board chips used in furniture 

production has put new issues; solid wood is solid wood – but how durable and reliable is a chip 

board, is something IKEA customers wonder. One thing is sure – producing from a chip board is 

much much cheaper, and thus, profitable. 

There is also something with the very concept of IKEA – their furniture is not meant to serve for 

decades; it is meant to be changed depending on which stage in life the customer is, discarded 

when you get bored and tired of it. No wonder that IKEA has been called “a semi-disposable 

Swedish furniture” (Coupland, 1991). After all, this is what it is. 

3.3.7 Increasing service intensity. 

Increasing service intensity implies selling a service instead of a product which allows customer 

to fulfill the same functional need with fewer resources and less materials (WBCSD, 2000). IKEA 

being a retail company is not able to completely turn to this model, however, some initiatives 

have been implemented in this field. 

For instance, despite Ingvar Kamprad’s skepticism and initial resistance to on-line shopping, 

IKEA now offers this option, together with home delivery and assistance in assembling 

furniture. The website also allows developing your own design of furniture which is then 

ordered at the store. IKEA stores also offer interest free credits on the kitchens purchased at 

IKEA and their further installation. 
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3.4 IKEA in Russia 

3.4.1 History of IKEA in Russia 

The story of IKEA’s relationship with Russia goes back to the end of 1980s, when a supply 

center was operating in St. Petersburg trying, yet without much success, to start the 

cooperation with Russian factories. At the first sight Russia had everything IKEA needed: 

proximity of the main raw material – wood, production facilities, cheap workforce and a huge 

consumer base.  

Ingvar Kampard was considering Russia as one of the suppliers together with Poland during the 

famous boycott in the 1950s that forced IKEA to re-locate its production abroad. In the 1970s 

he undertook a trip to Russia and at the beginning of 1980s was suggesting to start IKEA 

expansion not from the USA, but from Russia. Several years later Kamprad had a meeting with 

Nikolai Ryjzkov, who was at that time the head of the Board of Ministers in the USSR. The idea 

was to open at least eight IKEA stores in USSR; however, the meeting was more symbolic than 

practical. Followed by the fall of the USSR whatever efforts IKEA has done were forgotten. 

At the beginning of the 1990s IKEA has made another effort to enter Russian market. St. 

Petersburg and Moscow were defined as possible cities for new IKEA stores, land purchase was 

in the process and IKEA had support from the Moscow local authorities. Constitutional crisis of 

1993 in Russia was followed by riots in Moscow and all IKEA project group was forced to 

evacuate and leave their plans unfulfilled.  

Third and final initiative of IKEA in Russia ended up with 13 stores all over the country and 

challenges that could not have been foreseen by anybody. In 1997 Lennard Dahlgren was sent 

to Russia on a quest of finding suitable land for IKEA stores in St. Petersbourg. However, after 

his visit to Moscow the decision was made to open the first store there. St. Petersbourg may be 

a cultural capital of Russia, but it is Moscow that is the business and financial center (Dahlgren, 

2009). It took IKEA three years to go through Russian bureaucracy and a significant share of 

resistance from the local authorities in order to open their first store in 2000. Nowadays IKEA 

has subsidiaries all over Russia, but the profitability of IKEA’s operation in Russia may be 

questioned.  

As Lennard Dahlgren mentions in his book Despite Absurdity: How I Conquered Russia While It 

Conquered Me IKEA and Russian authorities have always emphasized the possibility of placing 

IKEA production in Russia. For the Russian government it would mean that IKEA is looking for a 

long – term cooperation and is ready to provide employment and invest in Russian economy. 

On the other side, for IKEA, it would mean having cheaper and accessible raw materials and 

production, which would be used for manufacturing products both for local and global market.  

The first sawmill belonging to Swedwood was opened in 2002 in Leningradskiy region. IKEA 

planned to expand its production; however, there are several factors that prevent the company 

from establishing its production facilities in Russia.  As Lennard Dahlgren points out Russia has 

everything for the successful furniture production: raw materials, energy sources, qualified 

workforce. The only thing that is missing is the stability. Russian uncertainty can hamper and 
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ruin any business plan, thus nowadays Swedwood is rather skeptical concerning the possibilities 

of locating furniture production in Russia. Thus, Russia remains largely a raw material supplier. 

3.4.2 Barriers and problems  

IKEA positions itself as an environmentally responsible company which implements the concept 

of sustainable development in its subsidiaries worldwide. However, operating in Russian market 

has challenged IKEA’s environmental policy. The analysis of information received from IKEA 

Moscow, through interviews, official publications and media allows to determine the main 

barriers and problems which IKEA faces in Russian realities:  

1) Bureaucracy 

2) Waste management: 

- Undeveloped waste recycling market in Russia 

- Lack of public  awareness on the necessity for waste sorting 

- The absence of infrastructure to solve the problems related to waste management   

3) Energy: 

- Difficulties with obtaining agreements for energy supply of IKEA’s buildings  

- Low energy efficiency 

- Lack of public  awareness on energy and water savings  

4) Logging 

- Illegal logging 

- Logging of high value conservation forest 

- Lack of transparency of wood supply chain 

 

We shall discuss the given problems in details to provide better understanding of IKEA’s 

challenges in Russian market. 

Bureaucracy 

Bureaucracy in Russia is defined as the main obstacle to IKEA’s operation, by both Russian and 

Swedish managers. Any kind of government permission or certificate – from building a store on 

a particular piece of land (Dahlgen, 2009) to establishing a battery recycling point in IKEA stores 

in Russia (Belaichyk, 2011) takes a significant amount of time and effort. Connecting to the 

MosEnergo proved to be a challenge to IKEA, which forced the company to rent diesel 

generators in order to supply their store with electricity, instead of waiting for the MosEnergo 

decision. Differences in legislation and constant changes hamper export and import activities. 

IKEA has been lobbying their interest trying to lower the import tax, which eventually resulted 

in the so-called “IKEA law” in 1999 decreasing the import tax twice (Dahlgen, 2009).   

IKEA has always been promoting itself as a company that never gives bribes - under any 

circumstances and under any pressure. Even when operating in Russia that according to the 

Transparency International Bribe Payers Survey, last released in 2008, is the highest when it 

comes to using bribes to facilitate any kind of activities (TI BPS, 2008). As Lennard Dahlgren 

pointed out he has been told on many occasions “Lennard, you should understand that we are 
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in Russia. And business here is to be done our way” (Dahlgen, 2009). We may note, however, 

that recently Per Kaufmann, director of IKEA for Central and Eastern Europe, and Stephan 

Gross, IKEA’s director for real estate in Russia were fired for not reacting to a situation when a 

subcontractor company gave money to guarantee electricity supply to IKEA store.  

Corruption is undisputedly something that has a great impact on business in Russia.  According 

to Transparency International Corruption Perceptions Index 2010, Russia has been ranked 154 

out of 178 (PI, 2011). This may explain why IKEA managers who are mainly from Sweden, 

ranking as the fourth less corrupted country in the world, find the way business is done in 

Russia unbearable.  

In the 1990s IKEA lost somewhere from 100 to 125 million kronor on its Russian investment. 

The company leased one hundred thousands hectares in the Ural, bought and dismantled 

Swedish sawmill, moved it to Russia and started their operation. However, the project soon 

failed, due to the “Russian Mafia and Soviet-style bureaucracy”, as Ingvar Kamprad points our 

(Torekull, 1998). 

Waste 

Since Soviet Union times manufacturing enterprises have always produced huge volumes of 

waste, however authorities never put serious pressure on their damaging activities due to the 

country's vast territory and rich natural resources. The situation has been gradually changed 

and today Russian legislative framework aimed at environmental protection has norms and 

regulations which are, in many cases, even stricter than those of the EU (KleanIndustries, 2007). 

However, the problem is not in the laws themselves, but in their enforcement. Companies 

prefer to pay fines for unauthorized waste disposal which are ridiculously small instead of 

investing money in collecting and recycling systems.  

The market of waste recycling is still undeveloped and the situation with waste collection and 

disposal is urgent in many Russian cities. The Ministry of Natural Resources (MNR) of the 

Russian Federation states that only 30 percent of total waste is recycled or processed. The 

average level of industrial waste processed is 35 percent of the total amount; solid waste – 5 

percent (KleanIndustries, 2007).  

The lack of recycling infrastructure, absence of efficient waste sorting systems and low public 

awareness on the necessity of waste sorting hinder IKEA’s initiatives in Russia to improve its 

own as well as suppliers’ waste management systems. However, IKEA continues recycling 

initiatives, despite the fact that their already recycled waste still ends up on the landfills. 

Energy 

One of the main problems for IKEA is related to energy supplying of its buildings. The difficulties 

with obtaining agreements on energy supply forced IKEA to find another way to solve this 

problem. In order to avoid paying “extra” money to get connected to energy systems of power 

companies, IKEA decided to rent diesel generators for self-supplement of energy resources in 

some of the IKEA’s stores. For several years IKEA Moscow had been using almost hundred 
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diesel generators rented from ISM company to supply two big stores in St.Petersburg. It has 

contributed to higher level of CO2 emission caused by IKEA’s buildings. Although IKEA’s goal in 

its environmental policy is to reduce CO2 emission, it still uses diesel generators for supplying 

certain stores in Russia.   

As it was mentioned before the energy efficiency figures of IKEA in Russia are the lowest 

compared to IKEA’s subsidiaries in other countries. According to International Energy Agency 

energy intensity of GDP in Russia is 2-3 times higher than in developed countries (International 

Financial Cooperation & The World Bank, n.d.). The law on energy conservation and energy 

efficiency in Russia was introduced in 2010 which is much later than in most European 

countries. According to Sergej Chernov, the vice dean of Energy Department in Novosibirsk 

State Technical University, Russia, the share of energy costs in IKEA’s total cost structure should 

be relatively low. Till recently the low prices on energy resources as well as their surplus did not 

stimulate IKEA in Russia to implement initiatives to reduce energy intensity.  

IKEA strives to enhance environmentally responsible behavior of both employees and 

customers which will help to reduce energy intensity and CO2 emission. However, in Russia the 

lack of public awareness on energy savings cause additional problems for IKEA in its attempts to 

follow their policy in promoting eco behavior. 

Logging 

Russia is not only the world’s largest country, but has the most vast wood and water resources. 

Together with Poland and China Russia is one of the major suppliers of raw wood used in IKEA 

products. As we have discusses this subject in detail in chapter 3.3.1 Reducing material intensity 

we shall only briefly mention the challenges IKEA faces in Russia in terms of logging.  

The main problems may be defined as illegal logging, logging of high value conservation forest 

and lack of transparency of wood supply chain. Illegal logging is mainly the case on the Russian-

Chinese border and is connected with the traceability and legality of wood.  

As we have mentioned before, tracing the origin of wood is a challenging task – time and 

money consuming. Certificates, confirming the origin of wood, may be bought for several 

hundred dollars, and their authenticity is questionable. It is often mafia that is backing up the 

illegal logging – who would risk going into taiga to make sure the wood is legal. As any issue 

which involves power and money, it is a life threatening business, and asking questions is not 

welcomed. Logging of high value conservation forest is something that IKEA has been accused 

of in Karelia, however, and is probably only one of the many cases happening that have 

managed to reach media. Controlling each and every lumber sup-supplier is virtually 

impossible, and the possibility that every single company chooses saving the environment 

rather than making profit is very unlikely.  
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4 CONCLUSIONS 

The question we have asked ourselves at the beginning of this research was whether IKEA’s 

operation is eco-efficient. We have looked into eco-efficiency as part of sustainable 

development and we have analyzed various definitions of it.   

According to WBCSD “eco-efficiency is achieved by the delivery of competitively-priced goods 

and services that satisfy human needs and bring quality of life while progressively reducing 

ecological impacts and resource intensity throughout the life-cycle to a level at least in  line 

with the earth’s estimated carrying capacity” (WBCSD, 2000), i.e. creating more value with less 

environmental impact. In order to calculate eco-efficiency the formula suggested by WBCSD 

was used. We have calculated the eco-efficiency indicators of IKEA’s total operation which 

defined the value of product per one unit of environmental impact. In order to interpret the 

results obtained and trace the dynamics, the ratios of IKEA’s eco-efficiency were calculated for 

a period of three years.  

The figures showed a positive trend in the use of material resources and CO2 emission, i.e. IKEA 

managed to increase net sales of products sold per one unit of material used as well as per one 

unit of CO2 emission. However, we defined the decrease in net sales of products sold per one 

unit of energy consumed, i.e. less products produced with one MWh. Thus, IKEA’s operation in 

general shows a positive dynamic of eco-efficiency in the last three years, except energy 

efficiency, which can be explained by the expansion of production facilities in 2010.  

The second research question was to what degree IKEA’s subsidiaries in Russia follow IKEA’s 

environmental policy. In order to answer this question we have analyzed IKEA’s global 

initiatives and have questioned their actual environmental impact. We have investigated the 

situation in Russia by sending out a questioner, conducting interviews and monitoring English 

and Russian speaking media to see how widely are environmental initiatives covered in Russia 

and if there is public awareness of it.  

Having analyzed in great detail the theoretical background as well as IKEA’s global environment 

policy we may make the following conclusions. 

IKEA in Russia monitors key environmental performance indicators, both for stores and 

suppliers activities, such as the amount of waste to be recycled, energy and water 

consumption, etc. IKEA has a standardized system to monitor environmental activities of all its 

subsidiaries worldwide. 

We have focused on five major areas: energy, waste, transportation of people, transportation 

of products, suppliers. Concerning energy issues we may state that the main initiatives of IKEA 

in Russia are related to improving energy efficiency through changes in customers and 

employees behavior, energy-efficient technologies, i.e. installing energy-saving light bulbs and 

automatic switch-off lights systems. However, IKEA’s global initiatives also include the change 

in energy source of buildings, i.e. installation of solar panels for heating of water, heat pump 

systems for heat and air conditioning, geothermal system with heat pump for thermal power 
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and refrigerating system; extra insulation in building, improved building design, changes of 

production processes. These initiatives may present opportunities for future improvements.  

Almost all waste management initiatives implemented globally are also implemented in IKEA 

Russia, such as increase of sorting and recycling, improvement of quality which results in less 

broken products, re-using waste from production process, re-using of damaged products. The 

only initiative not implemented is the establishment of recycling stations at IKEA stores, due to 

the Russian legislation: need to obtain legal certificate in order to recycle batteries and light 

bulbs. As we have described in our research the IKEA initiative may be under doubt: customers 

and co-workers are encouraged to recycle waste in IKEA stores, while there is no governmental 

recycling program in Russia. From one side all recycled waste still ends up at one common 

landfill; from the other side IKEA Russia states that it aims to change the mentality of people, so 

that they are prepared when the state recycling scheme is finally introduced. 

Initiatives concerning the transport of people, such as reduction of business travel and public 

transportation to stores, are implemented both globally and locally in Russia. The only initiative 

which is not implemented currently and most likely will not be implemented in the nearest 

future is the use of green company cars.  

Transport of products in Russia includes increase of feeling rate (improved packaging, 

containers), innovative pallets (for example Loading Ledges), decrease of products’ weight and 

IWAY requirements on transport service suppliers. Initiatives not implemented in Russia are 

innovative packaging and product solutions, changing mean of transport for example from road 

to retail or boat and increase of direct deliveries. 

Finally, global IKEA’s initiatives concerning improvements in suppliers performance, include 

work to reduce energy consumption (change of energy source, energy efficiency equipment, 

change in production process), work to reduce waste and emission to air, ground and water 

(solar heating system, rain water harvest, effluent treatment plant); handling, storing and 

disposing of hazardous waste in an environmental safe manner (storage for chemical 

substances/waste), contributing to the recycling and reuse of the materials and used products. 

None of this is implemented in IKEA Russia. 

We have defined such problems hampering the development and operation of IKEA in Russia 

from the environmental perspective: bureaucracy and corruption; waste management 

including undeveloped waste recycling market in Russia, lack of public  awareness on the 

necessity for waste sorting and the absence of infrastructure to solve the problems related to 

waste management; energy, including  difficulties with obtaining agreements for energy supply 

of IKEA’s buildings, low energy efficiency and lack of public  awareness on energy and water 

savings; and several major problems concerning obtaining raw materials, i.e. logging, such as 

illegal logging, logging of high value conservation forest and lack of transparency of wood 

supply chain. Combined with the differences in legislation, primary in the environment field, 

and general instability in Russia, it is logical that IKEA finds it challenging to follow their policies 

abroad. 
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One issue has been of a particular interest to us: can IKEA be accused of the greenwash. The 

company is loved by the media, and a significant part of the web site is devoted to the 

environmental initiatives all over the world; an attractive sustainability report is issued annually 

and videos such as “We Love Wood” are produced. IKEA claims that they are not putting green 

labels on products – because all their products are environmentally friendly. 

Johan Stenebo mentions the name IKEA was given by Newsweek some years ago - a Teflon 

IKEA. “Just as food does not stick to a Teflon pan, as no criticism sticks to IKEA” (Stenebo, 2010). 

IKEA has been cooperating with NGOs, such as WWF, Greenpeace and UNICEF and this 

cooperation has been widely publicized. However, one might wonder how sincere is IKEA’s 

investment in forest conservation, and whether it does not use NGOs as a shield or an alibi in 

case of a scandal. 

As we have mentioned earlier in our work, greenwash occurs in the three main categories: 

labeling, advertising and public relations. As IKEA is not using labels and is more keen on 

advertising their bookshelves, rather than wood origin - public relation is the domain totally 

devoted to promoting green IKEA. It may seem that anything sold at the store was produced 

with the thought about environment.  

The more we thought of it, the more fascinating it appeared. It is rather easy to position and 

promote yourself as an environmentally friendly company in Western Europe or Canada or 

USA. There is a demand for green products, so there is a need for supply. But what would a 

company do in a country where there is no recycling system and people are more in need for a 

permanent employment, like Russia? 

And yet most of us want to feel like we are doing something meaningful, that we are 

contributing, rather than destroying. IKEA is a feel-good company in some way. Customers feel 

happy because they can afford beautiful furniture and participate in saving the planet. 

Employees feel happy because they are working for the best company in the world which 

seems to have environment initiatives as main activities, with furniture retail and profit making 

as a pleasant side effect. Media feels happy, because finally there is a “good guy” that you can 

compare other companies to. IKEA board of directors is happy because the company is making 

huge profits. Russian woodcutters are happy because they get paid to cut the taiga.  

And then the question comes: is it possible for a company to be sustainable at all? Because it 

seems that sustainability has various definitions depending on who is using it. Can a furniture 

manufacturer, whose business is to cut trees, make furniture, sell it and make profit be 

environmentally friendly at all? Does it not cause a contradiction to the very core idea of the 

business itself? As Bo Lundberg said “the environmentally-friendly product is the product that 

has never been manufactured” (Lundberg, 1996). 

One thing we are certain of, at the beginning of our research we had quite a different 

perception of the company, but in the course of investigation our image of IKEA has changed. 

We started to wonder, what is behind those 70-pages sustainability reports with beautiful 

pictures and praising press releases. Is IKEA and WWF partnership really something that creates 
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an impact - or is just aimed to distract the attention from something more damaging. Coming 

from Russia and Ukraine – raw material suppliers for IKEA furniture – we started to think which 

forest the wood comes from and how they are managed. The more we were reading, the more 

we were asking. Some of the questions were answered; some we still are left for the future.  

Suggestions on future research areas 

In the course of the following research the authors have recognized several possible future 

research areas. 

- Define a difference of IKEA image perception in countries with high and low 

environmental awareness (for example Sweden and Russia), and its influence on 

implementation of environmental policy; 

- Define eco-efficiency profile for particular countries, rather than globally. However, as 

all company’s reports provide only generalized figures a close cooperation with IKEA 

would be required to conduct this research; 

- Define economic benefits of implementing sustainability initiatives for the company.  

Finally, a more general question may be asked: is it possible to be sustainable and 

environmentally friendly for any company – manufacturer of products.  
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APPENDICES 

APPENDIX 1 

Generally applicable and business specific indicators for measuring eco-efficiency 

 (WBCSD, 2000) 
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APPENDIX 1 (CONTINUED)  
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APPENDIX 2 

Indicators for measuring eco-efficiency of IKEA 

Indicators Unit 2008 2009 2010 

Value Indicators         

1. Sold products  m3 22 815 097 23 077 008 23 853 790 

2. Net sales million euro 21 534 21 846 23 019 

Environmental performance indicators         

1. Wood  1000 m3 7 223 5 686 5 320 

2. Cotton  1000 tons - 185 000 190 000 

3. Water  1000 m3 - - 1982,9 

4. Waste  tons       

4.1 Distribution tons 33 952 38 929 34 369 

4.2 Stores tons 276 173 285 156 279 778 

Total tons 310 125 324 085 314 147 

5. Estimated CO2 emission tons CO2       

5.1 Raw materials tons CO2 17 724 420 15 660 060 15 700 000 

5.2 IKEA Buildings tons CO2 590 814 609 233 820 000 

5.3 Production and distribution tons CO2       

5.3.1 Suppliers tons CO2 2 363 256 2 933 386 2 800 000 

5.3.2 Business travel tons CO2 45 565 31 040 40 000 

5.3.3 Goods transport tons CO2 650 000 582 000 580 000 

5.4 Customer tons CO2       

5.4.1 Transportation tons CO2 1 772 442 2 034 286 2 100 000 

5.4.2 Product use tons CO2 5 908 140 6 000 000 6 100 000 

Total tons CO2 29 054 637 27 850 005 28 140 000 

6. CO2 Emissions caused by IKEA operations tons CO2       

Scope 1 (Direct Emissions from source owned or 

controlled by IKEA) tons CO2 92 464 108 796 123 015 

Scope 2 (Emissions from the generation of 

purchased electricity consumed by IKEA buildings)  tons CO2 498 350 500 437 695 170 

Scope 3 (Indirect emissions from sources that are 

relevant to IKEA business but that IKEA doesn’t 

directly control)  tons CO2 695 565
1
 613 040

2
 29 200 000 

Total tons CO2 1 286 379 1 222 273 30 018 185 

7. Energy consumption Gwh       

7.1 Stores Gwh 1 504 1 554 1 572 

7.2 Swedwood Gwh 985 1 065 901 

7.3 Swedspan Gwh - - 846 

7.4 Distribution Gwh 205 208 212 

Total Gwh 2 694 2 827 3 531 

Total (excluding Swedspan) Gwh 2 694 2 827 2 685 

 

                                                           
1
 Goods transport only in 2008 

2
 Goods transport only in 2009 
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APPENDIX 2 (CONTINUED) 

 

Eco-efficiency ratios   2008 2009 2010 

1. Volume of products sold per         

1.1 Wood consumption m3 products 

sold/m3  3,16 4,06 4,48 

1.2 Cotton consumption  m3 products 

sold/ton - 0,12 0,13 

1.3 Water consumption   m3 products 

sold/m3 - - 12,03 

1.4 Waste  m3 products 

sold/ton 73,57 71,21 75,93 

1.5 CO2 emissions  m3 products 

sold/ton 

CO2 0,79 0,83 0,85 

1.6 CO2 emissions caused by IKEA operations m3 products 

sold/ton 

CO2 38,62 37,88 29,15 

1.7 Energy consumption  m3/MWh 8,47 8,16 6,76
3
 

2. Net sales per         

2.1 Wood consumption  
1000 

euro/m3 2,98 3,84 4,33 

2.2 Cotton consumption 
1000 

euro/ton - 0,12 0,12 

2.3 Water consumption  
1000 

euro/m3 - - 11,61 

2.4 Waste  
1000 

euro/ton 69,44 67,41 73,27 

2.5 CO2 emissions 

1000 

euro/ton 

CO2 0,74 0,78 0,82 

2.6 CO2 emissions caused by IKEA operations  

1000 

euro/ton 

CO2 36,45 35,86 28,13 

2.7 Energy consumption  euro/kWh 8,58 8,81 6,52 

 

 

 

 

 

                                                           
3
 Excluding Swedspan factory the volume of products sold (m3) per MWh will equal to 8.8 
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APPENDIX 3 

Steps towards sustainable IKEA (IKEA, 2010) 
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APPENDIX 4 

Scope of IWAY and IKEA Sustainability Approach (IKEA, 2011) 
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APPENDIX 5 

IKEA Staircase Model (IKEA, 2004) 
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APPENDIX 6A 

ОПРОСНЫЙ ЛИСТ 

1. Система оценки экологической эффективности компании: 

- Осуществляется ли мониторинг и контроль экологических показателей деятельности 

компании?  

Ответ: Да, осуществляется, как в магазинах, так и на предприятиях наших поставщиков. 

Трижды в год компания отслеживает экологические показатели в области лесопользования 

(Forestry ecological indicators).  

-  Какие ключевые показатели экологической эффективности используются? 

Ответ: Количество отходов, отсылаемых на переработку; потребление электроэнергии; 

потребление воды. Один из ключевых показателей в области лесопользования – это 

количество древесины из ответственных лесных хозяйств, используемой для производства 

нашей продукции.  Мы измеряем, какой процент от общего объема массива древесины, 

составляет древесины, выращенная в ответственных лесных хозяйствах. На сегодняшний 

день нашим требованиям удовлетворяет только древесина, сертифицированная по 

стандарту Лесного попечительского совета (FSC). 

 

2. Проблемы/барьеры реализации концепции устойчивого развития IKEA в России 

Ответ:  

-  Не развитость рынка переработки отходов в РФ;  

-  Не осведомленность населения в вопросах экономии электроэнергии, воды, 

необходимости сортировки отходов;  

- Отсутствие инфраструктуры для вышеперечисленного. 

В России существует целый ряд проблем и рисков – незаконные вырубки, вырубка лесов, 

обладающих высокой природоохранной ценностью, непрозрачность цепи поставок 

древесины – все это усложняет нашу задачу. Для того, чтобы минимизировать эти риски и 

обеспечить максимальную прозрачность и уверенность в происхождении сырья, которое 

используется дл производства товаров ИКЕА, наши специалисты регулярно проводят 

внутренние аудиты и аудиты  на предприятиях наших поставщиков.  

 

3. Программы, реализуемые IKEA в России по повышению экологической эффективности в 

области:  

- Энергопотребления 

- Утилизации и переработки отходов 

- Водопотребления 

- Транспортировки товаров, людей 

- Построения отношений с поставщиками 

(см. прилагаемый опросный лист «Мероприятия по повышению эко-эффективности 

компании») 

 

4. Оценка экономических результатов реализации данных программ: 

- Отслеживает ли компания экономический эффект от внедрения эко-инициатив в 

вышеуказанных сферах? 

Ответ: Да, отслеживает. 
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APPENDIX 6A (CONTINUED) 

 

- Был ли опыт неудачных попыток внедрения/реализации эко-инициатив  IKEA в России? 

Чем обусловлено? 

Ответ: Мы хотели установить пункты приема для переработки использованных ламп и 

батареек  в магазинах IKEA, но на данный вид деятельности необходима федеральная 

лицензия. Без последней подобную деятельность осуществлять запрещено, поэтому были 

вынуждены убрать такие пункты. Пытаемся получить данную лицензию уже в течение 

двух лет. 

5. Проблемы энергообеспечения торговых комплексов и магазинов ИКЕА в России  

- С какими проблемами компания сталкивается? 

- Отслеживается ли уровень вредных выбросов в атмосферу от дизельных генераторов 

электроэнергии в тех магазинах IKEA, где они используются?  

- Планируется ли в будущем установка альтернативных источников энергии для 

собственного энергоснабжения? 

Мероприятия по повышению эко-эффективности  IKEA в России 

(Отметьте те мероприятия, которые реализованы/реализуются компанией в данный момент. Там где 

возможно, укажите буквой «А» - те мероприятия, которые реализовало/реализуют более половины 

магазинов и торговых комплексов IKEA по России, «Б»  - менее половины.) 

Энергопотребление Утилизация и переработка отходов 

(   ) Изменение источника энергии для         

энергоснабжения зданий  

o Установка панелей солнечных батарей 

для нагрева воды 

o Использование теплонасосной установки 

для отопления и летнего 

кондиционирования воздуха 

o Установка системы геотермальных 

тепловых насосов 

(А)  Повышение эффективности использования 

энергии за счет:  

o изменения поведения сотрудников (А) 

o внедрения энергосберегающих 

технологий:  

- энергосберегающие лампочки (А) 

- автоматические системы выключения 

света (А) 
- дополнительная изоляция 

o улучшений в проектировании зданий,   

o изменений в производственном процессе 

 

(   ) Другое/комментарии___________________ 

 

 
 

 

 

(А)  Улучшения в сортировке и переработке 

отходов 

(А)  Улучшения качества продукции, что ведет к  

меньшему количеству сломанных товаров 

(А)  Повторное использование отходов от 
производственных процессов 

(А) Повторное использование сломанных 

товаров 

(   )  Пункты приема для переработки 

использованных ламп и батареек в магазинах 

IKEA  

 

(   ) Другое/комментарии___________________ 
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Транспортировка людей Транспортировка товаров 

 (А)  Снижение количества командировок 

- видео конференции, встречи 

(   )  Увеличение количества экологических 

машин 

(А)  Предоставление общественного транспорта 

 

(   ) Другое/комментарии___________________ 

 

(А)  Повышение степени заполняемости 

грузовиков (усовершенствованные упаковки, 

контейнеры) 

(А)  Инновационные паллеты (погрузочная 

платформа, запатентованная IKEA) 

(   )  Инновационные упаковки 

(А)  Снижение веса товаров 

(   )  Изменение способа доставки с дорожного 

транспорта на водный или железнодорожный 

(   )  Рост прямых поставок продукции 
(А)  IWAY требования к поставщикам 

транспортных услуг  

 

(   ) Другое/комментарии___________________ 

 

 

 

Отношение с поставщиками Комментарии 

(   ) Работа по снижению электропотребления 

поставщиков: 

o Изменение источника энергии для 
собственного энергоснабжения 

o Использование энергосберегающих 

технологий 

o Улучшения производственного процесса 

(   ) Работа по снижению количества отходов, 

вредных выбросов в окружающую среду: 

o Внедрение поставщиками системы 
солнечного отопления  

o Внедрение системы сбора дождевой 

воды 

o Внедрение установок для очистки 

сточных вод (химическая очистка) 
(   ) Способствование переработки и повторного 

использования материалов и использованной 

продукции (устройства по сжатию отходов)  

(   )  Помощь в обработке, хранении и 

размещении опасных отходов экологически 

безопасным способом  

 

(   ) Другое/комментарии___________________ 

 

 
 

 

 

 

 

Спасибо за сотрудничество! 
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APPENDIX 6B 

QUESTIONER 

1. The eco-efficiency measurement system 

- Does the company monitors and control key environmental performance indicators? 

Answer:  Yes, the monitoring of KEPIs is conducted both for our stores’ and suppliers’ activities. 

The company monitors ecological indicators on wood exploitation three times a year (Forestry 

ecological indicators) 

- Which key eco-efficiency indicators does IKEA use? 

Answer: The amount of waste to be recycled; energy consumption; water consumption. One of 

the main KPI on wood exploitation is the amount of wood used for IKEA products and supplied 

from certified wood areas. We measure the share of certified wood in total volume of logged 

wood. Currently, the only wood which fulfills our requirements is that certified according to FSC 

standards. 

2. Barriers/obstacles for implementing IKEA’s sustainability policy in Russia: 

Answer: 

- Undeveloped waste recycling market in Russian; 

- Lack of public awareness on energy and water savings issues as well as the necessity for 

waste sorting; 

- The absence of infrastructure for solving the above mentioned problems  

In Russia there are number of problems and risks (illegal logging, logging of high value 

conservation forest, lack of transparency of the wood supply chain) which hamper the 

achievement of company’s objectives. In order to minimize the risks and ensure maximum 

transparency and confidence in the origin of raw materials, our specialists conduct internal 

audits and audits of our suppliers.  

3. Sustainability initiatives which are implemented in Russia: 

- Energy 
- Waste 

- Water  

- Transport of products and people 

- Suppliers 

(see the attached questioner table) 

4. Does the company measure the economical effect of implementing sustainability initiatives in 

the above mentioned areas? 

Answer: Yes 

5. Have there been any initiatives that failed and why? 

Answer: IKEA introduced the batteries recycling points in the stores in Russia, but was forced to 

diminish them some time later, due to the incompliance with the current Russian legislation and 

the need to obtain a state certification. 

6. Problems related to energy supply of IKEA’s stores on Russia: 

- Which problems does the company face? 

- Does the company monitor CO2 emissions produced by diesel generators in those stores 

where they are used? 

- Does the company plan to install and use renewable energy sources for energy supply of 

IKEA’s stores in Russia? 

No answer provided. 
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APPENDIX 6B (CONTINUED) 

INITIATIVES IMPLEMENTED TO INCREASE COMPANY’S ECO-EFFICIENCY 

Please select initiatives which are implemented by IKEA in Russia (where possible please indicate with A - 

initiatives implemented in more than half of IKEA’s stores in Russia and with B - in less than half) 

Energy Waste 

(   ) Change of energy source in buildings:  

o Installation of solar panels for heating of water 

o Heat pump systems for heat and air conditioning 

o Geothermal system with heat pump for thermal 
power and refrigerating system  

 (А)  Improved energy efficiency through: 

o Changed behavior (А) 

o Energy efficient technology:  

- Energy saving light bulbs (А) 
- Automatic system to turn off light (А) 

- Extra insulation 

o Improved building design  

o Changing of production process  

(   ) Others/comments___________________ 

(А)  Increase of sorting and recycling  

(А)  Improve of quality which results in less 

broken products  

(А)  Re-used waste from production process  

(А)  Re-use of broken products 

(   )  Recycling stations at IKEA stores provided 

for customers 
(   ) Others/comments___________________ 

 

Transport of people Transport of products 

 (А)  Reduction of business travel  

 - video-based meetings instead of travelling 

(   )  Increase of green company cars 

(А)  Public transportation to stores 
(   ) Others/comments___________________ 

 

(А)  Increase of feeling rate (improved 

packaging, containers) 

(А)  Innovative pallets (for example Loading 

Ledges) 
(   )  Innovative packaging and product 

solutions 

(А)  Decrease of products’ weight 

(   )  Changing mean of transport for example 

from road to retail or boat 

(   )  Increase of direct deliveries 

(А)  IWAY requirements on transport survice 

suppliers  

(   ) Others/comments___________________ 

Suppliers Comments 

(   ) Work to reduce energy consumption: 

o Change of energy source 

o Energy efficiency equipment 

o Change in production process 

(   ) Work to reduce waste and emission to air, ground 

and water: 

o Solar heating system   

o Rain water harvest 

o Effluent treatment plant 

(   ) Handle, store and dispose of hazardous waste in an 

environmental safe manner (storage for chemical 

substances/waste)  

(   )  Contribute to the recycling and reuse of the 

materials and used products  
(   ) Others/comments___________________ 

 

 


