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About the policy for sustainability communication within and coming from SpareBank 1 
SMN 

Our sustainability strategy defines clear goals for the coming years. The goals are 
both financial, social, structural and societal. 

The policy for sustainability communication will help us make both ambitions, results 
and progress visible for all stakeholders. Our communication should be open, available 
and honest.  

SpareBank 1 SMN’s work on sustainability is based on the 17 sustainability goals defined 
by the UN. As the largest provider of financial services in the Mid-Norway region, we 
are affected by all these goals, but due the work we are involved in, some goals are 
prioritised higher than others.  

We will be open about which areas we prioritise, why we have chosen these, and what 
results we achieve. We will also be open about which areas we are not prioritising and 
the areas where we have room for improvement.  

Making information available 

We will ensure that relevant sustainability information is available for everyone, both 
customers, employees and other stakeholders. Information about how we work with 
sustainability should be easy to find and the information should be clear enough for 
everyone to understand what we are communicating.  

Our customers and other stakeholders should be able to easily understand what 
sustainability measures we are working on at all times, and which sustainable products 
we offer. Product information should be presented in a way that makes it easy for 
customers to make sustainable choices for themselves or their business.  

Relevant and updated information can be found on smn.no/sustainability, where you 
can find general information about how SpareBank 1 SMN work to meet the UN’s 
Sustainable Development Goals. Here you will also find our sustainabil ity library, 
containing relevant reports, guidelines and other documents.  

Avoid greenwashing 

Greenwashing is a form of misleading marketing, where a product or a company is 
presented as better than it actually is in respect to climate change, the environment 
and people. The Guide against greenwashing was developed with that as the starting 
point. The guide should be a tool for small and large businesses who want to avoid 
greenwashing and make a positive contribution to ensuring the green shift happens 
faster. We have signed the Guide against greenwashing, thus clearly signalling that 
SpareBank 1 SMN will not engage in greenwashing.  
 
The Guide against greenwashing is not a set of laws, but rather a tool that defines the 
term greenwashing broader than to just be about climate and the environment. The 
guide defines greenwashing as a term that applies to all the 17 UN Sustainable 
Development Goals. 

SpareBank 1 SMN will share our successes, but we will also be honest on those areas 
where we can do better.  

https://www.sparebank1.no/en/smn/about-us/sustainability.html
https://gronnvasking.no/en/home/
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Our company vision, together we make things happen, has never been as relevant as it 
is in our work with sustainability.  

 

Principles for communication of sustainability in SpareBank 1 SMN* 

1. Be honest and accountable 

We will be careful when using words such as green, sustainable, recyclable, eco- and 

fair, without both explaining and documenting what we have done or will do to ensure 

that the term can be verified. We will also avoid using glossy images of pristine nature, 

green leaves, windmills in sunsets or happy employees in order to come across as 

more sustainable. Results from tests and surveys should not be adjusted to suit our 

needs.  

2. Ensure that our sustainability efforts are anchored throughout the business 

In SpareBank 1 SMN, all parts of the corporation have an awareness of the importance 

of sustainability. Among other measures, each area of the business has their own 

sustainability goals which they are regularly assessed on.  

3. Be careful when talking about the importance of sustainability, nature, the climate, 

human worth and ethical trade without being able to tie it to actual measures 

All of our communication related to sustainability should be anchored with, or be tied 

to actual goals or focus areas in SpareBank 1 SMN.  

4. Avoid under-communication of own emissions and negative impact on our climate, 

nature and people  

SpareBank 1 SMN should be clear on which areas within sustainability our efforts are 

not good enough. Furthermore, we should share what measures are put in place to 

improve upon these results. All reporting within sustainability should be transparent to 

the public. 

5. Resources should be prioritised in order to solve actual sustainability challenges, 

rather than on the communication and marketing of such measures  

It may be tempting to spend time and money on communicating small gains within the 

work on sustainability rather than prioritising large and long-term measures. Therefore, 

we commit ourselves to using most of our resources on solving challenges, and less 

resources on advertising our results.  

6. Avoid buying a clean conscience through climate quotas or measures that do not 

require any personal effort  
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Businesses that take sustainability issues seriously work hard to reduce their own 

emissions and footprint first. Thus, SpareBank 1 SMN are committed to using and 

developing actual measures that contribute to the realisation of the UN’s Sustainable 

Development Goals, rather than “paying” our way out of the issues at hand.  

7. Use existing labelling schemes and develop good ones further  

The use of established labelling schemes makes it easier for both people and 

businesses to make sustainable choices, both privately and in business. For this reason, 

SpareBank 1 SMN will label those of our products and services that are sustainable, 

and we will contribute to the development of labelling schemes within the world of 

finance. Labelling that may wrongly give the impression of a third-party certification will 

be avoided.  

8. Be aware of words and phrases that gives the impression that something is 

sustainable 

Almost all production of goods and services has some effect on climate, environment, 

nature and people. If we cannot show numbers and results that prove that we are 

“better”, it is preferable not to say that we are. The communication around our 

products, services and initiatives should, in a transparent and precise way, show how 

and why it is sustainable by using actual numbers and results. For this reason, we 

should be careful with using vague words and expressions, such as “better for the 

climate”, “better for the environment” etc. because it gives the impression that 

something is sustainable, without offering proof.  

 

9. Be open about our potential for improvement 

The most important goals are those that are most closely related to the company’s 

core activities. For this reason, it is important to us in SpareBank 1 SMN that 

sustainability permeates everything we do. We have to dare to be open about our 

potential for improvement, and to be open about which measures we put in place in 

order to improve. 

10. Do not use donations and sponsorships for the purpose of greenwashing 

Due to our ownership model, SpareBank 1 SMN supports many good causes in the 

Central Norway region, through what we refer to as samfunnsutbytte, or community 

dividends. Additionally, we support a number of sports-, culture- and business 

organisations through sponsorship agreements. Thus, it follows that we should be 

careful with “exploiting” the community dividends and sponsorship agreements as 

“proof” that sustainability is important to us, without it being directly tied to the 

relevant support or sponsorship. Simultaneously, we should be a driver for the green 
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shift both in day-to-day life and within business, and the social dividend and 

sponsorships that contribute to the world around us making sustainable choices is 

central to this. Therefore, we require that those receiving support from us are also 

committed to the UN sustainability goals. Most importantly though, is the 

implementation of measures that ensures a sustainable core operation and value 

chain.  

 

 

 

* The ten guidelines are taken from the Guide Against Greenwashing. Some points have been adjusted to 
reflect our strategy and policy. All companies within the SpareBank 1 SMN group are signatories of the 
guide.   

https://gronnvasking.no/en/home/

