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CSR IN 2021
ALLIANCE+ CSR REPORT 2021

As we look forward into 2022, we acknow-
ledge that 2021 represented its own set 
of challenges and opportunities. Although 
prepared and with new processes for 
handling the pitfalls of the pandemic, 
Covid still represented a clear and present 
set of challenges to our business and 
employees throughout the year. 

Looking back on our sustainability and 
social responsibility journey for the past 
year – we also look forward to an even 
more focused and determined effort in 
the coming years, where we will continue 
to add a plus to our customers, and the 
sustainability effort.

QUALITY CONTINUES TO BE OUR MOST 
IMPORTANT ASSET 
The pandemic has brought with it an undeniably 
higher demand for our services to demonstrate 
its value. This is both in terms of administratively 
being able to scale our business to suit the ebb 
and flow of employees at our customers offices, 
but also, for us to provide even better instruction 
and training to our employees, so that we ensure, 
they feel adequately skilled, and our customers 
feel and see the extra attention to detail. We need 
to do it right, the first time around. Our employees 
understand what is at stake, and they keep taking 
upon them a responsibility to not only ensure 
correct cleaning, but also comfort the customers 
and help create trust in what we do.

FLEXIBILITY IS HERE TO STAY
Throughout the year 2021 we made a lot of chan-
ges in cooperation with our customers – we crea-
ted value through flexibility. This is a trend that we 
have taken wholeheartedly into our business, as 
we found, that it in part, was already part of our 
partnership approach to our customers. 

In our cleaning services we co-planned for new 
tasks for our employees in cooperation with cust-
omers while their employees were working from 
home, schools or stores continued to be closed, 
and normal cleaning was not necessary in periods. 
Tasks that kept a lot of our employees working 
while at the same time customers had their needs 
fulfilled.

INCREASING OUR EMPLOYEE FOCUS
The pandemic brought much more recognition to 
our employees. They felt prouder when making a 
difference in society and for our customers on a 
whole other level than earlier. In the face of the 
challenge of the pandemic, our manager and 

employee relations needed to be strengthened 
and abridged even more to ensure continuous 
communication of changes both internally in the 
teams and externally towards our customers. By 
those terms, we have delegated even more admi-
nistrative tasks to our back offices, giving mana-
gers more time, to be on site and face to face with 
our most important assets – our employees.  

In a different way, but also closely related to 
focusing on our employees, our food branch, has 
in part democratized and delegated the respon-
sibility for some of our sustainability effort, to the 
local staff restaurants. This has empowered the 
kitchen managers to collaborate with customers 
on projects that are central and close to their 
core businesses. This makes room for creative 
freedom, which in turn promotes ownership and 
work satisfaction.  

STILL FOCUSING ON ORGANIC GROWTH
We develop the company through organic growth 
and with great focus on long-term partnerships 
with our customers. However, sadly continuing 
the trend from 2020, by the end of 2021 we had 
to say goodbye to part of our business, as dimi-
nishing returns, and difficult labor market chal-
lenges, pushed us to a sale of the Swedish part 
of our business. Although a difficult choice, it also 
presents itself with its own set of opportunities for 
consolidating the bigger and remaining part of our 
businesses in Denmark and Norway.    

This has only confirmed the importance of strong 
partnerships with our customers and how impor-
tant it is that we support them with high quality, a 
stronger focus on sustainability, and good working 
conditions – as well as development opportunities 
for our employees.
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OUR BUSINESS - 
WE  CONTINUE TO ADD A PLUS

ALLIANCE+ CSR REPORT 2021

4

SUSTAINABLE FACILITY SERVICES
Our main initiative in providing sustainable facility 
services is our certification with The Nordic Swan 
Ecolabel and our membership of Network for Eco-la-
beled Procurement. Through these we are given clear 
guidelines and regulations, thus providing assurance 
to our customers. Besides, we run several initiatives, 
of which you can read more in this report. 

SINGLE POINT OF CONTACT
Delivering good service depends on good commu-
nication. We know our customers prefer having one 
single point of contact. This being our Customer 
Managers, Kitchen Managers and Supervisors, who 
carry a close and continuous dialogue with the cust-
omer, making sure messages are passed on to the 
right people – thus ensuring the desired result and 
giving our customers peace of mind.

HIGH FLEXIBILITY
We can plan for many things, but sometimes things 
change, and we may need a different solution than 
we initially thought. Flexibility is a huge part of de-
livering high-quality facility services. Being flexible 
enables us to create service deliveries tailored to 
each of our customers. And when the customer’s 
business is changing, we are always ready to change 
with them. This has been a great asset for us espe-
cially in these years with Covid and the changing 
needs in terms of cleaning, disinfection, and the like. 

PARTNERING TO IMPROVE
Partnerships to us means entering common grounds 
with our customer. Accepting that we play the same 

field, and that our goals need to be aligned and 
openly discussed. In turn this means that we always 
enter the field readily focused on and attentive to 
new possibilities, business potential and sustaina-
bility goals, which support our common goals and 
ventures.

PEACE OF MIND
We know we have succeeded when our customers 
do not worry about their facility services – and can 
devote their complete focus to their own business. 
By ensuring sustainability, a single point of contact, 
high flexibility, and a partnership that improves, our 
customers can trust us to handle their facilities now 
and in the future with all the challenges, changes and 
opportunities that follow.

In conclusion, our customer value proposition is: 

Every business has its own core compe-
tencies. And what might just seem like 
support services – to other businesses – 
is our core competence. ALLIANCE+ offers 
a large collection of soft facility services. 
Our cleaning service and staff restaurants 
make up the majority, but we are also 
experts within window cleaning, reception 
and switchboard service, mail and print 
handling, handyman service, graffiti rem-
oval, plant service and much more*.
In our service deliveries – and throughout 
our organization - we carry a large focus 
on working towards more sustainability, 
being open and flexible to change, and 
constantly seeking new ways to improve 
our services.
This is among other things how we add a 
plus to our customers’ day.

*See all our services on www.allianceplus.eu

Add a plus to your day
+ Sustainable facility services
+ Single point of contact
+ High flexibility
+ Partnering to improve

= Peace of mind 
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ALLIANCE+ has an aligned CSR poli-
cy for our activities in both Denmark 
and Norway. The policy describes 
the fundamental principles of our 
work related to sustainability both 
in terms of environment, quality, 
social matters, human rights, equa-
lity, anti-corruption, and bribery. 

The policy serves as an overall 
framework for all of ALLIANCE+’ 
activities. Our CSR activities from 
2021, and the 2022 goals, clearly 
illustrate how the policy is transla-
ted into actual actions. 
As part of our CSR policy, we clearly 
state our position and directives in 
terms of human rights, anti-bribery, 
and fraud. Furthermore, our whi-
stleblower policy ensures to catch 
potential problems related to the 
matters.

Our CSR activities focus on our most 

substantial CSR impact areas:

Our environmental responsibility
 + We handle a large quantity of clea-

ning agents and products on a da-
ily basis, which require a great deal 
of attention and care. It is essential 
that we maintain a high level of 
responsibility to ensure a minimum 
impact on the environment. 

 + On a daily basis we transport 
employees, cleaning agents, food 
etc. on the Danish and Norwegian 
roads (including the Swedish roads 
throughout 2021). Thus, it is impe-
rative that our vehicles are safe as 
well as environmentally friendly. 

 + We handle a large quantity of wa-
ste every day. Waste that must be 
correctly sorted in an environmen-
tally friendly manner.

 + The food we serve in our staff re-
staurants, as well as the manner in 
which we prepare it, have a signi-
ficant environmental impact. Thus, 
we must make decisions based on 
knowledge about sustainability.

Our quality responsibility
 + When cooperating with customers, 

suppliers, and business partners, 
we practice good ethical conduct 
while at the same time requiring 
the same from them. 

 + We frequently perform audits and 
quality controls at our customers 
to ensure proper conduct and high 
quality in our deliverance.

Our employee responsibility
 + We have over 3,000 employees, 

and in order for all of them to 
contribute, it is essential that they 
thrive and understand how they 
play important roles in ALLIANCE+.

 + More than two thirds of our work-
force consist of people of an ethnic 
origin other than Danish, Swedish 
or Norwegian. Assisting these 
employees is important to us, as 
it helps them become integrated 
in the society of the country in 
question.  

OUR CSR 
POLICY

ALLIANCE+ CSR REPORT 2021

CSR POLICY
The content of our CSR policy can be 
summarized to the following principles:

 + Our activities are based on good ethics, such 

as respect for human rights and anti-bribery 

 + We satisfy our customers’ needs and deliver a 

high-quality standard

 + We ensure employee satisfaction and  

diversity

 + We practice social responsibility

 + We promote a sustainable environment

The complete CSR policy is available on our  

website: www.allianceplus.eu/about-allianceplus

http://www.allianceplus.eu/about-allianceplus


CSR IN PRACTISE
IT’S FUNDAMENTAL
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Any CSR effort cannot be happenstance.  

It is simply too important – it is funda-

mental. Working with CSR is an integral 

part of our day-to-day business. And 

once a year – so far – we evaluate on 

the previous year and set new more am-

bitious goals for the one ahead. Sticking 

to our belief in people, innovation, and 

consistency, we strive for a more sustai-

nable future. 

CSR is fundamental to us – that is a 

fact. But CSR in a service business 

like ours, is also complicated. And any 

significant result is largely connected 

to our ability to onboard our network 

of dedicated employees to commit to 

change. In our case, that is especially 

true because of scalability. 

Take for example a cleaning assistant 

dispensing a cleaning product for 

daily cleaning. This might seem like an 

insignificant action when it is happe-

ning. But when you clean a total of 483 

million square meters a year – which by 

the way is more than 10 times the area 

of Denmark – it becomes very signifi-

cant. Because of scalability, correctly 

dispensing a cleaning product becomes 

a key action in making a change for 

the environment. And because of that 

scalability, we continue striving towards 

even more ecolabeled cleaning products 

and even better training – because even 

the smallest effort matters. 

As a result of our effort our total cross 

product and service procurement rea-

ched an all-time high in 2021 at a 56% 

total. Our cleaning service is at 92.3% 

ecolabeled products and our window 

cleaning service is at 100%. 

Besides reducing the impact on the 

environment, many initiatives will also 

benefit both us and our customers in a 

more direct way. Using less chemicals 

in our cleaning results in less material 

consumption for us and a better indoor 

climate for our customers’ guests and 

employees. 

An equally good result is that our food 

branch, APPETIZE+, reached a total of 

34.8% organic procurement for our staff 

restaurants. This means, that all 35 off 

our locations are eligible for “The Bronze 

Organic Cuisine Label “. 

We believe that being conscious buyers 

guides our kitchens and our customers 

to make conscious choices about what 

food to buy, how to serve it, and staying 

healthy. This in turn leads to less food 

consumption and better menus for our 

customers with more energizing and 

healthy food. 

CSR is so much more than targets 

once a year. It is a way of running our 

business and a vision of contributing 

positively to our customers, employees, 

and the climate. It's fundamental. 6



QUALITY  
ACTIVITIES

STATEMENT OF

Being in the service industry 
means that you are no better than 
the last plate of food you served, 
or the last office floor you cleaned. 
That’s our business. For us then, 
quality is all about delivering a high 
performance that lives up to our 
customers’ expectations. But we 
want more than that. We want our 
customers to feel that we add a 
plus to their day.

CUSTOMER SATISFACTION
Feedback from our customers 
is an important part of how we 
measure that our customers feel 
that we add a plus to their day. 
Even though we value the close 
dialogue on the locations, we also 
need a general understanding of 
our customers’ perception of us. 
To that end, we continue to use 
Net Promoter Score (NPS) as a 

survey method. We made a goal to 
improve the participation rate in 
the survey in 2021. Out of the total 
number of customers receiving the 
survey, 40% responded. Compared 
to last year’s 62% this means that 
we were well below our target of 
improving our participation rate. 
However, we did manage to in-
crease the scope of the survey 
by 29.4% giving us a total of 118 
more participants. The analysis of 
our NPS results suggests that our 
timing was off, and that we did not 
properly manage to implement the 
effort through the entirety of our 
chain of command. Risk mitigation 
activities have been set in place for 
the 2022 NPS. 

ISO 9001 AND SERVICENORMEN – 
OUR QUALITY STANDARDS
In Norway (and Sweden*), we 

are continuously working to stay 
certified with ISO 9001, and in 
Denmark, the same applies to our 
certification with Servicenormen. 
Both ISO 9001 and Servicenormen 
are only given and renewed to 
those in the service business who 
can deliver a well-documented, 
high-quality, and ethical service, 
and are only renewed through 
audit and application. We consider 
both certifications as a baseline 
for our quality standards, and as 
an assurance to our customers 
that we provide a service based on 
continuous measurement, asses-
sment, and follow-up on business 
activities.

* Due to diminishing returns and difficult 
labor market challenges ALLIANCE+ was 
pushed to sell the Swedish part of our bu-
siness. Sweden was a part of our business 
for the majority of 2021. Thus, data from 
the Swedish department is present in the 
report for 2021.
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of all the quality reports in 
2021 are rated satisfactory 
or very satisfactory. This is 
based on 13.655 reports.



DOING IT RIGHT THE FIRST TIME 
AROUND
Continuously maintaining our ISO 
9001 certification in Norway (and 
Sweden*), means that we must (and 
want to) track our improvement 
suggestions, quality deviations and 
complaints. In 2021 the number of 
deviations in Norway was reduced 
from 974 in 2020 to 425 which is an 
improvement of 55%. In Sweden* we 
saw a reduction in deviations from 64 
to 38. 
In 2021 we had a goal of keeping the 
percentage of processed (closed) de-
viations and complaints above 90. In 
Norway the percentage for processed 
complaints was 92% and for Sweden* 
100%, which meant that we met our 
goal for complaint handling. However, 
we didn’t manage to do the same 
for our deviations. In Norway 80% of 
deviations where processed and in 
Sweden* that number was 87%. 
We take pride in an impressive overall 

reduction in the number of deviati-
ons, since it shows our effort to do it 
right the first time is having an effect. 
Going into 2022 however, we need 
to act, to make sure our follow-up 
is as good as our execution. To that 
end, we maintain our current goal of 
keeping the total amount of proces-
sed deviations and complaints above 
90%.  

DIGITAL QUALITY REPORTS
Using our digital quality reporting sy-
stem, M_SOLUTION, we keep track of 
our delivered quality when at specific 
customers. By making ongoing in-
spections jointly with our customers 
and by ourselves (per agreement) 
we track our deliverables daily. We 
systematically report on our quality 
by rating our effort: 

1 Deviation/unacceptable

2 Improvement needed

3 Satisfactory

4 Very satisfactory

Since 2019 we have had a target 
to get a minimum “satisfactory” on 
our overall score equaling that of 
the score 3. Through our continuous 
effort to better train our employees, 
and the improvement of quality 
procedures to boot, in 2021 we have 
managed an overall score of 3.4 mea-
ning we not only succeeded but have 
improved from last year. The statistic 
is based on 13,655 reports gathe-
red from all our locations and from 
cleaning 485 million square meters 
in a year. For 2022 we will continue 
to work further towards this improve-
ment.

8
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QUALITY ACTIVITIES 2021
ACTUAL EXAMPLES OF

NEW SKILLS FOR EMPLOYEES IN DENMARK
In 2021 we have used 0.5day pr. employee for addi-
tional training. 40% of the training has been Danish 
language education, 34% has been AMU training 
including both cleaning service and APPETIZE+, and 
25% has been management training. 

FACEBOOK GROUPS IN ALL COUNTRIES
In 2021 all countries created a Facebook-group for 
their employees. The Facebook-groups are an excel-
lent place for employees to share their good stories 
and give inspiration to others. It is also a good place 
for leaders to recognize employees for their work 
and extraordinary efforts.

ELECTRONIC LOCATION FOLDERS IN DENMARK
Early in 2022 we introduced digital location folders. 
The folders contain all relevant and legally required 
workplace information, apart from information that is 
legally required to have a physical form. 

Having a digital folder provides us with more flexibili-
ty, speed and allows us to remotely update everything 
from data sheet on our cleaning products to emer-
gency plans. The digital folders are more user-friend-
ly, and readily accessible from any smartphone – any 
important news is therefore always at hand. With the 
introduction of the digital location folders, we also 
expect to reduce the use of paper significantly. The 
full rollout has already begun. 

NORWAY GETS ERGONOMIC FLOOR  
CLEANING MACHINES
In Norway we purchased 35 small cleaning machines 
(i-Mop) for floor cleaning. The use of floor washing 
machines reduces the risk of musculoskeletal dis-
orders with our employees, which can be inflicted by 
repeated movements when mopping a floor.



CLIMATE  
ACTIVITIES

STATEMENT OF

We have said it before, and we will 
say it again – CSR activities are 
fundamental to our business. We 
continuously strive to minimize 
the impact we have on the climate, 
and we are proud to report that we 
have made significant steps in that 
very direction.

IMPROVEMENTS TO OUR ECO- 
LABELED PROCUREMENT GOALS
In Norway and Denmark, we are 
certified with the Nordic Swan Eco-
label and have been so for many 
years. The certification has strict 
protocols and procedures that en-
sure a more sustainable business, 
which are continuously updated 
and which we are audited on. 
Accordingly, to get the Nordic Swan 
Ecolabel, more than 80% of normal 
daily cleaning products must be 
ecolabeled. Last year, we made it 

our goal for 2021, that all countries 
had to live up to the Nordic Swan 
Ecolabel standards. 
In Norway we continued to main-
tain a 100% ecolabeled from 2020 
through 2021. In Denmark, we 
reached 100% on window cleaning 
and 92.3% on cleaning. In Swe-
den* we made it to 90.6%. Overall, 
this means that we managed to 
reach our goal for 2021 in regards 
to more than 80% of normal daily 
cleaning products being ecolabeled 
and all countries living up to the 
Nordic Swan Ecolabel standards. 
Unfortunately, we have not ma-
naged to attain our first certified 
Nordic Swan Labeled staff re-
staurant. We have met significant 
roadblocks consisting of pandemic 
unease, lending to little credence 
for our customers to begin the sig-
nificant changes needed to meet 

the criteria for attaining a certified 
Nordic Swan Ecolabel staff restau-
rant. In turn, this has diminished 
the business case for us, and the-
refore we have focused our efforts 
elsewhere. As a result, the goal 
of having a certified Nordic Swan 
Labeled staff restaurant, will not be 
among our CSR goals for 2022. 

ORGANIC FOOD IN STAFF  
RESTAURANTS
Even though we have not managed 
to attain our goal of having one 
Nordic Swan Ecolabel staff restau-
rant, we have made progress in 
other areas. For 2021 our goal was 
to achieve that 70% of our staff re-
staurants attained the “The Bronze 
Organic Cuisine Label“. 
As mentioned earlier, our total 
ecolabel procurement for our staff 
restaurant service is at 34.8%. This 
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In Norway, the use of cleaning product 
in 2020 was reduced with:

47.7%



means that our staff restaurants 
are technically eligible, and that 
87.5% of our staff restaurants were 
indeed awarded the “The Bronze 
Organic Cuisine Label “. In 2020 we 
only had 45% labeled, so for 2021 
achieving 87.5% is a milestone for 
us. And so, 2022 is paved with even 
more ambitious goals, as we move 
forward.  

OPERATING TO ISO 14001  
STANDARDS
Our services in Norway (and Swe-
den*) are certified according to ISO 
14001. And in Denmark, our work 
is in many ways based on similar 
principles. That means, among 
other things, that we are conscious 
about the surrounding world in 
which ALLIANCE+ operates. 
We can document that we work 
systematically and continuously 
to reduce or eliminate negative 

impacts on the environment. We 
cooperate with our customers to 
meet their expectations and re-
quirements and to obtain the best 
possible solutions.

TRANSPORTATION AND CO2  
EMISSIONS 
Driving between many locations 
daily is a necessary part of our 
business. At the same time, we are 
acutely aware of the impact it has 
on the climate. Therefore, we con-
tinuously try to limit the impact our 
transportation has on the climate 
in different ways. In 2020 we made 
a goal to reduce carbon dioxide per 
kilometer in 2021 and have con-
tinued to work towards that goal, 
with all the challenges inherited in 
that journey. As a result, we ma-
naged to reduce the average kg 
CO2 emission pr. km in Denmark 
from 0.213 kg to 0.153 kg in 2021, 

which is an improvement of 28.2%. 
In Sweden* the reduction amoun-
ted to 0.179 kg CO2 emission pr. 
km in 2020 to 0,173 kg in 2021 
which is an improvement of 3.4%. 
Finally in Norway we had 0.152 kg 
CO2 emission pr. km that is 2.6% 
better than 2020. Summarized to 
an overall improvement of 34.07% 
less average kg CO2 emission pr. 
km for our business. 
This result is something we are 
very proud of. Achieving that result, 
has taught us a lot of lessons and 
best practices, which are now im-
plemented into processes. These 
will in turn hopefully help us to 
maintain and improve in 2022 as 
well.  
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CLIMATE ACTIVITIES 2021
ACTUAL EXAMPLES OF ALLIANCE+ GOT ELECTED ‘GREEN BUYER OF THE 

YEAR’
In Denmark, ALLIANCE+ got elected ‘Green Buyer of 
the Year’. We not only have a focus on increasing 
the proportion of eco-labeled purchases for opera-
tions but also in relation to the service we offer our 
customers. We have succeeded in increasing our 
proportion of eco-labeled purchases throughout 
the year (from 45% in 2020 to 56% in 2021), and all 
countries surpass the requirements of the Nordic 
Eco-label with a minimum of 80% being ecolabeled 
for cleaning services.

SWEDEN MAKES ADDITIONAL EFFORT TO SORT USED 
ELECTRONICS
In the past year Sweden* have been focusing on 
taking care of electronics that are no longer suitable 
for proper use. They have been collecting and sorting 
electronics such as computers, printers, cell phones 
etc. for recycling and reuse.

CARBON FOOTPRINT ON ALL PURCHASES IN  
APPETIZE+ DENMARK
This year APPETIZE+ has been working towards 
getting carbon footprint on our purchases in all staff 
restaurants. The data is now available and next step 
for APPETIZE+ will be working on getting the data 
available to employees and become more CO2 neu-
tral in its purchases.
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NORWAY ADDED MORE ELECTRICAL CARS TO THEIR 
FLEET
In Norway we added more electrical cars to our fleet 
which means that 17% of our fleet in Norway are 
now electric cars. We have several on order, but due 
to delivery problems from the manufacturers, they 
have not been delivered on time. We will continue 
to have focus on expanding our fleet with electrical 
cars, to the extent that makes sense, as it can be a 
challenge with too long travel distances.

CLIMATE ACTIVITIES 2021

FOCUS ON MINIMIZING FOOD WASTE IN APPETIZE+ 
In our staff restaurants we measure the amount of 
food waste and divide it into two categories: animal 
food waste and vegetable food waste, as animal pro-
ducts generally have a greater environmental impact 
(climate footprint) than vegetable ones. By dividing 
the food waste into the two categories, we make the 
food waste more transparent and can initiate ways 
to minimize food waste where we affect the environ-
ment the most.

ACTUAL EXAMPLES OF



EMPLOYEE  
ACTIVITIES

STATEMENT OF

Complying with applicable human 
rights laws is an integral part of our 
daily business. Thus, taking care of 
our employees and protecting their 
rights is a natural part of our work 
processes and work environment. 

In Denmark ALLIANCE+ is a mem-
ber of Servicenormen*. And th-
rough this membership we are 
obligated to prove our focus on 
and supply our employees with 
the right working conditions. Both 
Norway and Sweden* have similar 
processes supporting just this. 

ENGAGEMENT SURVEY
Every year ALLIANCE+ conducts 
an engagement survey among all 
employees to shed light on how 
our employees perceive ALLIAN-
CE+ as a workplace. The survey is 
conducted for all employees across 
all three countries (from 2022 

and forward, this will only be for 
Denmark and Norway, due to the 
Swedish part of our business being 
sold in 2021).
In 2020 we succeeded in reaching 
a response rate of 85%, while in 
2021 we reached a response rate 
of only 70%. This response rate is 
below expectations, why ALLIAN-
CE+ has performed an analysis on 
the incentive behind the decrease 
from 2020. However, 70% is still 
relatively high and statistically 
representative. The main cause for 
the decrease is located with our 
new contracts, thus with emplo-
yees who did not participate in last 
year’s engagement survey. We will 
meet the challenge of getting new 
employees to take part in the en-
gagement survey through thorough 
and hands-on initiatives targeting 
especially these groups and their 
closest managers.

In 2020 we made a target to 
maintain an engagement index 
above 75 – on a scale from 0-100. 
The 2021 survey showed an index 
of 84, which is not only above our 
target, but also above the 2020 
results of 81. This reflecting our 
employees being very satisfied and 
proud of working at ALLIANCE+, and 
their willingness to recommend 
ALLIANCE+ as a place of work.
As our employees’ well-being 
and satisfaction is of outermost 
importance to ALLIANCE+, we are 
very pleased with the results. In the 
coming engagement surveys, we 
will continue to focus on increasing 
the response rate. 

*Servicenormen is as warranty label that is 
exclusively awarded to member of the Service 
Industry’ Employers’ Association (SBA) 14

84
was the Engagement Score in
2021 on a scale from 0-100.



LEADERSHIP TRAINING
Back in 2019 ALLIANCE+ initiated a 
leadership training program for all 
managers on all levels. This initiative 
ran through 2020. And in 2021 30 
managers completed the program 
through Center for Ledelse (Center for 
Management). The program teaches 
the managers – Customer Managers, 
Kitchen Managers, Segment Directors 
etc. – to professionally manage their 
employees as well as accommodate 
their needs in terms of both work-life 
balance and present leadership. We 
will continue the program to ensure all 
managers complete the training.

DATA ETHICS
In accordance with section 99d of the 
Danish Financial Statements Act.
ALLIANCE+ does not use any advan-
ced technologies such as artificial 
intelligence or machine learning. We 
handle general data in the form of 

customer data and employee date. 
All data is processed in accordan-
ce with GDPR and our privacy and 
information security policies. With the 
limited processing of data, it is our 
assessment that there is no need for 
a policy on data ethics. ALLIANCE+ will 
continuously assess whether a policy 
is necessary.

DIVERSITY STRENGTHENING OUR 
BUSINESS
ALLIANCE+’ workforce covers many 
nationalities, making diversity a 
natural and much appreciated part of 
our business. We believe that diver-
sity increases the development and 
possibilities for new ideas, perspe-
ctives, and working methods in our 
business. To us diversity covers more 
than just ethnicity. Diversity of our 
workforce also covers differences 
and similarities in relation to gender, 
age, cultural origin, religion, physical 

capabilities, disabilities, and sexual 
orientation. Our view on diversity also 
includes experience, lifestyle, educa-
tional background, values, and family 
situation. In terms of gender-diversity 
ALLIANCE+ strives for an equal gender 
structure – based on the 40/60 prin-
ciple. Meaning that no gender should 
be represented by less than 40% or 
more than 60% in the staff group. 
The total ratio in executive position in 
2021 was 35% women and 65% men. 
And the share of people recruited for 
management and support functions 
was 58% women and 42% men.

SICKNESS ABSENCE
In 2021 we experienced an increa-
se in sickness absence in Denmark 
(reaching 5.2%) – primarily due to the 
Covid pandemic. Thus, not reaching 
our goal of further reducing the sick-
ness absence from last year’s 4.2%. I 
both Norway and Sweden* we mana-

ged to reduce the percentage. From 
8.4% to 6.8% in Norway. And from 
5.1% to 3.7% in Sweden*. 
Our goal for 2022 is to maintain our 
sickness absence level, as Covid is 
still a determining factor in terms of 
sickness absence. Through increased 
focus on the subject with enhanced 
reporting and more follow-ups we 
seek to avoid an increase in the sick-
ness absence level.
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WITH OUR EMPLOYEE ACTIVITIES WE  
CONTRIBUTE TO THE GLOBAL GOALS:



EMPLOYEE  
ACTIVITIES

STATEMENT OF

HUMAN RIGHTS, ANTI-CORRUP-
TION AND FN GLOBAL COMPACT
We build partnerships with our 
customers, our employees and 
with our surroundings. In that 
sense our biggest asset is trust. 
That is why, we in ALLIANCE+ do 
not tolerate any kind of bribery, 
corruption, fraud, and similar 
misconduct as well as any illegal 
behavior. We follow all applicable 
laws and regulations regarding 
the protection of human rights, 
and we are fully committed to 
the UN Global Compact. 
We often collaborate with third 
parties. Collaborating is what we 
do, and it is happily unavoidable. 
The fact however also puts us at 
risk of guilt by association. Thus, 
we ensure that third parties 
adhere to our code of conduct 
through our supplier contracts, 
because we expect the same 

attention to human rights and 
anti-corruption from them. 
In addition, by 2019, we fully 
implemented our whistleblow-
er policy. The policy includes 
processes and channels for 
reporting, through which we will 
continuously ensure to catch 
potential problems related not 
only to human rights, but also 
to anti-corruption, bribery, fraud 
etc. 
Throughout 2021 we supported 
our Whistleblower policy with 
employee training. This training 
will continue to be a fixed part 
of our efforts to ensure that we 
can recognize human rights 
violations, corruption, and bri-
bery when we see it, as well as 
knowing where to report it, and 
through which channels.  
Our goal for 2022 is to have 
the theme of FN Global Com-

pact thoroughly covered in our 
digital employee onboarding 
and training program via our 
third-party application, Actimo.  
Currently the digital training 
content available is centered 
on methods for cleaning and to 
some extent code of conduct. It 
is our goal to extend the training 
to a more practical and readily 
understandable reading of UN 
Global Compact, firming up our 
policies. All digital employee tra-
ining is concluded by a test that 
needs to be passed, to continue 
through the course.   
In addition, we will of course 
continue with our current initia-
tives to further affirm and esta-
blish, that ALLIANCE+ supports 
human rights, anti-corruption, 
and UN Global Compact. 
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WITH OUR EMPLOYEE ACTIVITIES WE  
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INDUSTRIAL INJURIES
Naturally, we have an ambition of 
having 0 injuries among our emplo-
yees. And we are continuously getting 
closer to this target. Even though we 
are not there yet. I both Denmark, 
Sweden*, and Norway we saw a 
decrease in injuries in 2021.  In total 
we had a significant decrease with a 
total number of 37 injuries, compared 
to 53 in 2021.
This decrease is - among other 
things - due to a launch of a new 
formular in our business platform, 
+business, to report work injuries 
and increase follow-ups and inspe-
ctions on sites when relevant. In 
2021 we also raised awareness and 
conducted work environment training 
among our managers regarding the 
prevention, handling, and reporting 
on injuries. As well as increasing our 
focus on our working environment 
representatives. We will continue to 
closely review the accidents to see 
whether anything can prevent future 
injuries. If we measure our lost time 

injury frequency rate and compare it 
to last year’s numbers, our numbers 
have significantly decreased to 4.3 in 
Denmark (8.2 in 2020), 4.7 in Norway 
(11.3 in 2020), and 0 in Sweden* (3.5 
in 2020). 
In 2022 we will continue to prevent 
injuries, e.g., by providing proper and 
necessary training of our employees 
in terms of safety and ergonomic 
working positions through our +clea-
ning training program. 
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EMPLOYEE  
ACTIVITIES

STATEMENT OF

DK NO SE

With absence 2021 9 5 0

With out absence 2021 12 3 8

LTIFR 2021 4.3 11.3 0
LTIFR 2020 8.2 4.7 3.6

WITH OUR EMPLOYEE ACTIVITIES WE  
CONTRIBUTE TO THE GLOBAL GOALS:

Injuries
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EMPLOYEE ACTIVITIES 2021
ACTUAL EXAMPLES OF

FOOD ACADEMY 
In 2021 we established our APPETIZE+ Academy. A 
course – internal in APPETIZE+ - through which we 
train all new and existing employees in all our staff 
restaurants. The course consists of 8 lessons and 
take our employees thoroughly through APPETIZE+’s 
8 Food Dogmas.

LANGUAGE SKILL DEVELOPMENT 
In 2021 we have continued to improve the language 
skills of our employees whose first language is not 
Danish, Norwegian, or Swedish. 
In Denmark, we continuously provide Danish courses 
– through AOF - for our employees who need better 
language skills.  In total 2516 hours have been spent 
on language skill development courses in 2021.

FOOD COUNSEL
Together with the Academy, we also established our 
Food Counsel for our staff restaurants. This forum 
consists of 6 kitchen managers and ensures that all 
staff restaurants have a voice in relation to purcha-
sing agreements, organic planning, gastronomic 
development etc.

EMPLOYEE TRAINING
In 2021, we spent 6215 hours on carefully training 
and instructing our employees in Denmark. 4630 
hours for improving professional technical skills and 
language skills (this includes our +cleaning training 
program), and 1584 hours for management and 
leadership training. 
On average, 0.5 training days per employee in 2021. 
This number is among other things due to Covid 
complicating our training efforts. 
In 2022 we will seek to increase the number e.g., 
through thoroughly structuring our introduction days 
for all new employees as well as more courses for 
our kitchen staff. 



Alongside the remaining part of 
this CSR report, the below stated is 
an element of the management’s 
review of the annual report.

ACTIONS
In 2021 the following actions was 
takes to increase equality in the 
gender composition:

 + Upon recruiting new employees 
ALLIANCE+ has placed a spe-
cific focus on accommodating 
the underrepresented gender. 

RESULTS
Our actions towards equality in 
the gender composition through 
recruitment has led to the following 
results:
The total share of women and men 
in executive positions in our busi-
ness is 35% women (decrease from 
39.1% 2020) and 65% men (increa-
se from 60.9% in 2020). This goes 

against our overall target of a 40/60 
gender ratio.
Despite our ratio for recruitment 
of white-collar employees (58% 
women and 42% men) we have not 
been successful with our initiated 
efforts. Thus, in 2022 we will further 
dedicate resources and build stron-
ger structures around our efforts 
targeting an increase in equality 
in the gender composition of our 
business. 

In 2021 our target of 40/60 gender 
ratio at all levels in the top manage-
ment teams was not fulfilled. 

Our owners have not found reason 
to make changes in the composi-
tion of our Board of Directors. The 
current composition is 100% men 
(4 men) and 0 % women (0 women). 
This means that there have been no 
changes in the gender compositi-
on and the target figure (1 woman 
in the Board of Directors) has not 
been reached.

In both Sweden* and Norway our 
management teams meet our 
40/60-target. While the Danish 
management team is still not within 
the 40/60 ratio. 

Target figures for 2022 are presen-
ted in the following, under the main 
heading “CSR Targets 2022”. 

THE GENDER-SPECIFIC 
COMPOSITION OF THE MANAGEMENT

STATEMENT OF

In accordance with section 99b of the Danish Financial Statements Act

The share of women/men recruited for 
management and support functions in 
2021 is:

58/42
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Women 2021 Men 2021 Women 2020 Men 2020

DK 12.5% 87.5% 20.0% 80.0%

SE 50% 50% 50.0% 50.0%

NO 50% 50% 57.1% 49.9%

Total 35% 65% 39.1% 60.9%

Management Team



CSR TARGETS 
2022

ALLIANCE+ CSR REPORT 2021

MAINTAINING A HIGH-QUALITY LEVEL

+  Percentage of processed deviations and complaints above 90%

+  Minimum “satisfactory” on our overall quality score (on a scale of 1-4 where 3 is 
    satisfactory and 4 is very satisfactory)

+  Increase number of participants in customer satisfaction survey (NPS)

We evaluated the situation and 
our performance on our targets 
for 2021, and we have decided to 
maintain some of our targets into 
2022, while adding some new 
once as well. The newly added 
targets are primarily revolving 
around our food services. We 
continue to maintain our three 
overall focus areas within quality, 
climate, and employees.

INCREASING EMPLOYEE ENGAGEMENT 

+  Maintain an engagement index above 80

+  Maintain sickness absence level from 2021

+  Reduce lost time injury frequency rate (LTIFR)

+  3 training days for all employees in APPETIZE+ in 2023 

MINIMIZE CLIMATE IMPACT

+  All countries continue to live up to Nordic Ecolabel requirements

+ Reduce carbon dioxide per kilometer

+ ECO packaging in sales products (takeaway and grab & go) 100% by 2023

+ 30-60 organic percent for APPETIZE+ overall

+ 90% staff restaurant certified with the The Organic Cuisine Label
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Alongside the remaining part of 
this CSR report, the below stated is 
an element of the management’s 
review of the annual report.  

Goals for our continuous work tow-
ards an equal gender composition 
are listed below.
1. Reach our target of 40/60 

distribution of women and men 
in executive positions (35% wo-
men and 65% men in 2021)

2. One female member of the 
Board of Directors by 2025 (0% 
in 2021) 

Activities to achieve goal 1 and 2:
External partners and the Board 
of Directors must be informed 
upon recruitment of employees for 
executive positions. Thus, ensuring 
objectivity in the recruitment and 
selection process. Upon replace-
ments in our Board of Directors we 
will – to the extent possible – seek 
to choose new members that will 
balance the gender composition. 

3. Equal opportunities for women 
and men applying for vacancies

Activities to achieve goal 3:
All job postings must be written to 
target and attract both male and 
female applicants. Thus, all job 
postings are reviewed to make sure 
they are neutralized regarding gen-
der. All vacancies must be publis-
hed on our websites (allianceplus.dk 
and allianceplus.no) and preferably 
on job posting platforms such as 
LinkedIn, Jobindex etc.

In ALLIANCE+, we perpetually 
monitor our hiring and recruiting 
procedures – including the filing of 
vacancies – to make sure that we 
reach our goal of a 40/60 gender 
ratio. Especially in areas where our 
goals for gender equality have not 
been achieved.
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THE GENDER-SPECIFIC 
COMPOSITION OF THE MANAGEMENT

CSR TARGETS 2021

In accordance with section 99b of the Danish Financial Statements Act
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