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Abstract 

 

Die vorliegende Masterarbeit untersucht mithilfe der Isotopieanalyse, wie sich die 

Fluggesellschaften Lufthansa und Finnair auf den Webseiten und in den 

Nachhaltigkeitsberichten des Jahres 2018 durch Nachhaltigkeit positionieren. Die 17 

Ziele der Agenda 2030 dienen als Orientierungsrahmen für die Feststellung von 

Nachhaltigkeitsthemen. Die Ergebnisse der Analyse zeigen, dass in beiden 

Unternehmen die Klasseme [Emissionsreduzierung], [Immissionsreduzierung], 

[Reduzierung des Ressourcenverbrauchs], [Gesundheit], [Chancengleichheit] und 

[Bildung] auftreten. Während sich Lufthansa vor allem als Pionier in Forschung und 

Technologie positioniert, grenzt sich Finnair durch die Alleinstellungsmerkmale 

geografische Lage im Norden und nordische Umwelt ab. Außerdem zeigt die 

abschließende Einordnung der Ergebnisse in das integrierende Nachhaltigkeits-

dreieck, dass die ökonomische Dimension der Nachhaltigkeit in den untersuchten 

Texten der Fluggesellschaften dominant ist, da ökologische und soziale Aspekte 

häufig auch einen ökonomischen Nutzen für die Unternehmen haben. 
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1 Einleitung 

 

Die Wortschöpfung „Flugscham“ ist momentan häufig im medialen Diskurs anzu-

treffen und bezeichnet den Verzicht auf das Fliegen aus schlechtem Gewissen (Köp-

pe et al. 2019). Fliegen ist die klimaschädlichste Art der Fortbewegung, da das Flug-

zeug mehr Treibhausgase als andere Verkehrsmittel wie Auto, Bahn oder Reisebus 

verursacht (Umweltbundesamt 2018). Die negativen Umweltauswirkungen des Flie-

gens sind längst keine Neuigkeit, aber aufgrund der jüngsten Nachhaltigkeitsdebatte 

so aktuell wie nie zuvor. Der Diskurs um Klimaschutz wird unter anderem durch die 

„Fridays for Future“-Bewegung, die von der schwedischen Umweltaktivistin Greta 

Thunberg ins Leben gerufen wurde, angetrieben. Zum Beispiel demonstrierten im 

Juli 2019 ungefähr 350 Klimaaktivisten am Flughafen Stuttgart, um Fluggästen ein 

schlechtes Gewissen zu machen. Außerdem forderten sie eine höhere Steuer auf Ke-

rosin (Welt 2019). Greta Thunberg verzichtet sogar vollständig auf das Fliegen und 

reist im August 2019 mit einer Segeljacht CO2-frei von England in die USA, um an 

dem UN-Klimagipfel in New York teilzunehmen (Süddeutsche 2019). Klimaschutz 

ist auch in der Politik ein aktuelles Thema. Kürzlich stellten die Grünen ein Pro-

gramm zum Klimaschutz vor, das unter anderem eine CO2-Steuer für Inlandsflüge 

vorsieht und mithilfe dieser Einnahmen den Mehrwertsteuersatz auf Bahntickets sen-

ken soll (Zeit Online 2019). Damit steigt auch der Druck auf Fluggesellschaften, sich 

mit dem Thema Klimawandel auseinanderzusetzen. Die niederländische Fluggesell-

schaft KLM reagiert auf diese Problematik, indem sie ihre Kunden in dem Video 

„Fly Responsibly“ auffordert, seltener zu fliegen und stattdessen den Zug als Alter-

native zu erwägen. Das Video vermittelt ein verantwortungsvolles Bild des Unter-

nehmens und dient KLM vor allem als Imagekampagne, um umweltbewusste Kun-

den, die dennoch nicht vollständig auf das Fliegen verzichten können, anzuwerben 

(Spiegel Online 2019). Dieses Beispiel verdeutlicht, dass Nachhaltigkeitsaspekte 

auch in Unternehmen, die auf den ersten Blick wenig mit Nachhaltigkeit zu tun ha-

ben, zunehmend an Bedeutung gewinnen. Auch Fluggesellschaften sind gezwungen, 

sich mit den klimaschädlichen Auswirkungen ihres Wirtschaftens auseinanderzuset-

zen. Daher ist es von Interesse, wie andere Unternehmen der Luftfahrbranche Nach-



2 

 

haltigkeit als Strategie der Markenführung einsetzen. Diese Arbeit wird folglich die 

Fluggesellschaften Lufthansa und Finnair untersuchen, da beide Nachhaltigkeit als 

Kernelement ihrer Markenführung verstehen. Zum einen wird Nachhaltigkeit aus-

führlich auf der Webseite thematisiert, zum anderen veröffentlichen die Fluggesell-

schaften jährlich einen Nachhaltigkeitsbericht, der Informationen und Fakten über 

das jeweilige Jahr beinhaltet. Die Webseiten und die Nachhaltigkeitsberichte des 

Jahres 2018 werden in dieser Arbeit mithilfe der Isotopieanalyse hinsichtlich der 

Forschungsfrage „Wie positionieren sich die Unternehmen Lufthansa und Finnair 

durch Nachhaltigkeit auf den Webseiten und in den Nachhaltigkeitsberichten?“ un-

tersucht. Die Isotopieanalyse soll sichtbar machen, was der abstrakte Begriff der 

Nachhaltigkeit auf den Kommunikationskanälen der Fluggesellschaften bedeutet. 

Die Ergebnisse der Analyse sollen anschließend hinsichtlich Gemeinsamkeiten und 

Unterschiede verglichen werden, um feststellen zu können, wie sich die Unterneh-

men positionieren. 

 

Im nächsten Kapitel der Arbeit soll der abstrakte Begriff der Nachhaltigkeit geklärt 

werden. Der historische Verlauf der Nachhaltigkeitsdebatte soll einen Überblick über 

die wichtigsten Schritte der nachhaltigen Entwicklung bis zum heutigen Stand geben. 

Danach werden Nachhaltigkeitsthemen definiert, die als Orientierungsrahmen für die 

Isotopieanalyse dienen sollen. Anschließend werden die theoretischen Grundlagen 

des Nachhaltigkeitsbegriffs vorgestellt: Die drei Nachhaltigkeitsdimensionen Ökolo-

gie, Ökonomie und Soziales werden auf Grundlage von drei Kapitalarten definiert. 

Danach wird deren Operationalisierung anhand von unterschiedlichen Nachhaltig-

keitsmodellen veranschaulicht. Das dritte Kapitel befasst sich mit Nachhaltigkeit in 

der Markenführung. Zunächst soll ein Überblick über die theoretischen Grundlagen 

der Markenführung gegeben werden. Nachdem die Entwicklung des Markenbegriffs 

und der Markenführung von der bloßen Markierungsfunktion hin zum identitätsori-

entierten und -basierten Ansatz aufgezeigt wurde, wird letzteres anhand der Ansätze 

nach Kapferer, Aaker, Esch und Burmann vertieft. Anschließend werden die Ansätze 

vergleichend diskutiert. Nach den theoretischen Grundlagen wird die Bedeutung der 

Nachhaltigkeit für die Markenführung betrachtet. Abschließend werden die Konzepte 

corporate social responsibility und corporate citizenship definiert. Im vierten Kapitel 

sollen die Unternehmen Lufthansa und Finnair vorgestellt werden. Es werden die 
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wesentlichen Eckdaten und Geschäftsfelder präsentiert, um sich einen Überblick 

über die Fluggesellschaften zu verschaffen. Das fünfte Kapitel dieser Arbeit soll die 

Isotopie als Analyseverfahren vorstellen. Die Theorie der Isotopie, die auf Greimas 

zurückgeht, soll anhand weiterer Literatur diskutiert werden. Außerdem sollen zwei 

Ansätze zur praktischen Anwendung der Isotopie vorgestellt werden. Im anschlie-

ßenden Kapitel wird die Umsetzung der Isotopieanalyse in dieser Arbeit beschrieben. 

Zunächst wird das Korpus, das sich aus den Webseiten und den Nachhaltigkeitsbe-

richten des Jahres 2018 der Fluggesellschaften Lufthansa und Finnair zusammen-

setzt, vorgestellt. Danach wird das methodische Vorgehen in der Analyse beschrie-

ben. Das siebte Kapitel fasst die Ergebnisse der Isotopieanalyse zusammen. Die Er-

gebnisse werden für jedes Unternehmen separat und in Klassemen gegliedert vorge-

stellt und anschließend vergleichend diskutiert. Außerdem werden die Nachhaltig-

keitsthemen aus dem Kapitel 2.2 erneut aufgegriffen. Die Gewichtung der Nachhal-

tigkeitsdimensionen in den Texten der Fluggesellschaften wird anhand des integrie-

renden Nachhaltigkeitsdreiecks aus Kapitel 2.4 veranschaulicht. Abschließend sollen 

ein Fazit, sowie ein Ausblick gegeben werden. 

 

 

2 Nachhaltigkeit 

 

„Nachhaltige Entwicklung bezeichnet einen Prozess gesellschaftlicher Veränderung, 

während der Begriff der Nachhaltigkeit (sustainability) das Ende eines solchen Pro-

zesses, also einen Zustand beschreibt“ (Grunwald/ Kopfmüller 2012: 11). Während 

das Unterkapitel 2.1 die nachhaltige Entwicklung in der zeitlich-chronologischen 

Abfolge darstellen wird, wird in den zwei darauffolgenden Unterkapiteln von Nach-

haltigkeit als Zustand gesprochen. Zunächst wird der abstrakte Begriff der Nachhal-

tigkeit anhand eines Themenkatalogs konkretisiert. Die Nachhaltigkeitsthemen wer-

den später in der Analyse als Orientierungsrahmen dienen, um Nachhaltigkeit bzw. 

nachhaltiges Handeln in den Unternehmen Lufthansa und Finnair zu identifizieren. 

Anschließend werden die drei Nachhaltigkeitsdimensionen definiert und deren Ope-

rationalisierung wird anhand unterschiedlicher Modelle diskutiert. 
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2.1 Historischer Verlauf der Nachhaltigkeitsdebatte 

Der Begriff „Nachhaltigkeit“ findet seinen Ursprung in der Forstwirtschaft. Als 

erstmalige Verwendung des Begriffs wird vielfach die Abhandlung „Sylvicultura 

Oeconomica“ des sächsischen Oberberghauptmanns Hans Carl von Carlowitz aus 

dem Jahr 1713 genannt. Der ansteigende Holzbedarf für die Industrie führte zu einer 

Übernutzung der Wälder, sodass eine nachhaltige Forstwirtschaft gefordert wurde. 

Es sollte nicht mehr Holz gerodet werden, als neue Bäume nachwachsen konnten 

(Grunwald/ Kopfmüller 2012, von Hauff 2014, Jörissen et al. 1999). Damit beruht 

der Ursprung der Nachhaltigkeit auf einem ressourcenökonomischen Prinzip, das 

sowohl auf einen ökonomischen Nutzen, den dauerhaften Ertrag durch die Res-

source, als auch auf einen ökologischen Nutzen, den Erhalt des Waldes, abzielt 

(Grunwald/ Kopfmüller 2012, Jörissen et al. 1999, Pufé 2017). Der Nachhaltigkeits-

begriff war später auch in der Fischereiwirtschaft Anfang des 20. Jahrhunderts unter 

dem Konzept „maximum sustainable yield“ zu finden. Demnach sollten nicht mehr 

Fische gefangen werden, als durch Reproduktion Fische nachkommen konnten 

(Grunwald/ Kopfmüller 2012, Jörissen et al. 1999). Neben der Forst- und Fischerei-

wirtschaft hatte das Nachhaltigkeitsprinzip jedoch kaum Einfluss auf weitere Wirt-

schaftszweige, was auf den uneingeschränkten Zugang zu Produktionsfaktoren zu-

rückgeführt werden kann (Brugger 2010). Nachhaltigkeit erlangte erst Anfang der 

1970er Jahre mehr Aufmerksamkeit der Politik und Wissenschaft. Eine große Rolle 

spielte der Bericht „Limits to Growth“ des Club of Rome, der unter anderem die Fol-

gen des Wirtschaftswachstums und die Ressourcenknappheit thematisiert: “If the 

present growth trends in world population, industrialization, pollution, food produc-

tion, and resource depletion continue unchanged, the limits to growth on this planet 

will be reached sometime within the next one hundred years” (Meadows et al. 1972: 

23). Angesichts der wachsenden Umweltprobleme fand 1972 die erste große Um-

weltkonferenz der UN in Stockholm statt. Dort wurde das United Nations Environ-

ment Programme (UNEP) geschaffen, das zur Folge hatte, dass in zahlreichen Mit-

gliedstaaten Umweltministerien etabliert wurden. Außerdem verabschiedete im Jahr 

1980 die International Union for the Conservation of Nature (IUCN) zusammen mit 

UN-Organisationen wie der UNEP das Projekt „World Conservation Strategy“. Da-

rin wird der englische Begriff „Sustainable Development“ für nachhaltige Entwick-

lung zum ersten Mal in einem größeren wissenschaftlichen und politischen Kontext 
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erwähnt. (Brugger 2010, Grunwald/ Kopfmüller 2012, Jörissen et al. 1999). Die 

World Commission on Environment and Development verabschiedete 1987 den Be-

richt “Our Common Future”, der auch unter dem Namen Brundtland-Bericht (be-

nannt nach der Vorsitzenden der Kommission, der norwegischen Ministerpräsidentin 

Gro Harlem Brundtland) bekannt ist. Dieser wird in der heutigen akademischen Lite-

ratur als klassische Definition von nachhaltiger Entwicklung gesehen und vielfach 

rezipiert (Brugger 2010, von Hauff 2014, Pufé 2017). Nachhaltige Entwicklung wird 

darin wie folgt definiert: „Sustainable development is development that meets the 

needs of the present without compromising the ability of future generations to meet 

their own needs” (World Commission on Environment and Development 1987: 43). 

Der Brundtland-Bericht stellt drei Grundprinzipien für die Umsetzung nachhaltiger 

Entwicklung auf: die globale Perspektive, die Verknüpfung von Umwelt- und Ent-

wicklungsaspekten und die intra- und intergenerative Gerechtigkeit (Grunwald/ 

Kopfmüller 2012, Jörissen et al. 1999). Intergenerative Gerechtigkeit meint, dass 

gegenwärtige und zukünftige Generationen dieselben Chancen haben, um ihre Be-

dürfnisse zu befriedigen. Unter intragenerativer Gerechtigkeit versteht man den Aus-

gleich zwischen den Industrie- und Entwicklungsländern (Corsten/ Roth 2012). Au-

ßerdem war der Brundtland-Bericht der Auslöser für die 1992 stattgefundene United 

Nations Conference on Environment and Development, die aufgrund ihres Tagung-

sortes auch Rio-Gipfel genannt wird. Ziel des Rio-Gipfels war, das Leitbild nachhal-

tiger Entwicklung weltweit zu stärken. Die UN verabschiedete fünf Dokumente zu 

Umwelt und Entwicklung, wovon die Agenda 21 die bekannteste ist. Sie ist ein Akti-

onsprogramm, das Ziele und Maßnahmen in der ökologischen und sozialen Dimensi-

on festsetzt und Umsetzungsbereiche vorschlägt (Jörissen et al. 1999, Brugger 2010, 

Pufé 2017). Die verabschiedeten Dokumente beinhalteten zwar keine Verpflichtun-

gen oder Verbindlichkeiten für die Mitgliedsstaaten, aber dennoch war der Rio-

Gipfel prägend für die Nachhaltigkeitsdebatte und war ausschlaggebend für weitere 

Konferenzen. Zum Beispiel wurde zehn Jahre später der Weltgipfel für nachhaltige 

Entwicklung in Johannesburg abgehalten, der neue Ziele für Umweltschutz und Ar-

mutsbekämpfung formulierte (Grunwald/ Kopfmüller 2012). Weitere nennenswerte 

Stationen der Nachhaltigkeitsdebatte sind die Milleniumsziele der UN von 2000 

(Grunwald/ Kopfmüller 2012, Pufé 2017) und die Konferenz Rio + 20, die 2012 er-

neut in Rio de Janeiro stattfand (von Hauff 2014). 2015 verabschiedete die UN die 
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Agenda 2030, die gleichermaßen für alle Industrie-, Schwellen- und Entwicklungs-

länder gilt. Im Mittelpunkt stehen 17 Ziele, die bis 2030 gültig sind und folgenden 

fünf Prinzipien (5 P‘s) folgen: People, Planet, Prosperity, Peace, Partnership (Pufé 

2017). Außerdem dienen sie zahlreichen Unternehmen als Grundlage für die Umset-

zung von Nachhaltigkeit.  

 

2.2 Nachhaltigkeitsthemen 

Der historische Überblick zeigt, dass nachhaltige Entwicklung ein zeitgebundener 

Prozess ist und durch akute und relevante Probleme gelenkt wird. Während im 18. 

Jahrhundert nachhaltige Entwicklung durch Aufforstung umgesetzt wurde, rückten 

später durch Ressourcenknappheit und Klimawandel weitere Themen in den Vorder-

grund. Heute berücksichtigt die Nachhaltigkeitsdebatte neben reiner Ökologie auch 

ökonomische und soziale Aspekte. Dieses Unterkapitel befasst sich nicht weiter mit 

nachhaltiger Entwicklung, sondern mit Nachhaltigkeit als Zustand. Um später Nach-

haltigkeit in den Unternehmen Lufthansa und Finnair untersuchen zu können, muss 

zunächst geklärt werden, was unter Nachhaltigkeit verstanden wird. Aus diesem 

Grund sollen Nachhaltigkeitsthemen eingeführt werden, die für die anschließende 

Analyse als theoretische Grundlage dienen sollen. Es ergibt sich dabei folgende 

Problematik: Akteure, wie Unternehmen, Konsumenten oder politische Instanzen, 

haben unterschiedliche Interessen und Prioritäten und können nachhaltiges Handeln 

deshalb unterschiedlich definieren. Im Rahmen dieser Arbeit wurden die 17 Ziele der 

Agenda 2030 ausgewählt, da sie den aktuellen Stand der Nachhaltigkeitsdebatte dar-

stellen und weltweit, sowie für alle Bereiche, wie Wirtschaft, Politik oder Wissen-

schaft, gültig sind. Außerdem berücksichtigen sie ökonomische, ökologische und 

soziale Aspekte, womit sie sich auf einen wichtigen Ansatz der heutigen Nachhaltig-

keitstheorie stützen. Einen Überblick über alle 17 Ziele der Agenda 2030 bietet fol-

gende Abbildung: 
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Abbildung 1: Die 17 Ziele der Agenda 2030 (Die Bundesregierung 2019a). 

Die 17 Ziele der Agenda 2030 folgen nicht nur den fünf P‘s (People, Planet, Prospe-

rity, Peace, Partnership), sondern können auch in ökologische, ökonomische und 

soziale Ziele untergliedert werden. So sind die Ziele „Keine Armut“, „Kein Hunger“, 

„Gesundheit und Wohlergehen“, „Hochwertige Bildung“, „Geschlechtergleichheit“, 

„Sauberes Wasser und Sanitäreinrichtungen“, „Weniger Ungleichheiten“ und „Frie-

den, Gerechtigkeit und starke Institutionen“ überwiegend sozial ausgerichtet. Die 

Ziele „Bezahlbare und saubere Energie“, „Menschenwürdige Arbeit und Wirt-

schaftswachstum“, „Industrie, Innovation und Infrastruktur“, „Nachhaltige/r Konsum 

und Produktion“ und „Partnerschaften zur Erreichung der Ziele“ sind vor allem öko-

nomisch geprägt. „Nachhaltige Städte und Gemeinden“, „Maßnahmen zum Klima-

schutz“, „Leben unter Wasser“ und „Leben am Land“ sind dagegen ökologische Zie-

le. Die Ziele können nicht immer eindeutig einer bestimmten Dimension zugeordnet 

werden. Zum Beispiel ist das achte Ziel nicht nur ökonomisch, sondern auch sozial 

ausgerichtet, während das zwölfte Ziel nicht nur an der Ökonomie, sondern auch an 

der Ökologie orientiert ist.  

Die 17 Ziele finden außerdem bereits Anwendung in der Politik und Wirtschaft in 

Deutschland. Die Bundesregierung aktualisierte 2018 die Deutsche Nachhaltigkeits-

strategie auf Basis der Agenda 2030 und formulierte neue Ziele, die bis 2030 umge-

setzt werden sollen, zum Beispiel den Ausbau des ökologischen Landbaus auf 20 

Prozent der Anbaufläche oder die Reduzierung der CO2-Emissionen von handelsüb-

lichen Kraftfahrzeugen des öffentlichen Sektors (Die Bundesregierung 2019b). Die 

17 Ziele finden auch auf wirtschaftlicher Ebene Beachtung. Die Initiative United 
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Nations Global Compact der UN hat die Vision einer nachhaltigen Weltwirtschaft 

und der Implementierung der Ziele in Unternehmen. Als Leitlinie dienen zehn Prin-

zipien, die Menschenrechte, Arbeitsnormen, Umwelt und die Prävention von Korrup-

tion unterstützen. Über 13.000 Unternehmen in 161 Ländern nehmen an der Initiative 

teil, darunter auch Lufthansa und Finnair (Global Compact 2019). Die 17 Ziele der 

Agenda 2030 dienen als Themenkatalog, um Nachhaltigkeit inhaltlich beschreiben 

zu können. Jedes Ziel wird zu einem Nachhaltigkeitsthema abstrahiert, sodass sich 

eine Liste von 17 Nachhaltigkeitsthemen ergibt. Der Themenkatalog soll als Orien-

tierungsrahmen für die Analyse dienen, um nachhaltige Themen in den Texten von 

Lufthansa und Finnair einordnen zu können.  

 

2.3 Ökologische, ökonomische und soziale Nachhaltigkeit 

Im letzten Unterkapitel wurden Nachhaltigkeitsthemen aus der Praxis zu einem theo-

retischen Orientierungsrahmen abstrahiert, um Nachhaltigkeit in Unternehmen in-

haltlich bestimmen zu können. Bisher wurde bereits zwischen drei Nachhaltigkeits-

dimensionen unterschieden, aber eine Definition blieb jedoch aus. Folglich sollen die 

ökologische, ökonomische und soziale Dimension mithilfe der drei Kapitalarten er-

läutert werden. Kapital wird hier nicht im betriebswirtschaftlichen Sinne als monetä-

res Vermögen, sondern im Sinne der Kapital-Theorie nach Pierre Bourdieu verstan-

den (Pufé 2017). Anschließend wird die Gewichtung und Operationalisierung der 

drei Nachhaltigkeitsdimensionen anhand unterschiedlicher Ansätze und Modelle 

diskutiert.  

 

2.3.1 Die drei Kapitalarten 

Ökologisches Kapital: 

Das ökologische Kapital bzw. Naturkapitel umfasst alle erneuerbaren und nicht er-

neuerbaren Ressourcen in einem ökologischen System. Zum einen kann das ökologi-

sche Kapital direkt, zum Beispiel solare Einstrahlung, oder indirekt als Dienstleis-

tung des ökologischen Systems, zum Beispiel natürliche Ressourcen, zur Verfügung 

stehen (von Hauff 2014). Zum anderen kann das Naturkapitel komplett oder zum 

Teil von Menschen erschaffen sein, zum Beispiel landwirtschaftliche Nutzflächen, 
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oder gänzlich der Natur entspringen, zum Beispiel Wasser aus der Quelle (Pufé 

2017). 

Ökonomisches Kapital: 

Das ökonomische Kapital setzt sich aus materiellen und immateriellen Produktions-

faktoren zusammen, die dem Sach-, Wissens- oder Humankapitel angehören. Bei-

spiele sind Produktionsanlagen, Patente oder Personal (von Hauff 2014). Anders als 

beim Naturkapitel geht es hier nicht um die Frage, wie das Kapitel erhalten werden 

kann, sondern welcher Anteil von ökologischem Kapital beim Gebrauch von ökono-

mischem Kapital verbraucht wird (Pufé 2017).  

Soziales Kapital:  

Das soziale Kapital meint im engeren Sinne die materielle Infrastruktur und öffentli-

che Einrichtungen und im weiteren Sinne soziale Güter zur Befriedigung von Grund-

bedürfnissen und gesellschaftlicher Integration und Weiterentwicklung (von Hauff 

2014). Das soziale Kapital zeichnet sich durch Beziehungen zwischen Individuen aus 

(Pufé 2017). 

 

2.3.2 Die drei Nachhaltigkeitsdimensionen 

Ökologische Nachhaltigkeit: 

Man kann von der Tatsache ausgehen, dass der Mensch ohne einen gewissen Zustand 

der ökologischen Systeme bzw. der Natur nicht überleben kann (von Hauff 2014, 

Pufé 2017). „Die ökologische Nachhaltigkeit zielt somit auf die Erhaltung des öko-

logischen Systems bzw. ökologischen Kapitalstocks ab“ (von Hauff 2014: 33). Aber 

die ökologischen Systeme haben bereits ein Stadium der Übernutzung erreicht, das 

durch menschliche Aktivitäten, wie den Abbau von Rohstoffen, die Umlenkung von 

Stoff- und Energieströmen, die Veränderung von natürlichen Strukturen oder den 

Ausstoß von Emissionen, verschuldet ist (Grunwald/ Kopfmüller 2012, von Hauff 

2014, Pufé 2017). Die Belastung der Umwelt stellt damit auch eine Gefahr für die 

Menschen, insbesondere für zukünftige Generationen dar. Ökologische Systeme sind 

sowohl eine Quelle für natürliche Ressourcen, die für den Menschen nützlich oder 

lebensnotwendig sind, als auch eine Senke, die von Menschen verursachte Emissio-

nen aufnimmt (von Hauff 2014, Pufé 2017). Die ökologische Nachhaltigkeit beschäf-
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tig sich daher vor allem mit der Frage nach der Belastbarkeit der Umwelt (Brugger 

2010). 

Ökonomische Nachhaltigkeit: 

Ein Ansatz im Kontext der ökonomischen Nachhaltigkeit ist die Wachstumstheorie, 

die eine Steigerung des Pro-Kopf-Wachstums durch technischen Fortschritt befür-

wortet. Wirtschaftswachstum soll im Sinne der intragenerativen Gerechtigkeit zur 

Bekämpfung von Armut in Entwicklungsländern, sowie zur Schaffung neuer Ar-

beitsplätze in Industrieländern beitragen (von Hauff 2014). Wenn technischer Fort-

schritt eine Zunahme von Arbeit und Sachkapital bewirkt, aber das natürliche Kapital 

gleichbleibt bzw. natürlich ansteigt, dann kommt es zu einem verstärkten Ressour-

cenverbrauch und einer Übernutzung der Umwelt. Eine Möglichkeit, diesem Prob-

lem entgegenzuwirken, ist die Entkopplung von Wachstum und Ressourcenver-

brauch. Technischer Fortschritt wird dann durch umweltorientierte, soziale und insti-

tutionelle Innovation erzielt (von Hauff 2014, Pufé 2017). Die Diskrepanz zwischen 

Wirtschaftswachstum und Nachhaltigkeit führt damit zu folgender Überlegung: 

„Vertreter der ökonomischen Nachhaltigkeit befürworten ein Wirtschaften, das um-

welt- und sozialverträglich ist und Wohlstand nicht allein durch Wachstum anstrebt, 

sondern vielmehr Lebensqualität statt Besitzmehrung“ (Pufé 2017: 102). 

Außerdem steht nicht länger die Befriedigung der Bedürfnisse des Einzelnen im Mit-

telpunkt, sondern der Beitrag zum Gemeinwohl (Brugger 2010). 

Soziale Nachhaltigkeit: 

Soziale Nachhaltigkeit gewinnt zunehmend an Bedeutung innerhalb der Nachhaltig-

keitsdebatte. Soziale Nachhaltigkeit kann zunächst als Zugang zu Grundgütern bzw. 

als Befriedigung von Grundbedürfnissen definiert werden. Darunter fallen soziale 

Ressourcen, wie „Toleranz, Solidarität, Integrationsfähigkeit, Inklusion, Gemein-

wohlorientierung, Recht- und Gerechtigkeitssinn“ (von Hauff 2014: 36). Mit anderen 

Worten sind „Terrorismus, Zwangsmigration, Arm-Reich-Kluft oder Diskriminie-

rung“ (Pufé 2017: 102) Ausdruck für die Abwesenheit von sozialer Nachhaltigkeit. 

Diese Nachhaltigkeitsdimension kann daher auch als der Erhalt von sozialem Kapital 

definiert werden. Darunter fällt auch die Förderung von sozialen Beziehungen. Ein 

Instrument zur Bewertung von sozialer Nachhaltigkeit ist die Glücksforschung, die 

Glück und Zufriedenheit misst (von Hauff 2014, Pufé 2017). 
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Nachdem die ökologische, ökonomische und soziale Dimension definiert wurden, 

stellt sich als nächstes die Frage, welche Gewichtung der drei Komponenten einen 

Idealzustand der Nachhaltigkeit gewährleistet. Die bisherige Nachhaltigkeitsdebatte 

brachte zwei Positionen hervor: die schwache und starke Nachhaltigkeit. Erstere 

nimmt die Position der neoklassischen Ökonomie ein und geht von der Annahme 

aus, dass Natur- und Sachkapital substitutiv sind. Solange die Summe aus beiden 

Kapitalarten erhalten bleibt, ist Nachhaltigkeit gewährleistet. Demnach kann Wirt-

schaftswachstum auch ökologische oder soziale Probleme beheben (Brugger 2010, 

Pufé 2017). Das Konzept der neoklassischen Ökonomie steht vor allem seit der Ver-

öffentlichung des Berichts „Limits to Growth“ von Meadows et al. (1972) in Kritik. 

Wie oben bereits verdeutlicht wurde, führt Wirtschaftswachstum bei gleichbleiben-

dem bzw. natürlich ansteigendem Naturkapital zu Ressourcenverknappung. Dem 

steht die starke Nachhaltigkeit gegenüber, die die Position der ökologischen Ökono-

mie einnimmt und grundsätzlich von einem unüberwindbaren Konflikt zwischen 

Wirtschaftswachstum und Umwelt ausgeht. Der Erhalt der ökologischen Systeme hat 

die höchste Priorität und darf zu keiner Zeit durch das Wirtschaften gefährdet werden 

(Brugger 2010, Pufé 2017). Zusammengefasst, verkörpern beide Positionen ein Ext-

rem mit einer Schwerpunktverlagerung auf der jeweiligen Dimension. 

 

2.4 Nachhaltigkeitsmodelle 

Zur Darstellung der drei Nachhaltigkeitsdimensionen haben sich unterschiedliche 

Modelle etabliert, die vor allem dazu dienen sollen, die Komplexität des Nachhaltig-

keitsbegriffs vereinfacht darzustellen (Pufé 2017). Das Drei-Säulen-Modell ist wei-

testgehend in der Literatur bekannt. Wie folgende Abbildung zeigt, baut Nachhaltig-

keit auf den drei Säulen Wirtschaft, Umwelt und Soziales auf, die in der Theorie 

gleichwertig sind (Pufé 2017): 

 

 



12 

 

 
Abbildung 2: Drei-Säulen-Modell (Pufé 2017: 110). 

Das Modell hat jedoch eine statische Schwäche: Wenn eine beliebige Säule entfernt 

wird, bleibt das Konstrukt dennoch bestehen. Dieser Fall tritt auch ein, wenn beide 

Säulen am Rand entfernt werden und das Konstrukt nur noch von einer einzigen Säu-

le getragen wird. Dann wird die Prämisse, dass alle drei Säulen gleichwertig sind, 

hinfällig. Das Modell bietet daher auch Raum für die Argumentation, dass eine Di-

mension dominieren kann (Hauff 2014, Kleine 2009, Pufé 2017). Hauff (2014) und 

Kleine (2009) schlagen eine alternative Darstellung des Drei-Säulen-Modells vor:  

 
Abbildung 3: Alternatives Drei-Säulen-Modell (Kleine 2009: 75). 

Dieses Konstrukt stürzt beim Entfernen einer Säule sofort ein und wird daher dem 

Gedanken der Gleichwertigkeit aller Säulen mehr gerecht. Das Drei-Säulen-Modell 

hat jedoch auch eine Schwäche in der praktischen Umsetzung. Die Darstellung der 

drei Dimensionen in Form von Säulen, die räumlich voneinander getrennt sind, er-

weckt den Anschein, dass sich Ökologie, Ökonomie und Soziales in der Praxis nicht 

kreuzen. Das Schnittmengen- oder Dreiklangmodell berücksichtigt die mögliche 

Überschneidung der Dimensionen (Pufé 2017): 
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Abbildung 4: Schnittmengen- oder Dreiklangmodell (Pufé 2017: 112). 

Obwohl das Schnittmengenmodell die Beziehung zwischen den Dimensionen besser 

darstellt, ist der Überschneidung in beide Richtungen keine Grenzen gesetzt. Die 

Kreise können sich im Extremfall überlappen oder nicht überschneiden (Kleine 

2009). Das gleichschenklige Nachhaltigkeitsdreieck veranschaulicht die Gleichwer-

tigkeit der drei Dimensionen daher am besten: „Die drei Bereiche stehen nicht länger 

unverbunden nebeneinander, sondern ergeben ein gemeinsames Ganzes“ (Pufé 2017: 

113). Ökologie, Ökonomie und Soziales nehmen jeweils ein Eck ein und sind durch 

die drei gleich langen Seiten des Dreiecks miteinander verbunden:  

 
Abbildung 5: Nachhaltigkeitsdreieck (Pufé 2017: 113). 

Die ursprüngliche Idee des Nachhaltigkeitsdreiecks sieht eine Einordnung von Nach-

haltigkeitsthemen auf den drei Seiten des Dreiecks vor. Je nach Schwerpunktverlage-

rung wird ein Nachhaltigkeitsthema zwischen zwei Dimensionen positioniert. Wenn 

aber alle drei Dimensionen auf ein Nachhaltigkeitsthema zutreffen, ist eine mehrfa-

che Zuordnung notwendig, wodurch sich die Schwächen dieser Vorgehensweise of-

fenbaren. Das integrierende Nachhaltigkeitsdreieck nach Hauff (2014) und Kleine 

(2009) überwindet das Problem der mehrfachen Zuordnung, indem das Innere des 

Dreiecks anstelle der Seiten genutzt wird. Um eine präzisere Einordnung in die drei 

Dimensionen zu ermöglichen, ist das integrierte Nachhaltigkeitsdreieck in Felder 

unterteilt: 
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Abbildung 6: Integrierendes Nachhaltigkeitsdreieck (Kleine 2009: 84). 

Im Gegensatz zum ursprünglichen Nachhaltigkeitsdreieck ermöglicht dieses Modell 

eine sozial-ökologisch-ökonomische Positionierung. Außerdem lässt sich die Stärke 

der Zuordnung bestimmen: Eine Zuordnung in den Ecken des Dreiecks bedeutet eine 

starke Zuordnung zur jeweiligen Nachhaltigkeitsdimension. Bei einer teilweisen Zu-

ordnung gehört ein Nachhaltigkeitsthema mehr als einer Dimension an (Hauff 2014, 

Kleine 2009). Dieses Modell ermöglicht es daher auch, die Gewichtung der Nachhal-

tigkeitsdimensionen optisch darzustellen. Das integrierende Nachhaltigkeitsdreieck 

kann anschließend helfen, Isotopien systematisch einzuordnen und somit die Ge-

wichtung der Dimensionen in den Unternehmen Lufthansa und Finnair abzubilden. 

 

 

3 Nachhaltigkeit in der Markenführung 

 

Nachhaltigkeit wird in dieser Arbeit als Strategie der Markenführung begriffen. Um 

diese Verortung nachvollziehbar zu machen, werden in diesem Kapitel die theoreti-

schen Grundlagen der Markenführung vorgestellt. Zunächst wird kurz die Entwick-

lung des Markenbegriffs und der Markenführung zum identitätsorientierten und iden-



15 

 

titätsbasierten Ansatz vorgestellt. Anschließend werden die Ansätze nach Kapferer, 

Aaaker, Esch und Burmann zusammengefasst und vergleichend diskutiert. 

 

3.1 Theoretische Grundlagen der Markenführung 

Eine Marke wurde früher anhand von Merkmalen, wie Hersteller oder Qualität, defi-

niert. Diese Definition ist heute nicht mehr aktuell, da nicht nur Produkte, sondern 

auch Dienstleistungen, Organisationen oder Personen eine Marke bilden können 

(Esch 2018). Das heutige Markenverständnis ist daher nicht länger merkmalbezogen, 

sondern baut auf Markenidentität und Markenimage auf. Eine Marke kann „als ein in 

der Psyche des Konsumenten und sonstiger Bezugsgruppen der Marke fest veranker-

tes, unverwechselbares Vorstellungsbild von einem Produkt oder einer Dienstleis-

tung“ (Meffert et al. 2002: 6) definiert werden. Eine klare Markenidentität baut Ver-

trauen beim Konsumenten auf und schafft langfristig Markentreue. Eine Marke, die 

dauerhaft im Gedächtnis bleibt, ein positives Vorstellungsbild hervorruft und sich 

dadurch auf das Kaufverhalten des Konsumenten auswirkt, wird als starke Marke 

bezeichnet (Meffert et al. 2002). Nach der Definition von Esch ist Lufthansa eine 

starke Marke: 

„Mit starken Marken verbinden viele Konsumenten klare Vorstellungen und Bilder.  

Die deutsche Fluggesellschaft Lufthansa steht für Werte wie Sicherheit, Vertrauen,  

Qualität, Service und Pünktlichkeit und gibt einem das Gefühl, sich an Board fast  

wie zu Hause zu fühlen“ (Esch 2018: 115). 

Damit ist nicht nur die Markenidentität, sondern auch das Markenimage, das Bild des 

Konsumenten von einer Marke, entscheidend für eine erfolgreiche Markenführung. 

Ein wesentliches Ziel der Markenführung ist außerdem die Differenzierung gegen-

über dem Wettbewerb und das Vermindern der Austauschbarkeit einer Marke (Mef-

fert et al. 2019).  

 

3.1.1 Entwicklung des Markenbegriffs und der Markenführung 

Die Veränderung des Markenbegriffs brachte unterschiedliche Ansätze der Marken-

führungstheorie hervor. Die Entwicklung der Markenführung kann grob in fünf Pha-

sen untergliedert werden. Zur Zeit der Industrialisierung und Massenproduktion ab 
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Mitte des 19. Jahrhunderts bis Anfang des 20. Jahrhunderts diente eine Marke zur 

bloßen Markierung von Eigentum und Herkunft (Burmann et al. 2015, Meffert/ 

Burmann 2002). In der zweiten Entwicklungsphase herrschte ein instrumentelles 

Markenverständnis vor, wonach eine Marke nach einem Merkmalskatalog definiert 

wurde. Ein Markenartikel lag dann vor, sobald alle vorgeschriebenen Eigenschaften 

erfüllt waren. Dieser instrumentelle Ansatz berücksichtigte jedoch nur materielle 

Konsumgüter, sodass Dienstleistungen noch nicht als Marken gesehen wurden 

(Burmann et al. 2015, Meffert/ Burmann 2002). Die dritte Entwicklungsphase setzte 

Mitte der 60er Jahre ein und hatte ein angebotsbezogenes Markenverständnis. Für die 

Markenführung bedeutete das, dass Produktions- und Vertriebsmethoden in den Fo-

kus rückten (Burmann et al. 2015, Meffert/ Burmann 2002). Ab Mitte der 70er Jahre 

setzte eine weitreichende Sättigung der Märkte und Markeninflation ein. Das Mar-

kenverständnis der vierten Entwicklungsphase war folglich nachfragerbezogen und 

subjektiv. Als Marke galten diejenigen Produkte oder Dienstleistungen, die von den 

Konsumenten als solche wahrgenommen wurden. Zum einen bildete sich ein image-

orientierter Ansatz der Markenführung heraus, der Markenführung nicht länger als 

Teil des Marketings verstand, sondern beide Bereiche gleichstellte. Somit hatte das 

Markenimage Einfluss auf alle Marketingparameter, wodurch die Integration anderer 

Markenführungsmaßnamen vernachlässigt wurde. Zum anderen entstand gleichzeitig 

der technokratisch-strategieorientierte Ansatz der Markenführung, der die Schwä-

chen des imageorientierten Ansatzes zu beheben versuchte. Daher standen die Pla-

nung, Steuerung und Koordination aller Markenführungsmaßnamen im Zentrum 

(Burmann et al. 2015, Meffert/ Burmann 2002). Die fünfte Entwicklungsphase ab 

Mitte der 90er Jahre ist unter anderem durch Standardisierung und Qualitätshomoge-

nität von Markenartikeln gekennzeichnet (Burmann et al. 2015, Meffert/ Burmann 

2002). Außerdem ist eine Vermehrung von Unternehmensmarken zu beobachten. 

Das kann darauf zurückgeführt werden, dass Unternehmensmarken einerseits häufig 

unter Dienstleistungsunternehmen zu finden sind und andererseits die Positionierung 

auf dem Markt trotz Markeninflation und Wettbewerb erleichtern (Burmann et al. 

2015). Marke wird nun aus einer sozialpsychologischen Perspektive betrachtet. Zum 

einen ist der fraktale Ansatz der Markenführung entstanden, der den Markenkern als 

einen Mythos begreift (Meffert/ Burmann 2002). Dieser ist jedoch für diese Arbeit 

nicht weiter relevant. Zum anderen hat sich der identitätsorientierte Ansatz entwi-
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ckelt, der auf zwei wesentlichen Aspekten aufbaut: Markenidentität und Mar-

kenimage. Im Gegensatz zu dem einseitigen angebots- oder nachfragerorientierten 

Ansatz bezieht diese Markenführungstheorie beide Seiten gleichermaßen ein. Die 

„Outside-in-Perspektive“ richtet die Marke auf die Vorstellungsbilder der Konsu-

menten (Markenimage) aus. Die „Inside-out-Perspektive“ untersucht das Selbstbild 

der Marke (Markenidentität) aus interner Sicht, z. B. Eigentümer oder Mitarbeiter 

(Burmann et al. 2015). Nach dem folgenden Zitat stehen Markenidentität und Mar-

kenimage in einer notwendigen Wechselbeziehung zueinander:  

„Der wechselseitige Austausch zwischen der internen Identität und dem von außen 

zugeschriebenen Image ist ein konstitutives Merkmal der Identität und dient dazu, 

diese fortzuentwickeln“ (Burmann et al. 2015).  

Im nächsten Unterkapitel werden die identitätsorientierten Ansätze nach Kapferer, 

Aaker und Esch, sowie der identitätsbasierte Ansatz nach Burmann präsentiert.  

 

3.1.2 Identitätsorientierte und -basierte Markenführung 

Das Identitätsprisma nach Kapferer (1992) ist das älteste Markenidentitätsmodell. 

Das sechsseitige Prisma umfasst sechs Dimensionen. Die linke Hälfte des Prismas ist 

nach außen orientiert und besteht aus den Dimensionen Erscheinungsbild, Beziehun-

gen und Reflexion. Die rechte Hälfte des Prismas ist nach innen orientiert und um-

fasst die Dimensionen Persönlichkeit, Kultur und Selbst-Image des Konsumenten. 

Außerdem beziehen sich die Dimensionen Erscheinungsbild und Persönlichkeit ex-

plizit auf das Bild des Senders, während die Dimensionen Reflexion und Selbst-

Image explizit auf das Bild des Empfängers Bezug nehmen. Das Erscheinungsbild 

setzt sich aus objektiven, materiellen Merkmalen, wie Produkteigenschaften oder 

Produktnutzen, zusammen. Die Markenpersönlichkeit umfasst alle menschlichen 

Eigenschaften, die eine Marke besitzt. Die Dimension Kultur kann als ein Wertesys-

tem verstanden werden, wodurch sich eine Marke gegenüber anderen abgrenzt. Mit 

Beziehungen sind sowohl die Relationen zwischen einer Marke und dem Konsumen-

ten, als auch die Beziehungen zwischen Menschen, die durch eine Marke beeinflusst 

werden können, gemeint. Die Dimension Reflexion bezieht sich auf das Bild, das der 

Konsument einer Marke von dem typischen Nutzer bzw. der Zielgruppe dieser Mar-

ke hat. Die letzte Dimension Selbst-Image ist die Vorstellung des Konsumenten, die 
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er von sich selbst in Verbindung mit der Marke hat (Esch et al. 2005, Kapferer 1992, 

Radtke 2014). 

 

Nach Aaker setzt sich die Markenidentität aus Assoziationen zusammen, die von 

dem Markenträger kreiert und aufrechterhalten werden. Diese Assoziationen fungie-

ren gleichzeitig als ein Versprechen an den Konsumenten (Aaker 1996). Aaker führt 

im Rahmen seines Markenidentitätsmodells die Begriffe Markenessenz, Kernidenti-

tät und erweiterte Markenidentität ein. Die Markenessenz soll in wenigen Worten 

den Kern einer Marke zusammenfassen. Sie ist der Klebstoff, der die Kernidentität 

zusammenhält. Die Kernidentität umfasst die wesentlichen Kernelemente einer Mar-

ke, die auch bei einer Veränderung oder Erweiterung der Marke, zum Beispiel durch 

Produkterweiterung, bestehen bleiben. Es handelt sich dabei vor allem um die 

Grundwerte und die Vision der Marke. Die erweiterte Markenidentität ist stattdessen 

veränderbar und kann äußeren Faktoren angepasst werden, zum Beispiel das äußere 

Erscheinungsbild wie Logo oder Slogan (Aaker/ Joachimsthaler 2000, Esch et al. 

2005, Radtke 2014). Neben der Strukturierung der Markenidentität führt Aaker vier 

Perspektiven ein, unter denen Markenidentität betrachtet werden kann. Die erste Per-

spektive versteht Marke als Produkt. Markenidentität wird hier durch produktbezo-

gene Assoziationen generiert: Produktkategorie, Produkteigenschaften, Produktquali-

tät, Produktnutzen, typischer Produktnutzer und Herkunftsland (Aaker 1996). Die 

zweite Perspektive sieht Marke als Organisation an und stellt Markenidentität durch 

Assoziationen, die direkt mit dem Unternehmen verbunden werden, her. Aaker zählt 

Aspekte wie Innovation, Fokus auf Qualität oder Umweltschutz auf. Diese sind meist 

Teil der Kultur oder der Werte des Unternehmens und ermöglichen einen höheren 

Grad der Differenzierung als produktbezogene Assoziationen (Aaker 1996, Radtke 

2014). Die dritte Perspektive versteht Marke als Person. Unter Markenpersönlichkeit 

werden ähnlich wie bei Kapferer alle menschlichen Eigenschaften, die mit einer 

Marke assoziiert werden, betrachtet (Aaker 1996, Esch et al. 2005). Die letzte Per-

spektive sieht Marke als Symbol an. Darunter fallen zum einen bildliche Elemente, 

zum Beispiel das Logo oder eine Figur, die eine Marke verkörpert und unmittelbar 

damit assoziiert wird. Zum anderen können auch besondere Ereignisse in der Ge-

schichte von Unternehmen zu Symbolen werden (Aaker 1996, Radtke 2014). 
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Der Ansatz nach Esch ist eine Weiterentwicklung des von Icon Added Value entwi-

ckelten Markensteuerrads (Esch et al. 2005, Esch 2018). Esch übernimmt die vier 

Quadranten, verzahnt sie miteinander und ergänzt das Markensteuerrad um eine fünf-

te Dimension, die Markenkompetenz: 

 
Abbildung 7: Markensteuerrad (Esch 2018: 98). 

Die linke Seite des Markensteuerrads umfasst die Hard Facts, das heißt die sachlich-

rationalen Aspekte, und ist nach der Frage „What’s in it for me?“ ausgerichtet. Zu 

den Hard Facts zählen die zwei Quadranten Markennutzen und Markenattribute. 

Esch erachtet die Trennung zwischen Nutzen und Eigenschaften als wichtig, weil 

Konsumenten keine Produkteigenschaften, sondern einen Produktnutzen, der jedoch 

durch bestimmte Eigenschaften begründet sein muss, kaufen. Beim Markennutzen 

unterscheidet Esch zwischen einem funktionalen Nutzen, zum Beispiel ein gutes 

Preis-Leistungs-Verhältnis oder die vielseitige Verwendung eines Produkts, und ei-

nem psychosozialen Nutzen, zum Beispiel guter Kundenservice (Esch 2018). Auf der 

rechten Seite des Markensteuerrads befinden sich die Soft Facts, das heißt die emoti-

onalen Aspekte, sodass die Frage „How do I feel about it?“ gestellt wird. Die Soft 

Facts werden durch die zwei Quadranten Markentonalität und Markenbild erfasst. 

Bei der Markentonalität werden die Gefühle und Emotionen betrachtet, die durch 

eine Marke ausgelöst werden. Es gibt drei mögliche Zugänge, um die Markentonali-

tät zu erfassen. Der erste Zugang ermittelt die Markenpersönlichkeit, indem die Ei-
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genschaften eines typischen Nutzers bzw. Konsumenten beschrieben werden. Der 

zweite Zugang betrachtet die Markenbeziehungen, das heißt die Beziehungen zwi-

schen einer Marke und den Konsumenten. Der dritte Zugang ergibt sich durch Erleb-

nisse, die mit einer Marke verbunden werden. Konsumenten können Marken sowohl 

mit persönlichen Erlebnissen, als auch mit Erzählungen assoziieren. Das Markenbild 

entsteht durch sinnliche Eindrücke, die einen Einfluss auf das Markenimage ausüben. 

Diese können sowohl visuell, als auch akustisch, haptisch, olfaktorisch und ge-

schmacklich wahrgenommen werden (Esch 2018). Ähnlich wie bei Aaker gibt es bei 

Esch einen Kern der Markenidentität, den er als Markenkompetenz bezeichnet. Die 

vier Quadranten bilden einen äußeren Ring und stellen eine Konkretisierung der 

Markenkompetenz dar (Radtke 2014). Die Markenkompetenz erfasst die zentralen 

Markencharakteristika und bezieht sich auf folgende vier Elemente (Esch 2018): Die 

Markenhistorie und die zeitliche Dauer der Marke im Markt trägt zu einer gewissen 

Kompetenz bei, die sich wiederum positiv auf andere Quadranten des Markensteuer-

rads auswirken kann. Die Herkunft der Marke ruft landestypische Assoziationen her-

vor. Die Rolle der Marke im Markt kann sich in anderen Dimensionen des Marken-

steuerrads wiederspiegeln, beispielsweise in der Markentonalität. Zum Beispiel 

nimmt Lufthansa eine andere Rolle als Ryan Air in der Luftfahrbranche ein: 

„Mit dem Marktführer Lufthansa kann eine bestimmte Macht, aber auch Sicherheit 

verbunden werden, mit einem jungen Marktherausforderer wie Ryan Air hingegen 

Aspekte wie Flexibilität, Dynamik, Jugendlichkeit usw.“ (Esch 2018: 103).  

Als viertes Element der Markenkompetenz nennt Esch zentrale Markenassets durch 

Technologie, Know-how oder Kundenzugänge. Wie bei Aaker sind die äußeren 

Quadranten des Markensteuerrads anders als der Markenkern veränderbar und erwei-

terbar. Außerdem sind die Quadranten miteinander verzahnt. Wie oben bereits er-

wähnt wurde, kaufen Konsumenten keine Eigenschaften, sondern einen Nutzen, der 

jedoch durch Markenattribute gestützt wird. Markenattribute werden zudem sichtbar 

durch das Markenbild. Aber auch die Markentonalität wird erlebbar durch das Mar-

kenbild (Esch 2018). 

 

Der letzte Ansatz, der in dieser Arbeit vorgestellt werden soll, ist die identitätsbasier-

te Markenführung nach Burmann (Burmann et al. 2003, Burmann et al. 2015), die 

auf früheren Überlegungen zur identitätsorientierten Markenführung von Burmann 

und Meffert (Meffert et al. 2002) aufbaut. Im Rahmen dieser Arbeit ist das Vorgän-
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germodell jedoch nicht weiter relevant, sodass nur der identitätsbasierte Ansatz vor-

gestellt werden soll. Burmann definiert Marke als „ein Bündel aus funktionalen und 

nicht-funktionalen Nutzen, deren Ausgestaltung sich aus Sicht der Zielgruppen der 

Marke nachhaltig gegenüber konkurrierenden Angeboten differenziert“ (Burmann et 

al. 2015: 28). Nutzen beschreibt den „Grad der Befriedigung von Bedürfnissen, den 

ein Objekt aus all seinen Merkmalen für den Nachfrager erbringt“ (Burmann et al. 

2003: 8). Der funktionale Nutzen ergibt sich aus physisch-funktionalen Merkmalen, 

wie Farbe, Form oder technische Eigenschaften, während der nicht-funktionale bzw. 

symbolische Nutzen über die Funktionalität hinaus zusätzlichen Nutzen bietet, zum 

Beispiel die Verleihung von Prestige oder Gruppenzugehörigkeit (Burmann et al. 

2003). Außerdem kritisiert Burmann an bisherigen imageorientierten Ansätzen, dass 

eine reine „Outside-in-Perspektive“ nicht ausreicht, damit sich eine Marke auf dem 

Markt differenzieren kann. Der identitätsbasierte Ansatz berücksichtigt daher auch 

die „Inside-out-Perspektive“, um das Selbstbild der Marke (Markenidentität) aus 

Sicht der internen Zielgruppe, zum Beispiel Eigentümer, Management oder Mitarbei-

ter, zu analysieren (Burmann et al. 2015). Markenidentität und Markenimage bilden 

somit gleichermaßen das Grundkonzept der identitätsbasierten Markenführung und 

sollen folglich kurz einzeln erläutert werden. 

Die Markenidentität baut auf Grundlage von sozialwissenschaftlicher und psycholo-

gischer Identitätsforschung auf sechs Komponenten auf: 

 
Abbildung 8: Komponenten der Markenidentität (Burmann et al. 2015: 43). 
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Das Fundament der Markenidentität bildet die Herkunft der Marke, die unter drei 

Gesichtspunkten betrachtet werden kann: räumliche Herkunft, Unternehmensher-

kunft und Branchenherkunft. Der erste Gesichtspunkt meint sowohl das Herkunfts-

land, als auch die kulturelle Herkunft. Die Country-of-origin-Forschung untersucht, 

inwiefern das Herkunftsland die Qualitätswahrnehmung beim Konsumenten beein-

flusst. Die Culture-of-brand-origin-Forschung zeigt, dass Nachfrager auf „cultural 

cues“, das heißt kulturelle Hinweise, zurückgreifen, wenn eine Marke keinem Land 

zugeordnet werden kann (Burmann et al. 2003, Burmann et al. 2015). Dieses Ver-

ständnis von Markenherkunft, das auch bei Esch und Aaker vorzufinden ist, beruft 

sich auf die Wahrnehmung des Konsumenten und ist nach Burmann zu einseitig. Die 

Unternehmensherkunft ordnet eine Marke einem Unternehmen zu und ist nicht im-

mer offensichtlich, wenn ein Unternehmen mehrere Marken führt. Insbesondere Un-

ternehmensgründer und -führer können für die Markenidentität prägend sein. Eine 

Marke kann auch die Branchenherkunft nutzen, um das Selbstbild zu gestalten 

(Burmann et al. 2015). Das zeitliche Gegenstück zur Markenherkunft ist die Mar-

kenvision, die festlegt, in welche Richtung sich eine Marke langfristig entwickeln 

möchte. Sie dient somit als ein Leitfaden für die interne Zielgruppe, um Markenziele 

und unternehmerisches Handeln entsprechend auszulegen. Darüber hinaus ist die 

Markenvision identitätsstiftend und kann bei unrealistischen Wunschvorstellungen 

sogar der Markenidentität schaden (Burmann et al. 2003, Burmann et al. 2015). Eine 

wesentliche Komponente der Markenidentität sind die Markenkompetenzen, die die 

„spezifischen organisationalen Fähigkeiten eines Unternehmens zur marktgerechten 

Identifikation, Veredelung und Kombination von Ressourcen“ (Burmann et al. 2015: 

48) darstellen. Burmann unterscheidet zwischen Veredlungs-, Marktzufuhr- und Me-

ta-Kompetenzen. Veredlungskompetenzen beinhalten zum einen die Fähigkeit, wich-

tige Informationen am Markt zu erkennen und darauf richtig zu reagieren, zum ande-

ren das strategische Planen. Die Marktzufuhrkompetenzen helfen einer Marke, sich 

weiterhin von der Konkurrenz abzugrenzen. Die Marke wird äußeren Faktoren ange-

passt und es wird eine interne Stringenz sichergestellt. Zu den Meta-Kompetenzen 

zählen schließlich die Kundenakquisitionskompetenz und die Kundenbindungskom-

petenz. Kompetenzen sind jedoch temporär, da sich der Markt kontinuierlich verän-

dert und somit auch die Kompetenzen erneuert werden müssen (Burmann et al. 

2015). Die Komponente Markenwerte beschreiben den Glauben der internen Ziel-
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gruppe einer Marke. Sie drücken den nicht-funktionalen Nutzen aus und verkörpern 

den emotionalen Teil der Markenidentität (Burmann et al. 2003, Burmann et al. 

2015). Wenn die Markenwerte jedoch oberflächlich formuliert sind, ergibt sich fol-

gendes Problem: 

„In der Unternehmenspraxis finden sich oft viel zu generische Markenwerte, die 

pauschal für einen verantwortlichen Umgang mit den eigenen Mitarbeitern und der 

Umwelt oder für hohe Produktqualität stehen. […] In dieser austauschbaren Form 

leisten Markenwerte nur einen geringen Beitrag zur Differenzierung und Stärkung 

einer Marke.“ (Burmann et al. 2015: 50) 

Ein Unternehmen muss folglich für individuelle und persönliche Werte stehen, um 

ein Alleinstellungsmerkmal zu schaffen. Ähnlich wie Kapferer und Aaker versteht 

Burmann unter Markenpersönlichkeit alle menschlichen Eigenschaften einer Marke 

(Burmann et al. 2003, Burmann et al. 2015). Die letzte Komponente der Markeniden-

tität ist die Art der Markenleistungen. Während die Markenkompetenzen ausschlag-

gebend für die Art der Produkte und Dienstleistungen einer Marke sind, legen die 

Leistungen fest, welchen funktionalen Nutzen eine Marke dem Konsumenten bieten 

soll und was vermarktet werden soll (Burmann et al. 2003, Burmann et al. 2015).  

Die folgende Abbildung zeigt das Markenimage nach Burmann: 

 
Abbildung 9: Komponenten des Markenimages (Burmann et al. 2015: 57). 

Die Voraussetzung für das Vorhandensein eines Markenimages ist die Markenbe-

kanntheit. Wenn eine Person eine Marke nicht kennt, besitzt sie auch keine Vorstel-
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lungsbilder im Kopf. Die Markenbekanntheit ist daher auch keine Komponente des 

Markenimages. Das Markenimage besteht stattdessen aus folgenden Komponenten: 

die subjektiv wahrgenommenen Markenattribute und der daraus resultierende funkti-

onale und nicht-funktionale Nutzen, der sich für die externe Zielgruppe ergibt. Die 

subjektiv wahrgenommenen Markenattribute bilden das Wissen, das eine Person 

über eine Marke besitzt, ab (Burmann et al. 2015). Der Markennutzen wurde weiter 

oben bereits als Grad der Befriedigung von Bedürfnissen definiert.   

 

3.1.3 Diskussion der Ansätze 

Ein Vergleich der vier Ansätze zeigt, dass bei Kapferer, Aaker, Esch und Burmann 

die Punkte Produktattribute, funktionaler Nutzen, emotionaler Nutzen, Markenper-

sönlichkeit, Markenwerte und Markenherkunft zu finden sind (Radtke 2014). Kapfe-

rer bezieht darüber hinaus die Dimensionen Reflexion und Selbst-Image des Konsu-

menten ein, wobei sich beide auf die Vorstellungsbilder des Konsumenten beziehen. 

Burmann et al. (2015) kritisieren an Kapferers Ansatz, dass eine klare Definition des 

Markenverständnisses fehlt. Tatsächlich wird die Unterscheidung zwischen Mar-

kenidentität und Markenimage bei Kapferer nicht ganz deutlich. Die Reflexion und 

das Selbst-Image des Konsumenten sind Dimensionen des Identitätsprismas und 

folglich Teil der Markenidentitätsbildung. Zugleich beschreiben sie, welchen Ein-

fluss die Marke auf die Wahrnehmung des Konsumenten hat, das heißt sie beziehen 

sich auf das Markenimage. Es wird jedoch nicht klar, welche Bedeutung das Mar-

kenimage für die Markenidentität hat. Die Modelle nach Aaker und Esch haben ge-

meinsam, dass beide einen nicht veränderbaren Markenkern und einen äußeren ver-

änderbaren Ring festlegen. Während Aaker unter dem Markenkern die Grundwerte 

und die Vision einer Marke versteht, definiert Esch darunter die Kompetenz einer 

Marke, zum Beispiel Herkunftsland oder zentrale Markenassets. Esch vernachlässigt 

aber die Markenwerte und Markenvision in seinem Markensteuerrad. Esch und Bur-

mann sprechen der Markenkompetenz beide eine wichtige Rolle zu, dennoch gibt es 

Unterschiede. Beispielsweise ordnet Esch die Markenherkunft der Kompetenz zu, 

während bei Burmann die Herkunft als unabhängige Komponente das Fundament der 

Kompetenzen bildet. Burmann betont außerdem, dass die Kompetenzen temporär 

sind, da sie sich an die Veränderungen des Marktes anpassen müssen. Bei Esch sind 
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jedoch die Markenhistorie und die Markenherkunft konstante Elemente, nur die Rol-

le im Markt und Markenassets können angepasst werden. Zudem haben Burmann 

und Esch eine ähnliche Definition von Nutzen: Konsumenten entscheiden sich für 

eine Marke, die einen funktionalen oder nicht-funktionalen Nutzen, der durch Pro-

dukteigenschaften begründet wird, erbringt. Zusammengefasst, wird die Trennung 

zwischen Markenidentität und Markenimage bei Burmann am deutlichsten. Die Un-

terscheidung bei Kapferer und Aaker bleibt unklar. Das Markensteuerrad nach Esch 

beschreibt, wie die Marke nach außen auftritt und ist daher vorwiegend imageorien-

tiert. Das Bild der internen Zielgruppe, zum Beispiel wie die Marke vom Unterneh-

men selbst wahrgenommen wird bzw. wahrgenommen werden möchte, wird ver-

nachlässigt. Beim identitätsbasierten Ansatz nach Burmann werden Markenidentität 

und Markenimage durch die Abbildung der zwei Gesichter gleichwertig dargestellt. 

Ein Unternehmen kann nur die Markenidentität lenken, da das Markenimage auch 

durch externe Faktoren, die das Unternehmen nicht beeinflussen kann, zum Beispiel 

persönliche Erlebnisse des Konsumenten, geformt wird. Nachhaltigkeit als Strategie 

der Markenführung ist somit im Bereich der Markenidentität zu verordnen, da es 

vom Unternehmen bewusst zur Positionierung der Marke eingesetzt wird. Nachhal-

tigkeit sollte folglich auch in den Markenleistungen integriert sein, damit ein Unter-

nehmen von außen als nachhaltig wahrgenommen werden kann. 

 

3.2 Bedeutung der Nachhaltigkeit für die Markenführung 

Zentes et al. definieren nachhaltige Markenführung als „die systematische Planung 

und Koordination aller Maßnahmen zur Schaffung von ökologischen, ökonomischen 

und sozialen Assoziationen in den Köpfen der unternehmerischen Anspruchsgrup-

pen“ (Zentes et al. 2014: 7). Nachhaltigkeit ist demnach in der Markenidentität ver-

ankert und äußert sich durch ökologische, ökonomische und soziale Ziele eines Un-

ternehmens (Zentel et al. 2014). Nach Schaltegger kann Nachhaltigkeit auf drei Ar-

ten in der Markenstrategie umgesetzt werden: als „konsequente Öko-, Fair-Trade 

oder Nachhaltigkeitsmarke“, als „kombinierte Marke“ oder als „flankierendes, meist 

nicht direkt thematisiertes Zusatzargument einer ‚konventionellen‘ Marke“ 

(Schaltegger 2004: 2688). Die Festlegung auf eine der drei Arten hängt davon ab, ob 

ein Nischenmarkt oder eine breite Masse von Konsumenten angesprochen wird. 
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Schaltegger argumentiert, dass Nachhaltigkeit oft kein vorrangiges Positionierungs-

kriterium, sondern ein gleichberechtigtes oder nur begleitendes Kaufargument dar-

stellt, sobald ein Massenmarkt angesprochen wird (Schaltegger 2004). Außerdem 

spielen weitere Kriterien, wie die „Wahrnehmbarkeit des Nachhaltigkeitsvorteils 

durch die Käufer“ oder die „UmweIt-/Sozialrelevanz des Produktes“ (Schaltegger 

2004: 2689), eine Rolle. Lufthansa und Finnair operieren in der Luftfahrbranche und 

bieten vorrangig die Dienstleistung Fliegen an. Beim Fliegen handelt es sich grund-

legend um keine nachhaltige Dienstleistung, sondern im Gegenteil um die klima-

schädlichste Art der Fortbewegung. Folglich sind Lufthansa und Finnair keine Öko-, 

Fair-Trade oder Nachhaltigkeitsmarken, dennoch sind Nachhaltigkeitsaspekte Teil 

ihrer Markenstrategie. Sie sprechen eine breite Masse an Konsumenten und keinen 

umwelt- oder sozialorientierten Nischenmarkt an. Man kann davon ausgehen, dass 

die zwei Luftfahrgesellschaften Nachhaltigkeit als ein Zusatzargument nutzen, um 

ihre konventionelle Marke aufzuwerten. Ferner kann angenommen werden, dass 

Lufthansa und Finnair durch nachhaltiges Handeln ihren Konsumenten einen Zusatz-

nutzen bieten möchten. Die Dienstleistung Fliegen hat durch das Ausstoßen von 

Treibhausgasen und weiteren Emissionen eine negative Auswirkung auf das Klima 

und die Umwelt. Nachhaltiges Handeln in der Markenführung von Lufthansa und 

Finnair besteht daher vorrangig aus der Schadensbegrenzung der selbstverursachten 

Umweltauswirkungen. Nachhaltigkeit kann aus unterschiedlichen Gründen einen 

Zusatznutzen für Unternehmen darstellen. Unternehmen nutzen Nachhaltigkeit zum 

Aufbau einer Reputation, die entscheidend zum Erfolg des Unternehmens beitragen 

kann (Brugger 2010). Weitere Gründe für Nachhaltigkeit in der Markenführung sind 

die Akquisition und Bindung von Kunden, Mitarbeiterbindung und -motivation oder 

die Sicherung von neuen Marktanteilen (Brugger 2010). Eine zentrale Herausforde-

rung, die sich bei der Integration von Nachhaltigkeit in der Markenführung ergibt, ist 

die Glaubwürdigkeit: „Bedeutende Informationsasymmetrien zwischen Anbietern 

und Nachfragern können zu substanziellen Glaubwürdigkeitsproblemen führen“ 

(Schaltegger 2004: 2683). Außerdem kann eine fehlende Übereinstimmung von 

Nachhaltigkeitskommunikation und tatsächlichem Handeln dem Markenimage dau-

erhaft schaden. Aussagen zu Nachhaltigkeit müssen sich deshalb in der Markensub-

stanz widerspiegeln, um nicht das Bild von Greenwashing zu kreieren (Zentes 2014). 

Unter Greenwashing versteht man bewusst irreführende Kommunikationsmaßnah-
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men eines Unternehmens, um das eigene Image nachhaltiger und verantwortungsvol-

ler als in der Realität darzustellen. Eine beliebte Form des Greenwashings sind Ko-

operationsprojekte, zum Beispiel mit NGOs, die nach außen ein ökologisches oder 

soziales Engagement ohne Eigennutzen vermitteln (Pufé 2017). Sponsoring bedeutet 

aber nicht gleich Greenwashing und wird im anschließenden Unterkapitel näher er-

läutert. Um Glaubwürdigkeitsprobleme und Greenwashing zu verhindern, müssen 

Unternehmen grundsätzlich Transparenz schaffen (Schaltegger 2004).  

 

3.3 Konzepte nachhaltiger Markenführung in Unternehmen 

Angesichts der zunehmenden Übernutzung der ökologischen Systeme und der sozia-

len Ungleichheit zwischen Industrie- und Entwicklungsländern sind Unternehmen 

keine autonomen Akteure, sondern müssen sich ihrer gesellschaftlichen Verantwor-

tung bewussten werden. Unternehmen können durch verantwortungsloses Wirtschaf-

ten einen negativen Einfluss auf ökologische oder soziale Systeme haben, zum Bei-

spiel durch Ressourcenverbrauch, Emissionsausstoß oder Ausbeutung günstiger Ar-

beitskräfte im Ausland. Die wachsenden Ansprüche gegenüber Unternehmen führten 

zur Entwicklung von unterschiedlichen Konzepten zur Umsetzung von gesellschaft-

licher Verantwortung in Unternehmen. Im Folgenden sollen die zwei zentralen Be-

griffe „corporate social responsibility“ und „social citizenship“ erläutert werden.  

 

3.3.1 Corporate Social Responsibility  

Der Begriff corporate social responsibility (CSR) meint grundsätzlich die gesell-

schaftliche Verantwortung von Unternehmen, aber es gibt keine einheitliche Be-

stimmung des Begriffs. Um den Rahmen dieser Arbeit nicht zu sprengen, wird folg-

lich nur der Ansatz der Europäischen Kommission vorgestellt. Da es sich bei Luft-

hansa und Finnair um europäische Unternehmen handelt, wird CSR hier im europäi-

schen Kontext betrachtet. CSR wird im Grünbuch der Europäischen Kommission als 

„ein Konzept, das den Unternehmen als Grundlage dient, auf freiwilliger Basis sozia-

le Belange und Umweltbelange in ihre Unternehmenstätigkeit und in die Wechselbe-

ziehungen mit den Stakeholdern zu integrieren“ (Europäische Kommission 2001: 7) 

definiert. 2011 veröffentlichte die Kommission eine neue Definition des CSR-
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Begriffs, die gesellschaftliche Verantwortung von Unternehmen auf Grundlage von 

bestimmten Kriterien beschreibt. Demzufolge umfasst CSR zumindest folgende As-

pekte: Menschenrechte, Unterstützung und Gleichberechtigung von Mitarbeitern 

(zum Beispiel Trainings, Geschlechtergleichberechtigung oder Gesundheitsmaßnah-

men), Umwelt (zum Beispiel Erhalt der Biodiversität, Beitrag zum Klimaschutz, 

Ressourceneffizienz oder Reduzierung von Emissionen) und Korruptionsbekämp-

fung. Außerdem stehen weitere Punkte, wie Inklusion oder Datenschutz, auf der 

Agenda (Europäische Kommission 2011).  

In der deutschen Version des Grünbuchs wird CSR wortwörtlich als „soziale“ Ver-

antwortung von Unternehmen übersetzt, wodurch sich aber das Missverständnis er-

geben kann, dass ökologische Aspekte nicht Teil der CSR sind. Eine treffendere Be-

zeichnung ist daher „gesellschaftliche“ Verantwortung, da sie sowohl die soziale, als 

auch die ökologische Dimension berücksichtigt (Brugger 2010). Daher wird häufig 

auch der gekürzte Begriff „corporate responsibility“ (CR) verwendet (Jonker et al. 

2011).  

 

3.3.2 Corporate Citizenship  

Unter dem Begriff corporate citizenship (CC) wird das bürgerliche Engagement von 

Unternehmen verstanden (Jonker et al. 2011). Das Unternehmen übernimmt die Rol-

le eines Bürgers mit Rechten und Pflichten gegenüber der Gesellschaft (Brugger 

2010). Die Europäische Kommission definiert CC als „Gestaltung der Gesamtheit 

der Beziehungen zwischen einem Unternehmen und dessen lokalem, nationalem und 

globalem Umfeld“ (Europäische Kommission 2001: 28). Bürgerliches Engagement 

ist in unterschiedlichen Bereichen der Gesellschaft möglich: Gesundheit, Bildung, 

Umwelt oder Kultur (Jonker et al. 2011). CC umfasst außerdem unterschiedliche 

Formen der Umsetzung. Eine klassische Form des bürgerlichen Engagements sind 

Spenden, worunter „die freiwillige Zuwendung von Geld oder Gütern ohne Gegen-

leistung“ (Jonker et al. 2011: 6) verstanden wird. Ein weiteres beliebtes Instrument 

ist das Sponsoring, das im Gegensatz zur Spende jedoch einen Austausch von Leis-

tungen zwischen Sponsor und Empfänger beinhaltet. Bürgerliches Engagement von 

Unternehmen kann auch durch die Freistellung von Mitarbeitern für Freiwilligenar-

beit (Corporate Volunteering) umgesetzt werden (Brugger 2010, Jonker et al. 2011). 
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Eine weitere Möglichkeit ist das Gründen von unternehmenseigenen Stiftungen 

(Corporate Foundation). 

 

 

4 Unternehmen 

 

Dieses Kapitel soll einen Überblick über die wesentlichen Eckdaten und Geschäfts-

felder von Lufthansa und Finnair geben. Bei den ausgewählten Unternehmen handelt 

es sich um europäische Fluggesellschaften, die sich ungefähr im selben Preissegment 

befinden. Nachhaltigkeit ist in beiden Unternehmen eine Strategie der Markenfüh-

rung und wird auf den Kommunikationskanälen Webseite und Nachhaltigkeitsbe-

richt, die anschließend mithilfe der Isotopieanalyse untersucht werden sollen, thema-

tisiert. Die folgenden Informationen sollen als Hintergrundwissen für die Analyse 

dienen. 

 

4.1 Lufthansa 

Die Deutsche Lufthansa AG, die international unter dem Markennamen Lufthansa 

Group auftritt, ist ein deutsches Luftfahrtunternehmen mit Sitz in Köln. Das Unter-

nehmen Lufthansa wurde erstmals 1926 gegründet und nach Auflösung durch die 

Alliierten unter dem Namen Aktiengesellschaft für Luftverkehrsbedarf (Luftag) im 

Jahr 1953 neu gegründet. Luftag erwarb ein Jahr später den Markennamen und das 

Logo, den Kranich, sowie die Farben blau und gelb des ursprünglichen Unterneh-

mens und nannte sich seitdem Deutsche Lufthansa Aktiengesellschaft. Am 1. April 

1955 führte Lufthansa den ersten Linienflugverkehr durch. Während das Unterneh-

men anfangs noch überwiegend im Besitz des Staates war, wurde es 1997 vollständig 

privatisiert (Lufthansa Group 2019a). Heute ist die Deutsche Lufthansa AG ein 

weltweit operierendes Dachunternehmen, das neben der Fluggesellschaft Lufthansa 

zahlreiche weitere Tochterunternehmen umfasst. Die Geschäftsfelder der Lufthansa 

Group beinhaltet die Network Airlines, Eurowings und die Aviation Services. Die 

Network Airlines setzen sich aus den drei Fluggesellschaften Lufthansa, SWISS und 
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Austrian Airlines zusammen, die im höheren Preis- und Qualitätssegment angesiedelt 

sind (Lufthansa Group 2019b). Das Geschäftsfeld Eurowings beinhaltet die Flugge-

sellschaften Eurowings, Germanwings, Eurowings Europe und Brussels Airlines, 

sowie Anteile an der Fluggesellschaft SunExpress. Eurowings bietet Dienstleistun-

gen im niedrigeren Preissegment als die Network Airlines an (Lufthansa Group 

2019b). Die Aviation Services setzen sich aus den Bereichen Luftfrachtverkehr, 

Technik und Catering zusammen. Lufthansa Cargo ist auf den Luftfrachtverkehr von 

Flughafen zu Flughafen spezialisiert und wickelt neben Standard- und Expressfracht 

auch den Transport von Spezialprodukten, wie lebendigen Tieren, Post oder Gefah-

rengut, ab (Lufthansa Group 2019c). Die Lufthansa Technik AG setzt sich wiederum 

aus 35 Tochter- und Beteiligungsunternehmen zusammen und bietet unterschiedliche 

technische Dienstleistungen an, zum Beispiel Wartung, Reparatur, Ausstattung oder 

Umrüstung (Lufthansa Group 2019d). Im Bereich Catering ist die LSG Lufthansa 

Service Holding AG weltweit führender Anbieter und setzt sich aus den Marken 

LSG Sky Chefs für klassisches Catering, Retail inMotion für Bordverkaufs- und 

Bordunterhaltungsprogramme, SPIRIANT für Bordserviceequipment und Evertaste 

für verpackte Produkte zusammen (Lufthansa Group 2019e). Die Strategie der Luft-

hansa Group zielt auf die Positionierung als führende europäische Airline Group 

durch die stetige Weiterentwicklung der Airlines und der weiteren Geschäftsfelder 

ab. Das Unternehmen Lufthansa setzt neben Qualität auf weitere Kernelemente wie 

Konsolidierung, Flexibilisierung und Digitalisierung in der Unternehmensstrategie 

(Lufthansa 2019f). Außerdem ist Lufthansa Gründungsmitglied der Star Alliance 

(Lufthansa 2019g). 2018 machte die Lufthansa Group einen Umsatz von 35.844 Mil-

lionen Euro und beschäftigte 135.534 Mitarbeiter (Lufthansa 2019h). Außerdem war 

sie mit 142,3 Millionen Passagieren die größte Fluggesellschaft Europas (Tagesschau 

2019). 

 

4.2 Finnair 

Finnair ist eine finnische Fluggesellschaft mit Sitz in Vantaa und zählt zu den ältes-

ten noch tätigen Luftfahrgesellschaften der Welt. Das Unternehmen wurde 1923 un-

ter dem Namen Aero gegründet. 1946 erwarb der finnische Staat eine mehrheitliche 

Beteiligung an Aero, das bis dahin noch ein privates Unternehmen war. Die Flugge-
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sellschaft nahm den Namen Finnair im Jahr 1968 an und trat 1997 der Allianz one-

world bei (Finnair 2019a). Die Geschäftsfelder von Finnair umfassen neben dem 

Passagierflugverkehr auch den Transport von Fracht. Finnair Cargo ist eine der größ-

ten Luftfrachtgesellschaften in der nordischen und baltischen Region und ist auf den 

Transport von Wertgütern zwischen Europa und Asien über die kürzere nördliche 

Route spezialisiert. Ein weiteres Geschäftsfeld ist das Angebot von Reisedienstleis-

tungen über die Buchungsplattformen Aurinkomatkat und Finnair Holidays (Finnair 

2019b). Außerdem besitzt Finnair 40% Anteil an der nordischen regionalen Flugge-

sellschaft Norra (Finnair 2019b). Die Unternehmensstrategie zielt vor allem auf den 

Passagier- und Frachtflugverkehr zwischen Europa und Asien ab. Finnair hat die 

Vision, seinen Kunden eine einzigartige nordische Erfahrung zu ermöglichen. Die 

Mission besteht darin, die einfachsten und schnellsten Verbindungen in der nördli-

chen Hemisphäre über Helsinki und die kürzesten Flüge in asiatische Städte anzubie-

ten. Außerdem möchte Finnair hohe Qualität, sowie kosteneffektive und pünktliche 

Flüge anbieten (Finnair 2019c). 2018 betrug der Umsatz von Finnair 2849,7 Millio-

nen Euro (Finnair 2019d). Außerdem wurde Finnair vom Hamburger Flugsicher-

heitsbüros Jacdec zu der sichersten Fluggesellschaft der Welt im Jahr 2018 ernannt 

(Handelsblatt 2019).  

 

 

5 Isotopie 

 

In diesem Kapitel wird die Isotopieanalyse als ein mögliches Analyseverfahren, um 

Nachhaltigkeit in ausgewählten Texten von Lufthansa und Finnair untersuchen zu 

können, vorgestellt. Die Theorie der Isotopie geht auf den Semiotiker und Mitbe-

gründer der École de Paris Algirdas Julien Greimas zurück, dessen Werk "Sémanti-

que structurale" die moderne Textsemiotik prägt. Darin entwickelt er eine strukturale 

Analyse, die gleichermaßen auf literarische, wissenschaftliche, politische und mythi-

sche Texte angewendet werden kann (Zima 1991). Unter Isotopie versteht Greimas 

grundsätzlich das wiederholte Auftreten von Bedeutungen in Texten (Greimas 1971). 
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Kallmeyer et al. definieren das Zustandekommen von Isotopien in Anlehnung an 

Greimas folgendermaßen: 

„Lexeme, die in einem Text über ein gemeinsames, rekurrent-dominantes semanti-

sches Merkmal verknüpft sind, konstituieren eine Isotopieebene. Ein Isotopieebene 

kann immer dann angenommen werden, wenn wenigstens zwei Lexeme diese Vo-

raussetzung erfüllen.“ (Kallmeyer et al. 1974: 149) 

Greimas bezeichnet ein semantisches Merkmal als Sem, worunter er die kleinste Be-

deutungseinheit eines Lexems versteht. Die Bedeutung eines Lexems ergibt sich aus 

der Summe aller Bedeutungseinheiten bzw. Seme, die das Lexem beschreiben. Die 

Zusammensetzung der Bedeutungseinheiten in einem Lexem wird von Greimas als 

Semem bezeichnet (Greimas 1971). Demzufolge ist das Semem die Summe aller 

Seme, die einem bestimmten Lexem zugeordnet werden. Semantische Verknüpfun-

gen in Texten kommen zustande, indem unterschiedliche Lexeme durch dasselbe 

semantische Merkmal beschrieben werden und dadurch in Relation zueinanderste-

hen. Das obige Zitat beschreibt diese semantische Verknüpfung als Isotopieebene, 

die aus mindestens zwei Lexemen, welche durch ein gemeinsames und wiederholt 

auftretendes semantisches Merkmal verbunden sind, konstruiert wird. Greimas geht 

außerdem davon aus, dass jedes Lexem aus einem Semkern und mindestens einem 

variablen kontextuellen Sem bzw. Klassem zusammengesetzt ist: 

„In semantics we designate the invariable part of a lexeme as the kernel or nucleus, 

which, through the addition of contextual semes, produces one or more sememes.” 

(Greimas/ Courtés 1982: 167) 

Der Semkern wird als eine Invariante, das heißt als unabhängige und unveränderliche 

Bedeutungseinheit eines Lexems, verstanden, die auch bei Veränderung des Inhalts 

bzw. des Kontextes erhalten bleibt. Das kontextuelle Sem ist dagegen variabel, da es 

sich aus dem Kontext ergibt. Als Bedeutungseinheit eines Lexems schafft es darüber 

hinaus eine Verbindung zu anderen Lexemen im Text, wodurch es eine kontextuelle 

Funktion besitzt (Greimas 1971). Um genau zu sein, konstituieren sich nach Greimas 

Isotopieebenen durch die Rekurrenz von kontextuellen Semen bzw. Klassemen 

(Greimas 1971, Kallmeyer et al. 1974). Die bisherigen Überlegungen gehen von der 

Monosemie von Lexemen aus. Monosemie kann als das Vorhandensein von nur ei-

nem Semem in einem Lexem definiert werden (Greimas/ Courtés 1982). Lexeme 

können aber mehrdeutig sein, wenn ihnen mehrere kontextuelle Seme zugeordnet 

werden können, die untereinander konkurrieren. Man spricht dann auch von Polyse-
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mie (Kallmeyer et al. 1974). Nach Greimas liegt dann eine komplexe Isotopie vor, 

wenn sich ein Lexem zwei oder mehreren Isotopieebenen zuordnen lässt. Es existiert 

folglich mehr als eine mögliche Lesart des betroffenen Textes (Greimas 1971). Ras-

tier spricht auch von vertikalen oder metaphorischen Isotopien (Rastier 1974). Kom-

plexe Isotopien werden in der Werbung häufig bewusst eingesetzt, um dem Empfän-

ger unterschiedliche Verständnismöglichkeiten zu bieten und Assoziationen auszulö-

sen (Heiz 1978). Mehrdeutige Lesarten von Werbung können beispielsweise humor-

voll wirken oder den Empfänger dazu veranlassen, sich länger mit der Werbung aus-

einander zu setzen (Hennecke 1999). Da es sich bei dem Untersuchungsmaterial die-

ser Arbeit überwiegend um sachliche und informative Texte handelt, kann ange-

nommen werden, dass komplexe Isotopien hier nicht als stilistisches Mittel einge-

setzt werden. Die Polysemie von Lexemen kann aber dennoch eine Rolle spielen.  

 

Klasseme sind außerdem dadurch gekennzeichnet, dass sie durch ihre Rekurrenz im 

Text Kategorien, wie lebendig/ unlebendig oder Tier/ Pflanze, bilden, die sich von 

Kultur zu Kultur unterscheiden können (Greimas/ Courtés 1982). Der Sinn jedes 

Textes lässt sich folglich in „binäre Oppositionen“ (Trabant 1996: 53) einteilen. 

Demzufolge ist das Sem kein autonomes Element, sondern existiert erst durch das 

Zustandekommen von Oppositionen bzw. durch den „differential gap“ zu anderen 

Semen, wie es Greimas und Courtés beschreiben: 

“The seme is not an autonomous, atomistic element; it exists only because of the dif-

ferential gap that opposes it to other semes. In other words, the nature of semes is 

purely relational and never substantial, and the seme cannot be defined as the end 

term of the relation that one sets up and/or grasps with at least one other term of the 

same relational network.” (Greimas/ Courtés 1982: 278) 

Dieses Zitat ergibt aber einen Widerspruch zu Greimas bisherigem Verständnis des 

Sem-Begriffs. Auf der einen Seite schreibt Greimas dem Sem einen invarianten 

Semkern zu und auf der anderen Seite beschreibt er das Sem als relational zu anderen 

Semen in einem Text (Schmidt 2000). An Stelle der Unterteilung des Sems in Sem-

kern und kontextuellen Sem schlägt Rastier die Begriffe „sème inhérent“ und „sème 

afférent“ (Rastier 1987) vor. Nach Rastier sind beide Formen kontextgebunden und 

besitzen keinen invarianten Kern, stattdessen haben sie unterschiedliche Funktionen 

in Relation zu anderen Semen. Das inhärente Sem ist in seiner „Zugehörigkeit zu 

einer semantischen Klasse bezüglich dieser Klasse endgültig und unterscheidend“ 
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(Schmidt: 2000: 117). Die Zuordnung zu einer Klasse stützt sich auf sprachliche 

Normen, da das inhärente Sem dem funktionellen System einer Sprache angehört. 

Das afferente Sem ist im Gegensatz dazu nicht endgültig und nicht unterscheidend 

bezüglich einer semantischen Klasse, sondern basiert auf sozialen Normen, konnota-

tiven Zuschreibungen oder Idiolekt (Schmidt 2000). Auch Zima kritisiert an Greimas 

Isotopiebegriff, dass Isotopien nicht nur aus dem Text heraus, das heißt textimma-

nent, konstruiert werden, sondern häufig durch äußere Einflüsse aus dem kulturellen, 

sozialen oder soziolinguistischen Bereich geschaffen werden (Zima 1991). Man kann 

daher annehmen, dass das Ergebnis einer Isotopieanalyse in der individuellen Inter-

pretationsstrategie eines Lesers begründet ist, der sich auf persönliche Wissensbe-

stände beruft. Demnach ist auch die Festlegung von inhärenten und afferenten Semen 

eine Interpretationssache (Rastier 1987). Nach Schmidt folgt daraus, dass Isotopie 

„weniger auf der Rekurrenz eines semantischen Merkmals im Text beruht, sondern 

in viel entscheidender Weise auf einer Erwartungserfüllung beim Rezipienten“ 

(Schmidt 2000: 117f). Demzufolge ist ein wichtiger Schritt der Isotopieanalyse die 

Bildung von Hypothesen, die bei Bestätigung oder Revidierung zur Überprüfung der 

Interpretationsstrategie beitragen (Schmidt 2000). 

 

Angesichts der Schwächen des Isotopie-Begriffs bei Greimas definiert Rastier Isoto-

pie nicht länger als Rekurrenz von kontextuellen Semen, sondern als das „wiederhol-

te Vorkommen einer sprachlichen Einheit“ (Rastier 1974: 157). Er führt neben den 

bereits bekannten Inhaltsisotopien die Kategorie der Ausdrucksisotopien ein. Zu den 

Inhaltsisotopien zählen die klassematischen Isotopien, die auch bei Greimas die Re-

kurrenz kontextueller Seme im Text bedeuten. Auf der Ebene der semiologischen 

Isotopien unterscheidet er zwischen der horizontalen/ sememischen Isotopie, der 

elementarsten Isotopie in Form einer Verknüpfung von Sememen durch gemeinsame 

Seme, und der vertikalen/ metaphorischen Isotopie, die bei Greimas unter dem Be-

griff der komplexen Isotopie bekannt ist. Die Erweiterung liegt darin, dass Rastier 

Isotopien auf syntaktischer oder auf phonologischer Ebene, z. B. Assonanz oder Alli-

teration, berücksichtigt (Rastier 1974). Die Ausdrucksisotopien nach Rastier gehen 

jedoch zu weit für die Analyse dieser Arbeit, da das Ziel der anschließenden Isoto-

pieanalyse darin liegt, inhaltliche Bedeutungseinheiten von Nachhaltigkeit aufzude-

cken. 
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Nachdem die theoretischen Grundlagen der Isotopie aus unterschiedlichen Perspekti-

ven diskutiert wurden, werden als nächstes zwei Ansätze zur praktischen Umsetzung 

der Isotopieanalyse vorgestellt. Beim ersten Ansatz handelt es sich um das multimo-

dale Analysemodell nach Hennecke (1999, 2012). Das gesamte Modell ist jedoch zu 

umfangreich und würde den Rahmen dieser Arbeit sprengen, weshalb nur der Aspekt 

der Isotopie betrachtet wird. Unter multimodalen Texten versteht Hennecke verbale 

und nonverbale, zum Beispiel bildliche, Teiltexte, die sich gegenseitig ergänzen oder 

determinieren und erst als Gesamttext eine Bedeutung bzw. einen Sinn ergeben 

(Hennecke 2012). Ähnlich wie Rastier versteht Hennecke Isotopie als die Rekurrenz 

von Zeichen, wodurch das Analyseverfahren nicht länger an sprachliche Texte ge-

bunden ist, sondern an multimodalen Texten angewendet werden kann. Das Vorge-

hen besteht aus drei Stufen: Die Bestimmung von Isotopien auf sprachlicher Ebene, 

auf visueller Ebene und letztendlich die Bestimmung von Isotopien zwischen sprach-

lichem Text und Bild (Hennecke 1999). Eine Isotopieanalyse von multimodalen Tex-

ten kann dazu beitragen, Missverständnisse durch komplexe Isotopien aufzulösen. 

Zum Beispiel kann die intendierte Bedeutung eines polysemen Lexems in einem ver-

balen Teiltext durch den Einbezug des bildlichen Teiltextes identifiziert werden, in-

dem gemeinsame rekurrente Merkmale im verbalen Text und im Bild gefunden wer-

den, die eine gemeinsame Isotopieebene konstituieren (Hennecke 1999). Hennecke 

nutzt die Isotopieanalyse zur Untersuchung von Werbeanzeigen. 

Ein weiterer Ansatz ist die Markenisotopieanalyse nach Kastens (2008), die als In-

strument zur Untersuchung der linguistischen Markenführung dient. Der Ansatz nach 

Kastens orientiert sich stark an der identitätsorientierten Markenführung, die bereits 

in Kapitel 3.1.2 und Kapitel 3.1.3 besprochen wurde. Im ersten Schritt der Mar-

kenisotopieanalyse werden die Markenidentitätseigenschaften einer Marke bestimmt. 

Diese Eigenschaften haben einerseits eine denotative alltagssprachliche Bedeutung 

und andererseits eine variable konnotative Bedeutung, da der Empfänger bzw. Kon-

sument subjektive Assoziationen oder Bilder mit einem Lexem verbindet. Diese 

Zweiseitigkeit bietet Markenträgern die Möglichkeit, ein Lexem mit ihrer Marke zu 

besetzen und die Bedeutung des Lexems hinsichtlich ihrer Intention zu prägen. Im 

nächsten Schritt wird mithilfe der Markenisotopieanalyse auf semantischer Ebene 

geprüft, ob sich die intendierte Bedeutung der Markenidentitätseigenschaften im 
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Text wiederspiegelt. Die Markenidentitätseigenschaften werden als Klasseme ver-

standen. Der Text wird auf Lexeme oder Sätze durchsucht, die als rekurrentes 

Merkmal eine Markenidentitätseigenschaft gemeinsam haben (Kastens 2008). Die 

Ansätze nach Hennecke und Kastens zeigen, dass Isotopie trotz der modernen Kom-

plexität der Werbung und Markenführung praktische Anwendung findet. 

 

 

6 Analyse  

 

Nachdem die theoretischen Grundlagen und Ansätze zur praktischen Anwendung der 

Isotopie im letzten Kapitel vorgestellt wurden, wird als nächstes die Analyse dieser 

Arbeit präsentiert. Die Forschungsfrage der Arbeit lautet: „Wie positionieren sich die 

Unternehmen Lufthansa und Finnair durch Nachhaltigkeit auf den Webseiten und in 

den Nachhaltigkeitsberichten?“. Corporate responsibility wird auf beiden Kommuni-

kationskanälen der Unternehmen thematisiert. Demnach wird die Annahme getrof-

fen, dass Nachhaltigkeit eine Isotopieebene in den untersuchten Texten bildet. Im 

Folgenden wird zunächst das Korpus dieser Arbeit vorgestellt und anschließend das 

methodische Vorgehen beschrieben. 

 

6.1 Korpus 

Das Korpus setzt sich jeweils aus ausgewählten Seiten der Webseite und dem Nach-

haltigkeitsbericht des Jahres 2018 der Unternehmen Lufthansa und Finnair zusam-

men. Beim deutschen Unternehmen handelt es sich um die Homepage der Lufthansa 

Group in englischer Sprache: https://www.lufthansagroup.com/en. „Responsibility“ 

bildet einen eigenständigen Reiter in der Navigationsleiste der Webseite von Luft-

hansa. Aus dem Kapitel 3.3.1 ist bereits bekannt, dass corporate responsibility ein 

Konzept nachhaltiger Markenführung darstellt, sodass man davon ausgehen kann, 

dass auf dieser Seite und den jeweiligen Unterseiten Nachhaltigkeitsthemen kommu-

niziert werden. Die Unterseiten „Corporate Responsibility”, „Economic Sustainabili-

ty“, „Climate & Environment“, „Product & Customer“, „Employees & Society“, 
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„Sustainability Reports”, „News” und ihre jeweils untergeordneten Seiten werden 

daher in das Korpus ausgenommen. Um feststellen zu können, ob Nachhaltigkeit 

durchweg in der Markenführung kommuniziert wird, werden daher nicht nur Texte 

berücksichtigt, die sich offensichtlich mit Nachhaltigkeit befassen. Aus diesem 

Grund werden auch die Seiten „Home“, „Newsroom“, „Company“ und „Investor 

Relations“ der Navigationsleiste in das Korpus aufgenommen. Der Navigationspunkt 

„Jobs & Careers“ leitet den Besucher auf eine andere Webseite des Unternehmens 

Lufthansa weiter, die sich wiederum aus weiteren Seiten zusammensetzt. Der Einbe-

zug dieser Webseite würde jedoch den Rahmen dieser Analyse sprengen, sodass der 

Navigationspunkt „Jobs & Careers“ ausgeklammert wird. Die Seite „Newsroom“ 

wird nur auf der ersten Ebene untersucht, da die Unterseiten und Pressemitteilungen 

aufgrund der großen Menge den Rahmen der Analyse überschreiten. Unter dem Na-

vigationspunkt „Company“ werden alle Unterseiten bis hin zu der niedrigsten Ebene 

im Korpus berücksichtigt. Unter dem Navigationspunkt „Investor Relations“ werden 

alle weiteren Ebenen der Unterseite „Corporate Facts“ berücksichtigt, da hier unter 

anderem die Seite „Group Strategy“ beinhaltet ist. Zum Beispiel ist für die Analyse 

von Interesse, ob die Unternehmensstrategie auch die ökologische oder soziale Di-

mension der Nachhaltigkeit berücksichtigt. Die weiteren Unterseiten des Navigati-

onspunkts „Investor Relations“ werden jedoch nur auf der obersten Ebene betrachtet, 

da es sich bei den untergeordneten Seiten zum Beispiel um die Organisationsstruktur 

oder die Aufteilung der Unternehmensanteile von Lufthansa handelt. Das würde den 

Rahmen dieser Analyse jedoch sprengen. Die ausgewählten Seiten der Webseite 

können im Anhang A I dieser Arbeit eingesehen werden. Der Nachhaltigkeitsbericht 

von Lufthansa „Balance. Sustainability report 2019“ beinhaltet Informationen über 

das Jahr 2018 und besteht insgesamt aus 138 Seiten. Dieser wird vollständig in das 

Korpus übernommen und ist im Anhang A II dieser Arbeit zu finden. 

Bei der untersuchten Webseite von Finnair handelt es sich ebenfalls um die englische 

Homepage der Fluggesellschaft: https://company.finnair.com/en. Das Korpus um-

fasst die Navigationspunkte „About“, „Investor Relations“, „Media“, „Careers“ und 

„Corporate Responsibility”, sowie jeweils weitere Unterseiten. Der Navigationspunkt 

„Blue Wings“ leitet den Besucher auf die Webseite des Magazins „Blue Wings“ von 

Finnair weiter und wird daher ausgeklammert, da es den Rahmen dieser Arbeit über-

schreitet. Die Seite „Company Contacts“ wird ebenfalls ausgeklammert, da sie für 
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die Analyse von Nachhaltigkeit keine große Rolle spielt. Unter dem Navigations-

punkt „About“ werden außerdem die Seiten „Finnair values“ und „The history of 

Finnair“ betrachtet. Unter dem Navigationspunkt „Investor Relations“ wird die Un-

terseite „Finnair as an investment“ und alle untergeordneten Ebenen in das Korpus 

aufgenommen, darunter auch die Seite „Strategy“, sowie ihre fünf Unterseiten 

„Growth”, „Customer Experience“, „People Experience“, „Transformation“ und 

„Corporate Responsibility“. Alle weiteren Unterseiten des Navigationspunkts „Inves-

tor Relations“ werden nur auf der obersten Ebene betrachtet. Der Navigationspunkt 

„Media“ wird nur auf der obersten Ebene untersucht, da alle weiteren Unterseiten 

und Pressemitteilungen wie bei Lufthansa den Rahmen der Analyse sprengen wür-

den. Unter dem Navigationspunkt „Careers“ wird auch die Unterseite „Working at 

Finnair“ in das Korpus aufgenommen. Die Seite „Corporate Responsibility“ wird 

vollständig in das Korpus übernommen. Außerdem werden folgende Seiten, die unter 

dem Navigationspunkt „Corporate Responsibility“ verlinkt sind, untersucht: „Finnair 

Emissions Calculator“, „Push for Change“ und „Finnair Fleet“. Eine vollständige 

Übersicht der untersuchten Texte der Webseite sind im Anhang B I dieser Arbeit zu 

finden. Der Nachhaltigkeitsbericht von Finnair „Sustainability Report 2018“ berich-

tet wie der Nachhaltigkeitsbericht von Lufthansa über das Jahr 2018. Er besteht aus 

52 Seiten und ist vollständig im Anhang B II zu finden.  

 

6.2 Methodisches Vorgehen 

Nachdem der Korpus eingegrenzt wurde, soll als nächstes gezeigt werden, wie 

Nachhaltigkeit auf den Webseiten und in den Nachhaltigkeitsberichten von Lufthan-

sa und Finnair mithilfe der Isotopieanalyse untersucht wird. Den Ausgangspunkt der 

Isotopieanalyse bildet die Interpretationsstrategie. Die Fluggesellschaften wurden 

ausgewählt, weil Nachhaltigkeit in der Markenführung beider Unternehmen eine 

Rolle spielt, wie zum Beispiel die Veröffentlichung von Nachhaltigkeitsberichten 

verdeutlicht. Daraus ergibt sich die Erwartungshaltung an das Untersuchungsmateri-

al, dass Nachhaltigkeitsthemen in den ausgewählten Texten zu finden sind. Demnach 

ergibt sich folgende Interpretationsstrategie: Nachhaltigkeit bildet eine textübergrei-

fende Isotopieebene auf den Webseiten und in den Nachhaltigkeitsberichten. Das 

bedeutet, dass Lexeme über rekurrente Merkmale miteinander verbunden sind, die 
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auf einer höheren Ebene die Bedeutung von Nachhaltigkeit konstituieren. Manche 

Lexeme zeigen bereits an der Oberfläche ein semantisches Merkmal von Nachhaltig-

keit auf, andere werden auf den ersten Blick nicht sofort mit Nachhaltigkeit in Ver-

bindung gebracht und erhalten erst in Verbindung mit anderen Lexemen bzw. als 

Teil von Lexemgruppen einen nachhaltigen Charakter. Aus diesem Grund wird nicht 

nur nach offensichtlichen Merkmalen gesucht, sondern auch nach Semen, die nicht 

direkt mit Nachhaltigkeit assoziiert werden, aber dennoch die Bedeutung von Nach-

haltigkeit mitgestalten. Die Nachhaltigkeitsthemen aus dem Kapitel 2.2 sollen als 

theoretischer Orientierungsrahmen dienen, um beurteilen zu können, welche Seme 

die Isotopieebene Nachhaltigkeit konstituieren. Außerdem werden auch bildliche 

Teiltexte in die Analyse einbezogen und hinsichtlich dessen geprüft, ob die Seme aus 

sprachlichen Teiltexten aufgegriffen und unterstützt werden. Es werden jedoch keine 

Videos auf den Webseiten untersucht, da es den Rahmen dieser Arbeit sprengen 

würde. Im folgenden Kapitel werden die Begriffe Sem und Klassem im Sinne von 

Greimas verwendet. Klasseme werden als übergeordnete Merkmale verstanden, die 

Seme, welche die kleinsten rekurrenten Bedeutungseinheiten darstellen, zu Katego-

rien zusammenfassen. Auf den Begriff des Semkerns wird in der Analyse verzichtet. 

Die formale Darstellung der Ergebnisse der Isotopieanalyse orientiert sich an Kall-

meyer et al. (1974): Seme und Klasseme werden in eckigen Klammern dargestellt. 

Lexeme und Lexemgruppen, die direkt aus dem Untersuchungsmaterial zitiert wer-

den, werden durch Anführungszeichen gekennzeichnet. Im folgenden Kapitel werden 

nun die Ergebnisse der Isotopieanalyse vorgestellt.  

 

 

7 Ergebnisse 

 

Die Ergebnisse der Isotopieanalyse werden zunächst für jedes Unternehmen separat 

präsentiert, indem sie in die wesentlichen Klasseme, die auf den Webseiten und in 

den Nachhaltigkeitsberichten auftreten, gegliedert werden. Gleichzeitig wird für je-

des Klassem festgestellt, welchen Nachhaltigkeitsdimensionen es zugeordnet werden 

kann und welche Nachhaltigkeitsthemen aus Kapitel 2.2 aufgegriffen werden. Ab-
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schließend werden die Ergebnisse vergleichend diskutiert. Zum einen soll beantwor-

tet werden, wie sich die Unternehmen Lufthansa und Finnair durch Nachhaltigkeit in 

den untersuchten Texten positionieren. Zum anderen werden die Seme in das Nach-

haltigkeitsdreieck nach Kleine aus dem Kapitel 2.4 eingeordnet, um die Gewichtung 

der Nachhaltigkeitsdimensionen in der Markenführung der Unternehmen aufzuzei-

gen.  

 

7.1 Lufthansa 

Die Analyse der Webseite und des Nachhaltigkeitsberichts von Lufthansa zeigt, dass 

Nachhaltigkeit auf beiden Kommunikationskanälen ausführlich thematisiert wird. 

„Responsibility“ übernimmt in der Navigationsleiste der Webseite einen eigenstän-

digen Reiter, wodurch deutlich wird, dass Nachhaltigkeit eine wichtige Rolle im Un-

ternehmen einnimmt. Auf der Seite „Responsibility“ schreibt das Unternehmen, dass 

corporate responsibility ein „integral part“ (Anhang A I 4a), das heißt ein wesentli-

cher Bestandteil, der Unternehmensstrategie ist. Lufthansa möchte einen Mehrwert 

für Kunden, Mitarbeiter und Investoren kreieren, indem das Unternehmen seiner 

ökologischen und sozialen Verantwortung nachgeht (Anhang A I 4a). Interessant ist, 

dass ökologische und soziale Nachhaltigkeit auf der Unterseite „Group Strategy“ der 

Webseite nicht thematisiert werden. Die Unternehmensstrategie berücksichtigt an 

dieser Stelle nur die ökonomische Dimension der Nachhaltigkeit, wie an den Bei-

spielen „sustainable growth“ und „sustainable economic success” (Anhang A I 

5.1.3c) deutlich wird. Der Begriff „sustainable“ hat im Kontext von Wachstum und 

ökonomischem Erfolg das dominante Merkmal [langfristig], sodass der ökonomische 

Erhalt des Unternehmens gemeint ist. Der englische Begriff für nachhaltig bedeutet 

in diesen Fällen nicht ökologische oder soziale Nachhaltigkeit. Hiermit wird die Po-

lysemie des Begriffs Nachhaltigkeit deutlich. Ökologische und soziale Themen treten 

auf der Webseite unter dem Reiter „Responsibility“ und im Nachhaltigkeitsbericht 

auf. Die Ergebnisse der Isotopieanalyse werden folglich in sechs Klasseme, [Emissi-

onsreduzierung], [Immissionsreduzierung], [Reduzierung des Ressourcenver-

brauchs], [Gesundheit], [Chancengleichheit] und [Bildung], die gemeinsam die Iso-

topieebene Nachhaltigkeit bilden, gegliedert. Jedes Klassem setzt sich wiederum aus 
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weiteren Semen zusammen, welche anhand von Beispielen aus dem Material belegt 

werden sollen. 

 

7.1.1 Klassem [Emissionsreduzierung] 

Das Klassem [Emissionsreduzierung] bildet eine übergeordnete Kategorie, die sich 

aus weiteren spezifischeren Semen zusammensetzt. Ein rekurrentes Sem, das sowohl 

auf der Webseite, als auch im Nachhaltigkeitsbericht von Lufthansa auftritt, ist [Mo-

dernisierung]:  

„Older aircraft are replaced by modern ones with low fuel consumption and thus low 

CO₂ emissions.” (Anhang A II S. 42) 

Das Sem [Modernisierung] kommt durch die [Erneuerung] („replaced by“) von 

[Transportmitteln] („aircraft“) zustande. Das Lexem „older“ bildet in diesem Kontext 

den Gegensatz zu dem Lexem „modern“, wodurch sich eine binäre Opposition 

ergibt. Ersteres kann durch die Merkmale [ineffizient] und [rückständig] beschrieben 

werden, während zweiteres unter anderem die Merkmale [effizient] und [fortschritt-

lich] trägt. Die Lexemgruppe „low fuel consumption“ bildet das rekurrente Sem [Re-

duzierung des Treibstoffverbrauchs], welches auf den Kommunikationskanälen von 

Lufthansa wiederholt auftritt. Das Lexem „low“ trägt das Merkmal [minus], das Le-

xem „fuel“ bildet zum einen das Merkmal [Ressource] und zum anderen in Verbin-

dung mit „consumption“ das Sem [Emissionsursache]. Die Kombination aus [minus] 

und [Emissionsursache] ergibt somit das übergeordnete Klassem [Emissionsreduzie-

rung]. Das Sem [Modernisierung] soll an einem weiteren Beispiel verdeutlicht wer-

den: 

„For long-haul operations Lufthansa integrated six A350-900s in its fleet during the 

reporting year. At the end of the year, the airline operated 12 of these environmental-

ly friendly long-haul aircraft from its Munich hub. They consume about 25 percent 

less fuel, emit correspondingly less CO₂ […] than comparable types of aircraft.” 

(Anhang A II S. 43) 

Die Lexeme „integrated“ und „replaced“ haben das Merkmal [Erneuerung] gemein-

sam. Bei “A350-900s” handelt es sich um ein Flugzeugmodell und bildet zusammen 

mit den Lexemen „fleet“ und „aircraft“ das bereits bekannte rekurrente Merkmal 

[Transportmittel]. Außerdem tritt in diesem Beispiel ein weiteres Mal das Sem [Re-

duzierung des Treibstoffverbrauchs] auf, das sich aus den Merkmalen [minus] 
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(„about 25 percent less“) und [Emissionsursache] („consume“ und „fuel“) ergibt. „25 

percent“ bildet darüber hinaus das Merkmal [Menge] und liefert Angaben zu der 

tatsächlichen Reduzierung des Treibstoffverbrauchs. Zusammenfassend kann man 

sagen, dass das Sem [Modernisierung] in beiden Bespielen aus den Bedeutungsein-

heiten [Erneuerung], [Transportmittel], [Reduzierung des Treibstoffverbrauchs] und 

[effizient] gebildet wird. Die Modernisierung der Transportmittel trägt durch die 

Verbesserung der Treibstoffeffizienz zur Reduzierung von Emissionen bei. Der 

sprachliche Text wird zusätzlich durch den visuellen Text auf der Webseite und im 

Nachhaltigkeitsbericht unterstützt, da moderne effiziente Flugzeuge wie das Modell 

A320neo, ein weiteres Beispiel im sprachlichen Text, abgebildet sind (Anhang A I 

4.3, Anhang A II S. 43). Außerdem werden die Seme [Reduzierung des Treibstoff-

verbrauchs] und [Emissionsreduzierung] durch die Flugzeugaufschrift „Less fuel. 

Less CO₂.“ (Anhang A I 4.3) aufgegriffen.  

Das Sem [Modernisierung] wird zusätzlich durch das wiederholt auftretende Merk-

mal [monetär] geprägt, wie die Beispiele „billion-euro investments in a state-of-the-

art low-emissions fleet“ (Anhang A I 4.3), „inverstment volume of 12 billion U.S. 

dollars“ (Anhang A II S. 42) oder „invest continuously in modern and especially 

fuel-efficient aircraft“ (Anhang A II S. 59) belegen. Die Lexeme „billion-euro“, „in-

vestment“ und „invest“ haben das Merkmal [monetär] gemeinsam, wodurch deutlich 

wird, dass ökologische Nachhaltigkeit hier durch finanzielle Maßnahmen umgesetzt 

wird. Das Merkmal [monetär] tritt darüber hinaus bei einer weiteren Maßnahme zur 

Reduzierung von Emissionen auf:  

„In cooperation with the renowned Swiss climate protection foundation myclimate, 

customers can have the emissions related to their flight with Lufthansa and SWISS 

calculated online, and can offset them by making a donation in favor of selected cli-

mate protection projects.” (Anhang A II S. 63) 

Das Merkmal [monetär] haben in diesem Beispiel die Lexeme „offset” und „donati-

on“ gemeinsam. Eine Spende reduziert zwar nicht Emissionen, die bei einem Flug 

verursacht werden, aber unterstützt ein Klimaschutzprojekt, das die Emissionsredu-

zierung in anderen Bereichen ermöglicht. Damit trägt das Unternehmen Lufthansa 

nur indirekt zur ökologischen Nachhaltigkeit bei, da Emissionen, die durch das Flie-

gen verursacht werden, nicht reduziert, sondern durch Kooperationen und finanzielle 

Mittel, die aber von den Kunden bereitgestellt werden, kompensiert werden. 
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Ein weiteres dominantes Merkmal ist [Gewichtsreduzierung], das ebenfalls zur Bil-

dung des Klassems [Emissionsreduzierung] beiträgt. Folgendes Beispiel zeigt eine 

Maßnahme von Lufthansa: 

„Lufthansa optimizes the filling of fresh water tanks aboard its aircraft on the basis 

of route characteristics and passenger numbers. New types of aircraft, such as the 

Airbus A350900, capture significantly more data than earlier types. Among other 

data, they automatically record the filling level of the fresh water tanks for later 

analyses. This allows the airline to evaluate fresh water consumption and optimize 

tank fillings by means of artificial intelligence, thus avoiding unnecessary quantities 

being filled.” (Anhang A II S. 62)  

Das Lexem „water” besitzt in diesem Beispiel das dominante Merkmal [Gewicht], 

während das Lexem „avoiding“ das bereits bekannte Merkmal [minus] trägt. Das 

Sem [Gewichtsreduzierung] kommt hier durch die Kombination aus [minus] und 

[Gewicht], welches hier zusätzlich durch das Merkmal [substituierbar] („unnecessa-

ry“) gekennzeichnet ist, zustande. Außerdem bilden die Lexeme „artificial intelli-

gence“ das Sem [Technologie], welches durch Auswertung („evaluate“) und Anpas-

sung („optimize“) zur Reduzierung von Gewicht beiträgt. [Technologie] ist außer-

dem ein Merkmal der Lexemgruppe „new types of aircraft“, welches wiederum das 

Sem [Modernisierung] bildet. Ein weiteres Beispiel für [Gewichtsreduzierung] ist: 

„Lufthansa Cargo […] has replaced 75 percent of all standard containers with more 

lightweight models” (Anhang A II S. 61). Die Lexeme „container“ und „model“ be-

sitzen in diesem Beispiel das rekurrente Merkmal [Gewicht]. Das Lexem „more“ 

trägt das Merkmal [plus], während „lightweight“ als [leicht] beschrieben werden 

kann. Das Sem [Gewichtsreduzierung] setzt sich somit aus den Bedeutungseinheiten 

[plus], [leicht] und [Gewicht] zusammen. 

Lufthansa betreibt unter anderem Forschung zum Thema alternative Treibstoffe, wie 

folgendes Beispiel zeigt: 

„2011 Lufthansa became the first airline worldwide to test the use of biosynthetic 

fuel for about six months under regular operating conditions. Under scientific over-

sight the airline completed 1,187 flights between Hamburg and Frankfurt using a bi-

okerosene mixture. With this test run Lufthansa demonstrated that alternative fuel 

can be used in everyday operations without problems, lowering CO₂ emissions at the 

same time.” (Anhang A II S. 9) 
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Die Lexeme „scientific” und „test“ haben das Sem [Forschung] gemeinsam, da es 

sich in diesem Kontext um ein Experiment handelt. Das Lexem „alternative“ ist po-

lysem, da es zum einen die Bedeutung [weitere Möglichkeit] und zum anderen die 

Bedeutung [umweltfreundlich] hat. Aus dem Kontext ergibt sich, dass zweiteres das 

dominante Merkmal in diesem Beispiel ist, da „biosynthetic“, „biokerosene“ und 

„alternative“ das gemeinsame Merkmal [biologischer Ursprung] haben. Treibstoff, 

welches das Merkmal [biologischer Ursprung] trägt, bildet somit auch eine Sem-

kombination aus [minus] („lowering“) und [Emission] („CO₂ emissions“). Folglich 

umfasst das Klassem [Emissionsreduzierung] auch die Seme [Forschung] und 

[Treibstoff mit biologischem Ursprung]. Außerdem beschreibt sich Lufthansa im 

Text als „first airline worldwide“, wodurch sie sich das Merkmal [Pionier] zuweist. 

Das Klassem [Emissionsreduzierung] ist bei Lufthansa nicht auf das Fliegen be-

schränkt, sondern betrifft auch Mobilität an Land, wie folgendes Beispiel zeigt: 

„Part of the Lufthansa Group’s consortium project eMove was the development of 

the world’s first electrically powered tug for widebody aircraft, which has been in 

operation at Lufthansa LEOS since 2016. The “eTug” helps avoid up to 75 percent 

of emissions in comparison with conventional, dieselpowered aircraft tugs.“ (An-

hang A II S. 68) 

Das Lexem „tug” bildet mit dem Lexem „aircraft“ das gemeinsame rekurrente 

Merkmal [Transportmittel]. Das Lexem „eTug“ hat neben [Transportmittel] auch das 

mit „electrically powered“ gemeinsame Merkmal [Elektroantrieb]. Die Kombination 

aus beiden Bedeutungseinheiten ergibt das übergeordnete Sem [Elektromobilität], 

das durch die Kombination aus den Semen [minus] („avoid“) und [Emission] („emis-

sions“) das Klassem [Emissionsreduzierung] bildet. Außerdem gibt das Sem [Men-

ge] („up to 75 percent“) an, dass das Merkmal [Elektroantrieb] nachhaltiger als [fos-

siler Treibstoff] („diesel-powered“) ist. Die Lexemgruppe „the world’s first” hat das 

wiederholte Merkmal [Pionier]. Das „eTug“ ist unter anderem Teil der Initiative „E-

PORT AN“ am Flughafen Frankfurt (Anhang A I 4.3.4): In diesem Text treten die 

dominanten Seme [Forschung] und [Partnerschaft] auf. Das Sem [Forschung] wird 

hier durch die Lexeme „researches“, „tests“, „scientifically“ und „University“ (An-

hang A I 4.3.4) konstituiert. Die Lexemgruppen „accompanied by the Technical 

University Darmstadt and the Technical University Berlin” und „supported by Ger-

many’s Federal Ministry for Transport and Digital Infrastructure” (Anhang A I 4.3.4) 

haben das gemeinsame Merkmal [Partnerschaft]. 
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Zusammengefasst, haben die Seme [Modernisierung] und [Gewichtsreduzierung] das 

übergeordnete Sem [Reduzierung des Treibstoffverbrauchs] gemeinsam, welches 

wiederum eine Bedeutungseinheit des übergeordneten Klassems [Emissionsreduzie-

rung] ist. Die Seme [Forschung], [Treibstoff mit biologischem Ursprung] und [Elekt-

romobilität] tragen ebenfalls zur Bildung des Klassems bei. Emissionsreduzierung ist 

eine Maßnahme zum Klimaschutz, da Abgase in großen Mengen zum Treibhausef-

fekt und langfristig zum Klimawandel beitragen. Lufthansa beteiligt sich damit an 

dem 13. Ziel der Agenda 2030, welches der ökologischen Dimension der Nachhal-

tigkeit zugeordnet werden kann. Themen, wie alternativer Treibstoff und Elektromo-

bilität, leisten auch einen Beitrag zum 9. Ziel „Industrie, Innovation und Infrastruk-

tur“. Modernisierung und Gewichtsreduzierung haben aber auch einen ökonomischen 

Nutzen für das Unternehmen, da weniger Treibstoff verbraucht wird und dadurch 

weniger Kosten entstehen. 2018 stellte Lufthansa einen Effizienz-Rekord auf, indem 

durchschnittlich nur 3.65 Liter Treibstoff pro Passagier auf 100 Kilometer verbraucht 

wurde. 2017 lag der Verbrauch bei 3.68 Liter (Anhang A I 4.3.3). Die Anzahl der 

Passagiere steigt jedoch jährlich um ca. 4,5 Prozent an (Anhang A I 2a). Treibstoffef-

fizienz trägt daher auch zur ökonomischen Nachhaltigkeit bei. 

 

7.1.2 Klassem [Immissionsreduzierung] 

Flugzeuge erzeugen Lärm, der sich vor allem beim Abflug und Landeflug als Immis-

sion auf Menschen einwirken kann. Das Klassem [Immissionsreduzierung] wird 

überwiegend aus den Semen [Modernisierung] und [Technologie] gebildet. Neue 

Flugzeuge sind mit „modern engines“ (Anhang A II S. 70) ausgestattet, wobei das 

Lexem „modern“ das Merkmal [leiser] aus dem Kontext erhält. Lufthansa schreibt 

auf der Webseite: „Compared to previous models, the Airbus A350-900 shows a 40–

50 percent lower noise contour” (Anhang A I 4.3.5a). Das Lexem „noise“ trägt das 

Merkmal [Immission]. „Airbus A350-900“ hat das rekurrente Merkmal [Transport-

mittel], außerdem indiziert das Lexem „previous”, dass es das gegenteilige Merkmal 

[modern] trägt. Die Kombination aus den Semen [minus] („40–50 percent lower“) 

und [Lärmbelastung] („noise contour“) ergibt das Merkmal [leiser], welches durch 

Abbildung der Lärmkonturen im bildlichen Text unterstützt wird (Anhang A I 

4.3.5a). Folglich setzt sich das Sem [Modernisierung] unter dem Klassem [Immissi-
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onsreduzierung] aus den Bedeutungseinheiten [leiser] und [Transportmittel] zusam-

men. 

Das Klassem [Immissionsreduzierung] umfasst außerdem das Sem [Technologie]: 

„At the beginning of 2014, Lufthansa was the first airline worldwide to start opera-

tions with an Airbus A320 equipped with noisereducing vortex generators, thus set-

ting an industry standard.” (Anhang A II S. 70) 

[Technologie] ist hier ein Merkmal der Lexemgruppe „vortex generators“. Die wie-

derholte Semkombination aus [minus] und [Lärmbelastung] in „noise-reducing“ bil-

det das übergeordnete Klassem [Immissionsreduzierung]. Außerdem bilden die Le-

xemgruppen „the first airline worldwide“ und „setting an industry standard“ das ge-

meinsame rekurrente Sem [Pionier], das auch im bildlichen Text der Webseite auf-

tritt. Das Bild auf der Seite „Climate & Environment“ (Anhang A I 4.3) zeigt ein 

Flugzeug mit der Aufschrift „First to fly A320neo“. Das Sem [Pionier] wird hier 

durch das Lexem „First“ wiederholt. Außerdem wird das Klassem [Immissionsredu-

zierung durch die Aufschrift „Less noise“ im Bild aufgegriffen.  

Ein weiteres dominantes Merkmal des Klassems [Immissionsreduzierung] ist [For-

schung], das durch Lexemgruppen wie „noise research“ (Anhang A I 4.3.5b), „ana-

lyze efficiency measures“ (Anhang A II S. 71) oder „development, certification and 

testing of such noise-abatement measures“ (Anhang A II S. 71) konstituiert wird. 

Außerdem ist Lufthansa in dem Forschungsprojekt „EffFlug“ beteiligt: „the Lufthan-

sa Group closely cooperates with the German Aerospace Center (DLR), Fraport AG 

and Flughafen München GmbH“ (Anhang II S. 71). Das Lexem „cooperates“ hat das 

rekurrente Sem [Partnerschaft].  

Da Immissionen wie Lärm Menschen und Tiere belasten können, betrifft das Klas-

sem [Immissionsreduzierung] sowohl die soziale, als auch die ökologische Dimensi-

on der Nachhaltigkeit. Modernisierung, Technologie und Forschung leisten einen 

Beitrag zu dem 9. Ziel der Agenda 2030 „Industrie, Innovation und Infrastruktur“. 

Außerdem wirkt sich die Reduzierung von Immissionen positiv auf das Leben an 

Land, welches das 15. Ziel darstellt, aus. Gleichzeitig hat die Reduzierung der Lärm-

belastung einen ökonomischen Nutzen: „Noise-related airport fees are lower for 

quieter aircraft, while they are higher for louder aircraft” (Anhang A II S. 68). Das 

Lexem “fees” hat das Merkmal [Kosten], während “lower” das rekurrente Sem [mi-

nus] trägt, sodass sich die Semkombination [Kostenreduzierung] ergibt, die wiede-
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rum ein Merkmal von leisen Flugzeugen ist. Immissionsreduzierung ist demnach 

auch Teil der ökonomischen Nachhaltigkeit.   

 

7.1.3 Klassem [Reduzierung des Ressourcenverbrauchs] 

Das Klassem [Reduzierung des Ressourcenverbrauchs] umfasst das bereits gebildete 

Sem [Reduzierung des Treibstoffverbrauchs], da Treibstoff das Merkmal [Ressource] 

besitzt. Demzufolge tragen die Seme [Modernisierung] und [Gewichtsreduzierung] 

aus Kapitel 7.1.1 auch zur Bildung des Klassems [Reduzierung des Ressourcenver-

brauchs] bei, werden an dieser Stelle aber nicht weiter behandelt, da sie bereits aus-

führlich oben erläutert wurden. Das Klassem [Reduzierung des Ressourcenver-

brauchs] beinhaltet darüber hinaus das Sem [Digitalisierung], wie folgendes Beispiel 

belegt: 

„The electronic air waybill, eAirWaybill (eAWB), is already in use at more than 150 

Lufthansa Cargo stations. By using digital air waybills, the entire industry could save 

7,800 tonnes of paper per year.” (Anhang A II S. 62) 

Das Lexem „paper“ hat in diesem Beispiel das dominante Merkmal [Ressourcenver-

brauch], da es unter anderem aus der Ressource Holz hergestellt wird. Die Lexem-

gruppen „electronic air waybill” und “digital air waybills” haben zum einen das 

Merkmal [papierlos] und zum anderen das Merkmal [Digitalisierung] gemeinsam. 

Aus dem Kontext ergibt sich, dass der Einsatz („using“) von [Digitalisierung] das 

Klassem [Reduzierung des Ressourcenverbrauchs] konstituiert, welches sich aus 

[minus] („save“) und [Ressourcenverbrauch] („paper“) zusammensetzt. 

Ein weiteres Sem ist [Recycling]: 

„Cups are collected separately from disposable waste and are subsequently cleaned 

and shredded by a waste management company. The plastic waste is subsequently 

used in a pilot plant operated by oil and gas company OMV to produce synthetic 

crude oil, which is then processed into fuel and primary products for the plastics in-

dustry.” (Anhang A II S. 66-67) 

Das Lexem “cups” hat das Merkmal [Behälter], das Lexem „plastic“ bildet zum ei-

nen das Sem [Material] und zum anderen [Einweg]. Ausgehend davon wird das 

Merkmal [Einwegbehälter] für Plastikbecher verwendet. Die Lexeme „collected“, 

„cleaned“, „shredded“ und „produce“ haben das Merkmal [Weiterverarbeitung] ge-

meinsam. Das Lexem „fuel“ und die Lexemgruppe „products for the plastics indust-
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ry” können durch das gemeinsame Merkmal [recyceltes Endprodukt] beschrieben 

werden. Die [Weiterverarbeitung] der [Einwegbehälter] zu [recycelten Endproduk-

ten] bildet das übergeordnete Sem [Recycling] in diesem Text. Außerdem tritt in 

diesem Beispiel erneut das rekurrente Sem [Partnerschaft] in den Lexemgruppen 

„waste management company“ und „oil and gas company OMV“ auf. Das Sem [Re-

cycling] tritt darüber hinaus auch im bildlichen Teiltext des Nachhaltigkeitsberichts 

auf, da Stewardessen mit eingesammelten Plastikbechern abgebildet sind (Anhang A 

II S. 67). Ein weiteres Beispiel für das Sem [Recycling] ist der Verkauf einer „ful-

lyrecycled PET water bottle“. Das Lexem „bottle“ besitzt das Merkmal [Behälter], 

„PET“ trägt die Bedeutungseinheit [Materia] und „fully-recycled“ hat das Sem 

[Wiederverwendung]. Das Sem [Recycling] kommt hier durch die [Wiederverwen-

dung] von [Material] für einen [Behälter] zustande.  

Die Weiterverarbeitung von Plastikbechern durch Dritte und der Verkauf von recy-

celten PET-Flaschen reduziert den Gebrauch von Einwegplastik und Müll. Durch 

Digitalisierung trägt Lufthansa vor allem zum 9. Ziel der Agenda 2030 „Industrie, 

Innovation und Infrastruktur“ bei, während Recycling nachhaltige Produktion und 

nachhaltigen Konsum im Sinne des 12. Zieles fördert. Diese Maßnahmen zur Redu-

zierung des Ressourcenverbrauchs sind Teil der ökologischen Nachhaltigkeit, da sie 

dem Problem der Ressourcenknappheit entgegenwirken. Digitalisierung kann aber 

auch einen ökonomischen Nutzen für das Unternehmen haben, da der Verbrauch von 

Papier Kosten verursacht. 

 

7.1.4 Klassem [Gesundheit] 

Das Klassem [Gesundheit] setzt sich in den Texten von Lufthansa aus den Semen 

[unternehmensinterne Gesundheit] und [unternehmensexterne Gesundheit] zusam-

men. Das Sem [unternehmensinterne Gesundheit] wird aus den rekurrenten Semen 

[medizinische Leistung] und [präventive Leistung] gebildet. Lexeme, wie zum Bei-

spiel „employee“ (Anhang A II S. 88), „occupational“ (Anhang A II S. 89) oder 

„staff“ (Anhang A I 4.5.4) haben das gemeinsame Merkmal [unternehmensintern]. 

Folgendes Beispiel verdeutlicht die Bildung der Seme [medizinische Leistung] und 

[präventive Leistung]: 
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„Medical Services at Lufthansa, SWISS and Austrian Airlines are holistic centers of 

excellence, permanently offering a full range of services. This includes aviation and 

occupational medicine, vaccinations and travel medicine, outpatient care, a compre-

hensive social and medical advisory service, and other preventive and healthcare 

treatments.” (Anhang A II S. 89) 

Die Lexeme „services”, „care“ und „treatments“ haben das gemeinsame Merkmal 

[Leistung]. Das Sem [medizinisch] tritt in den Lexemen „medicine“, „vaccinations“, 

„outpatient“ und „healthcare“ auf. Zugleich hat das Lexem „vaccinations“ das mit 

„advisory“ gemeinsame Merkmal [präventiv]. Ein weiteres Beispiel für das Sem 

[präventive Leistung] ist „the use of personal protective gear and various types of 

operating equipment, or conducting measurements of pollutants” (Anhang A II S. 

89). Das Lexem “protective” trägt in diesem Kontext das Merkmal [präventiv]. Die 

Lexeme „gear“ und „equipment“ haben das gemeinsame Bedeutungsmerkmal [Ar-

beitsausrüstung]. Ein weiteres Beispiel auf der Webseite von Lufthansa ist „recom-

mendations the company makes for ergonomically sensible work habits and health-

oriented lifestyles” (Anhang A I 4.5.4). Das Lexem “recommendations” trägt hier 

das Merkmal [Leistung], während die Lexemgruppen „ergonomically sensible work 

habits“ und „health-oriented lifestyles] das gemeinsame Sem [präventiv] bilden. 

[Partnerschaft] ist eine dominante Bedeutungseinheit bei der Bildung des Sems [un-

ternehmensexterne Gesundheit], wie folgendes Beispiel zeigt: 

„Lufthansa Cargo provides flight tickets for physicians and available transport ca-

pacities aboard their freighter aircraft, both free of charge. In this way, medical 

equipment and aid supplies can be shipped directly to Nairobi.” (Anhang A I 

4.5.5.1b) 

Die Lexemgruppen „provides flight tickets“ und „available transport capacities 

aboard their freighter aircraft“ bilden in diesem Kontext das rekurrente Sem [Leis-

tung]. Die Lexemgruppe „free of charge“ bildet in diesem Kontext das Merkmal [oh-

ne Gegenleistung]. Die Lexeme „medical“ und „aid“ haben das gemeinsame Sem 

[medizinisch], welches eine Bedeutungseinheit des Klassems [Gesundheit] darstellt. 

Das Sem [Partnerschaft] kommt in diesem Kontext durch das Lexem „physicians“ 

zustande. Außerdem indiziert das Merkmal [ohne Gegenleistung], dass es sich bei 

der Leistung von Lufthansa um eine Spende handelt. Folglich ist diese Partnerschaft 

ein Beispiel für corporate citizenship. Lufthansa hat außerdem weitere Partnerschaf-
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ten im Bereich corporate citizenship und Gesundheit, zum Beispiel mit dem Deut-

schen Roten Kreuz (Anhang A I 4.5.5.2, Anhang A II S. 91). 

Das Klassem [Gesundheit] ist Teil der sozialen Nachhaltigkeit, da Lufthansa zum 

Wohlergehen seiner Mitarbeiter und zur Prävention von arbeitsbedingten Verletzun-

gen oder Krankheiten beiträgt. Außerdem unterstützt das Unternehmen die Notfall-

hilfe durch kostenlosen Transport von Ärzten und medizinischem Equipment und 

leistet dadurch einen Beitrag zum Thema Gesundheit außerhalb des Unternehmens. 

Lufthansa beteiligt sich somit am 3. Ziel, sowie am 17. Ziel der Agenda 2030. 

 

7.1.5 Klassem [Chancengleichheit] 

Das Klassem [Chancengleichheit] umfasst unter anderem das Sem [Geschlech-

tergleichheit]. Auf der Webseite und im Nachhaltigkeitsbericht von Lufthansa sind 

unterschiedliche Merkmale zu finden, die das Sem [Geschlechtergleichheit] konstitu-

ieren]. Eines dieser Merkmale ist [mehr Frauen in Führungspositionen], wie folgen-

des Beispiel zeigt: 

„As far back as 2011, Lufthansa set voluntary target quotas in cooperation with a 

number of other large German companies […] in an attempt to increase the number 

of women in management positions.” (Anhang A I 4.5.1.1.a) 

Das Lexem „increase“ und die Lexemgruppe „target quotas“ haben in diesem Kon-

text das Merkmal [plus] gemeinsam. Folglich bildet die Frauenquote das Sem [mehr 

Frauen in Führungspositionen] in diesem Beispiel. Außerdem wird das rekurrente 

Sem [Partnerschaft] hier durch das Lexem „cooperation“ wiederholt. Insgesamt sind 

45,9% der 135.534 Mitarbeiter bei Lufthansa weiblich (Anhang A II S. 77). Der An-

teil in Führungspositionen fällt jedoch viel geringer aus: 2016 lag der Anteil der 

Frauen in der ersten Führungsebene bei 9,7%, während die Zielquote 10,5% betrug. 

In der zweiten Führungsebene lag der Anteil der Frauen bei 17,3%, während die 

Zielquote 17.9% betrug (Anhang A I 4.5.1.1a). In beiden Fällen wurde die Zielquote 

nur minimal unterschritten. Interessant ist jedoch, dass das Bild auf derselben Seite 

der Webseite eine andere Geschlechterverteilung als der Text zeigt (Anhang A I 

4.5.1.1a). In dem Bild sind sechs Personen abgebildet, von denen fünf weiblich sind 

und nur eine Person männlich ist. Das Bild stützt somit nicht die Statistik im sprach-

lichen Text. Außerdem ist [Vereinbarkeit von Beruf und Familie] ein weiteres 
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Merkmal des Sems [Geschlechtergleichheit]. Zum einen tritt das Sem [flexible Ar-

beitszeiten] in den Texten von Lufthansa auf, welches die Beispiele „part-time and 

home-office options“ (Anhang A II S. 80), „filling managerial positions in tandem 

(shared leadership)“ (Anhang A II S. 80) oder „taking limited time off work (sabba-

ticals)“ (Anhang A II S. 80) gemeinsam haben. Zum anderen tritt das Sem [Unter-

stützung bei der Kinderbetreuung] auf, wie die Beispiele „three parent-child offices“ 

(Anhang A II S. 80) oder „summer school vacation care program ‚Luftikusse‘“ (An-

hang A II S. 80) belegen. Das Klassem [Chancengleichheit] beinhaltet außerdem das 

Merkmal [Vielfalt], wie die Beispiele „internationalization of its employees“ (An-

hang A II S. 80) und „foundation of the Lufthansa Group-wide LGBTI network 

‚Diversifly‘“ (Anhang A I 4.5.1) zeigen. Ein weiteres Merkmal ist [Inklusion], wel-

ches die Lexemgruppen „promoting people with disabilities professionally and trea-

ting them fairly and caringly” (Anhang A II S. 81) und “placing orders with Werk-

stätten für Behinderte Rhein-Main“ (Anhang A II S. 81) gemeinsam haben. Das 

Klassem [Chancengleichheit] ist eindeutig innerhalb der sozialen Dimension der 

Nachhaltigkeit zu verordnen. Lufthansa trägt durch die Förderung von Frauen in 

Führungspositionen, die Etablierung flexibler Arbeitszeiten und Kinderbetreuungs-

angebote zur Geschlechtergleichheit und damit zum 5. Ziel der Agenda 2030 bei. 

Durch Inklusion von behinderten Menschen und der Förderung von Vielfalt werden 

im Sinne des 10. Ziels weitere Ungleichheiten abgebaut. 

 

7.1.6 Klassem [Bildung] 

Das Klassem [Bildung] setzt sich aus den Semen [unternehmensinterne Bildung] und 

[unternehmensexterne Bildung] zusammen. Zu dem übergeordneten Sem [unterneh-

mensinterne Bildung] zählt zum einen das Sem [berufliche Fortbildung], welches die 

Lexeme und Lexemgruppen „training“ (Anhang A I 4.5.3), „continuing education“ 

(Anhang A I 4.5.3) oder „trainee and mentoring programs“ (Anhang A II S. 85) ge-

meinsam haben. Außerdem ist auf der Webseite und im Nachhaltigkeitsbericht eine 

Kombination aus dem Sem [unternehmensinterne Bildung] und [Gesundheit] zu fin-

den, zum Beispiel „employees trained in first aid“ (Anhang A I 4.5.4), „employees 

are trained with regard to Health and safety prevention“ (Anhang A I 4.5.4) oder 

„seven-week personality coaching served to improve stress resistance” (Anhang A II 
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S. 80). Die Lexeme „trained“ und „coaching“ haben hier das gemeinsame Merkmal 

[Bildung], während die Lexemgruppen „first aid“, „Health and safety prevention“ 

und „stress resistance“ das gemeinsame Merkmal [Gesundheit] haben. 

Das Sem [unternehmensexterne Bildung] wird zum Großteil durch die corporate 

foundation „help alliance“ des Unternehmens Lufthansa geschaffen: 
„The construction of the iThemba Primary School in the Capricorn township in Cape 

Town, South Africa, is the help alliance’s largest project so far with an investment 

volume of more than 1 million euros.“ (Anhang A I 4.5.5.1a) 

In diesem Beispiel hat „iThemba Primary School“ das Merkmal [Bildungseinrich-

tung]. Das Lexem „investment“ und die Lexemgruppe „1 million euros“ haben das 

rekurrente Sem [monetär] gemeinsam. Folglich wird das Klassem [Bildung] hier 

durch die Finanzierung einer Bildungseinrichtung in einem Entwicklungsland gebil-

det. Zusammengefasst, trägt die Förderung von Bildung zur sozialen Nachhaltigkeit 

bei, da sowohl Mitarbeitern neue berufliche Möglichkeiten, als auch Kindern in Cape 

Town eine Ausbildung ermöglicht wird. Dadurch leistet Lufthansa einen Beitrag zum 

4. Ziel der Agenda 2030. 

 

7.2 Finnair 

Ähnlich wie bei Lufthansa ist „Corporate Responsibility“ als eigenständiger Reiter in 

der Navigationsleiste der Webseite integriert. Im Unterschied zu seinem Konkurren-

ten thematisiert das Unternehmen Finnair Nachhaltigkeit auch auf der Unterseite 

„Strategy“ unter dem Navigationspunkt „Investor Relations“. Corporate responsibili-

ty wird hier als eine von fünf Prioritäten der Unternehmensstrategie definiert (An-

hang B I 2.1.2a). Neben der ökonomischen Nachhaltigkeit beinhaltet die Unterneh-

mensstrategie auch Aspekte der ökologischen und sozialen Dimension. Der Nachhal-

tigkeitsbericht fällt mit 52 Seiten deutlich kürzer als bei Lufthansa aus. Das könnte 

jedoch in der Unternehmensgröße begründet sein, da Finnair mit 6.462 Mitarbeitern 

(Anhang B II S. 30) und 13,3 Millionen Passagieren in 2018 (Anhang B I 2.1.1a) 

deutlich kleiner als Lufthansa mit 135.534 Mitarbeitern und 134,7 Millionen Passa-

gieren in 2018 (Anhang A II S. 2) ist. Außerdem beschreibt Finnair responsibility als 

„integral part of our Nordic natur“ (Anhang B I 5). Während Finnair mit „integral 

part“ zwar denselben Wortlaut wie Lufthansa verwendet, grenzt sich das Unterneh-
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men aber durch die Lexemgruppe „Nordic nature“ ab. Das Lexem „Nordic“ trägt das 

Merkmal [geografische Lage im Norden], während „nature“ das Merkmal [Umwelt] 

hat. Beide Seme treten außerdem im Titelbild des Nachhaltigkeitsberichts auf: der 

bildliche Teiltext zeigt eine Winterlandschaft mit schneebedeckten Tannen, die As-

soziationen von Lappland auslöst (Anhang B II S. 1). Finnair positioniert sich somit 

im Bereich der Nachhaltigkeit durch seine Herkunft, insbesondere durch den nördli-

chen Teil Finnlands. Die Isotopieanalyse der Texte ergibt wie bei Lufthansa, dass 

dieselben Klasseme, [Emissionsreduzierung], [Immissionsreduzierung], [Reduzie-

rung des Ressourcenverbrauchs], [Gesundheit], [Chancengleichheit] und [Bildung], 

auftreten. Finnair gliedert die Seite „Corporate Responsibility“ der Webseite und den 

Nachhaltigkeitsbericht außerdem nach den drei Aspekten „cleaner“, „care“ und „col-

laborative“, wodurch bereits ökologische und soziale Themen, sowie die Bedeutung 

von Partnerschaften angedeutet werden. 

 

7.2.1 Klassem [Emissionsreduzierung] 

Das Sem [Reduzierung des Treibstoffverbrauchs] ist auch in den Texten von Finnair 

zu finden und bildet das übergeordnete Klassem [Emissionsreduzierung]. Im Unter-

schied zu Lufthansa tritt bei Finnair das Sem [geografische Lage im Norden] auf, 

welches kontextgebunden das Bedeutungsmerkmal [Reduzierung des Treibstoffver-

brauchs] erhält, wie folgendes Beispiel belegt:  

“Helsinki’s geographical location provides Finnair with a structural competitive ad-

vantage, which allows the shortest and most direct connections to the growing Asian 

markets. Finnair is the only European airline that can operate flights to most Asian 

destinations on a 24-hour aircraft rotation, which means that the routes can be oper-

ated as round trips within 24 hours at regular times using a single aircraft. This ena-

bles a record-high utilisation rate in long-haul traffic, reduces the need for additional 

crews in compliance with flight time restrictions, and decreases fuel consumption 

and emissions due to shorter flight times.” (Anhang B I 2.1.2a) 

Das Lexem „Helsinki“ hat das Merkmal [geografische Lage in Nordeuropa], welches 

wiederum das Bedeutungsmerkmal [kürzeste Entfernung nach Asien] hat. Das Sem 

[kürzeste Entfernung nach Asien] trägt in diesem Kontext die Merkmale [Zeiteffizi-

enz] („round trips within 24 hours“), [Transportmitteleffizienz] („using a single air-

craft“), [Personaleffizienz] („reduces the need for additional crews“) und [Treibstoff-
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effizienz] („drecreases fuel consumption“), sodass es zusammengefasst mit der Be-

deutungseinheit [effizient] beschrieben werden kann. Außerdem tritt das rekurrente 

Sem [minus] hier in den Lexemen “reduces“ und „decreases“ auf. Da „fuel consump-

tion“ außerdem das Merkmal [Emissionsursache] hat, ergibt es in Kombination mit 

[minus] das übergeordnete Klassem [Emissionsreduzierung]. Aus diesem Kontext 

ergibt sich, dass [geografische Lage in Nordeuropa] das Klassem [Emissionsreduzie-

rung] bildet. Aus ökonomischer Sicht ist auch [Kostenreduzierung] ein Merkmal von 

[kürzeste Entfernung nach Asien], da weniger Mitarbeiter bezahlt werden müssen, 

Treibstoff eingespart wird und mehr Flugzeuge frei zur Verfügung stehen.  

Das Sem [Modernisierung] ist auch in den untersuchten Texten von Finnair zu finden 

und setzt sich aus den Merkmalen [Transportmittel], [Erneuerung] und [Reduzierung 

des Treibstoffverbrauchs] zusammen. Ersteres ergibt sich zum Beispiel aus den Le-

xemen „aircraft“ (Anhang B II S. 21) oder „fleet“ (Anhang B II S. 21). Die Lexeme 

„renewal“ (Anhang B II S. 19), „added“ (Anhang B II S. 21) und „delivery“ (Anhang 

B II S. 21) bilden das gemeinsame Merkmal [Erneuerung]. Das Sem [Reduzierung 

des Treibstoffverbrauchs] wird in diesem Kontext durch Lexemgruppen wie „more 

fuel-efficient than their predecessors“ (Anhang B II S. 19) oder „consume approxi-

mately 20-25 per cent less fuel than their predecessors” (Anhang B II S. 21) gebildet. 

Außerdem tritt im Kontext von [Modernisierung] auch bei Finnair das Sem [mone-

tär] auf, welches zum Beispiel die Lexeme „invest“ (Anhang B II S. 11) oder „in-

vestment“ (Anhang B II S. 21) gemeinsam haben. Das Sem [Modernisierung] wird 

auf der Webseite durch die Abbildung eines Flugzeugs im bildlichen Text unterstützt 

(Anhang B I 5.1e). Stattdessen zeigt der visuelle Teiltext neben dem sprachlichen 

Teiltext im Nachhaltigkeitsbericht, worin das Klassem [Emissionsreduzierung] do-

minant ist, einen Jungen, der auf Felsen am Ufer des Meeres oder eines Sees springt 

(Anhang B II S. 26). Die bildlichen Elemente Felsen und Wasser bilden das gemein-

same Merkmal [Umwelt], das bereits an anderen Stellen festgestellt wurde. 

Eine weitere Gemeinsamkeit mit Lufthansa ist das Sem [Gewichtsreduzierung], zum 

Beispiel „by using lightweight materials and new technology“ (Anhang B I 5.1a). 

Das Lexem „materials“ hat in diesem Beispiel das dominante Merkmal [Gewicht], 

während „lightweight“ in diesem Kontext [minus] bedeutet, sodass sich das Sem 

[Gewichtsreduzierung] ergibt. Außerdem tritt in diesem Beispiel das rekurrente Sem 

[Technologie] auf, das in diesem Kontext aber erst in Verbindung mit dem Lexem 
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„new“ das Sem [Gewichtsreduzierung] ergibt. Das Lexem „new“ ist polysem und 

kann zum Beispiel [ungebraucht] oder [unbekannt] bedeuten. In diesem Kontext hat 

es aber das dominante Merkmal [modern]. Außerdem ist in den Texten von Finnair 

auch das Sem [Digitalisierung], zum Beispiel „digital newspapers and magazines“ 

(Anhang B II S. 22), zu finden. In diesem Kontext hat [Digitalisierung] aber das do-

minante Merkmal [Gewichtsreduzierung]: „less fuel consumption for each operated 

flight when paper magazines are not carried onboard” (Anhang B II S. 22). Das Le-

xem „paper“ trägt in diesem Beispiel das Merkmal [Gewicht], während „not carried“ 

in diesem Kontext [minus] bedeutet. Folglich wird die Reduzierung von Gewicht 

durch die Digitalisierung von Zeitungen und Zeitschriften ermöglicht. Wie bei Luft-

hansa trägt das Sem [Gewichtsreduzierung] auch bei Finnair die Bedeutungseinheit 

[Reduzierung des Treibstoffverbrauchs] und bildet dadurch das Klassem [Emissions-

reduzierung]. 

Das Sem [Treibstoff mit biologischem Ursprung] ist auch bei Finnair zu finden, wie 

folgendes Beispiel zeigt: 

„Finnair is an active member of the Nordic Initiative for Sustainable Aviation work-

ing group comprised of Nordic airlines, airport operators and government ministries 

who are working together with aircraft manufacturers to expedite the development of 

biofuel in the aviation industry.” (Anhang B II S. 22) 

Das Lexem „biofuel“ hat das Merkmal [Treibstoff mit biologischem Ursprung], wel-

ches das Klassem [Emissionsreduzierung] bildet. Außerdem tritt das rekurrente Sem 

[Forschung] in dem Lexem „development“ auf. Die Lexeme „member“, „iniative“ 

und „together“ bilden zusätzlich das gemeinsame Merkmal [Partnerschaft]. Folglich 

ergibt sich aus dem Kontext, dass Finnair in einer Partnerschaft an der Forschung zu 

Treibstoffen mit biologischem Ursprung, die weniger Emissionen als fossile Treib-

stoffe ausstoßen, beteiligt ist. Außerdem haben Kunden von Finnair die Möglichkeit, 

Emissionen, die sie durch einen Flug verursachen, mithilfe des Unternehmens zu 

berechnen und durch eine Spende an ein Projekt in Mozambique, das zur Reduzie-

rung von durch Waldrodung verursachte Emissionen beiträgt, zu kompensieren (An-

hang B I 7a). Alternativ bietet Finnair die Möglichkeit, Geld in Biotreibstoff zu in-

vestieren, welches direkt in Flüge mit Biotreibstoff fließt (Anhang B I 7a). In beiden 

Fällen tritt das Sem [monetär] auf, das die Beispiele „Donations“, „buy“ oder „€10, 

€20 or €65“ (Anhang B I 7a) gemeinsam haben. 
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Durch die Reduzierung von Emissionen mithilfe von Modernisierung, Gewichtsre-

duzierung und seiner geografischen Lage im Norden leistet Finnair einen Beitrag 

zum 13. Ziel der Agenda 2030, da es die Auswirkungen des Flugverkehrs auf den 

Klimawandel einschränkt. Diese Maßnahmen können daher der ökologischen Di-

mension der Nachhaltigkeit zugeordnet werden. Wie bereits festgestellt, hat die Re-

duzierung des Treibstoffverbrauchs auch einen ökonomischen Nutzen für das Unter-

nehmen. Außerdem spart die geografische Lage im Norden aufgrund der kürzesten 

Strecke von Europa nach Asien weitere Kosten, sodass es sich hier vor allem um 

ökonomische Nachhaltigkeit handelt. Außerdem trägt Finnair durch Forschung zu 

Biotreibstoffen zum 9. Ziel der Agenda 2030 bei.  

 

7.2.2 Klassem [Immissionsreduzierung] 

Das Klassem [Immissionsreduzierung] tritt sowohl auf der Webseite, als auch im 

Nachhaltigkeitsbericht von Finnair auf. Zum einen wird das Klassem wie bei Luft-

hansa aus den Semen [Modernisierung] und [Technologie] gebildet, wie folgendes 

Beispiel belegt: 

„The noise level of the Finnair fleet has been significantly reduced thanks to the on-

going fleet modernisation and noise attenuation systems installed in older-generation 

aircraft.“ (Anhang B II S. 11) 

Das Lexem „noise“ bildet auch bei Finnair das Sem [Immission]. Das Sem [Moder-

nisierung] liegt offensichtlich in dem Lexem „modernisation" vor und wurde oben 

bereits ausführlich erläutert. Das rekurrente Sem [Technologie] ist in diesem Beispiel 

eine Bedeutungseinheit des Lexems „system“, das wiederum das Merkmal [Immissi-

onsreduzierung] besitzt, welches aus den Semen [Immission] („noise“) und [minus] 

(„attenuation“) gebildet wird. Außerdem trägt das Lexem „older-generation“ in die-

sem Kontext das Merkmal [zu laut], da das Transportmittel durch das Sem [Techno-

logie] das Merkmal [leiser] erhält. Ein weiteres Sem im Nachhaltigkeitsbericht von 

Finnair ist [Optimierung des Ab- und Landeflugs], welches die Beispiele „scheduling 

take-offs and landings at less undesirable times from a noise perspective“ (Anhang B 

II S. 23) und „use of the continuous descent approach (CDA) also helps reduce flight 

noise within ten kilometres of the airport“ (Anhang B II S. 23) gemeinsam haben. 

Beide Maßnahmen werden von Finnair jedoch nur zum Teil umgesetzt. 
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Die Reduzierung des Lärmpegels, der von Flugzeugen erzeugt wird, wirkt sich so-

wohl positiv auf Menschen, als auch auf Tiere aus, sodass dieses Klassem zur ökolo-

gischen und sozialen Nachhaltigkeit beiträgt. Die Maßnahmen von Finnair verbes-

sern damit das Leben an Land, welches das 15. Ziel der Agenda 2030 darstellt. Im 

Gegensatz zu Lufthansa liefert Finnair jedoch keine Fakten oder Zahlen. 

 

7.2.3 Klassem [Reduzierung des Ressourcenverbrauchs] 

Die Seme [Reduzierung des Treibstoffverbrauchs] und [Digitalisierung] wurden be-

reits oben erklärt und mit Beispielen aus dem Korpus belegt und sollen daher an die-

ser Stelle nicht weiter behandelt werden. Beide haben aber das Klassem [Reduzie-

rung des Ressourcenverbrauchs] gemeinsam, da Treibstoff und Papier eingespart 

werden.  Das folgende Beispiel zeigt, wie das Klassem darüber hinaus in den Texten 

von Finnair gebildet wird: 

„Finnair participates annually in the international Earth Hour by switching off its ad-

vertising lights at the airport and in various properties for a whole weekend and in-

forming personnel of ways to conserve energy when at work as well as when on du-

ty.“ (Anhang B II S. 22) 

Die Lexeme “lights” und “energy“ haben das gemeinsame Merkmal [Elektrizität], 

während „switching off“ und „conserve“ hier das Sem [sparen] gemeinsam haben, 

sodass sich die Semkombination [Elektrizitätseinsparung] ergibt. 

Ein weiteres Sem, das zur Bildung des Klassems beiträgt, ist [Reduzierung von Ein-

wegverpackung], wie folgender Textausschnitt aus dem Nachhaltigkeitsbericht zeigt: 

„Some of the first concrete changes were replacing milk jiggers with carton packed 

Finnish milk on European and domestic flights in November 2018 and removing 

plastic wrapping around renewed amenity kits (renewed amenity kits on flights in 

early spring 2019). These actions reduce generated waste by 5.0 tonnes and generat-

ed plastic waste by 10.0 tonnes annually.” (Anhang B II S. 27) 

Die drei Lexemgruppen „milk jiggers”, „carton packed“ und “plastic wrapping” ha-

ben in diesem Kontext das gemeinsame Merkmal [Verpackung]. Zusätzlich haben 

die Lexeme „carton“ und „plastic“ das gemeinsame Merkmal [Material]. Außerdem 

haben „milk jiggers“ und „plastic wrapping“ das spezifischere Merkmal [Einwegver-

packung], da beide Verpackungen für den einmaligen Gebrauch durch eine Person 

gedacht sind und danach entsorgt werden. Dieses Merkmal ergibt sich weniger aus 
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dem Text, als aus dem Wissen, das man über Verpackungen in Flugzeugen hat. Das 

Lexem „carton packed“ hat im Gegensatz dazu das Merkmal [umweltfreundliche 

Verpackung], da die Verpackung nicht für den einmaligen Gebrauch durch eine Per-

son gedacht ist. Kartonverpackungen haben eine größere Füllmenge und sind somit 

länger in Gebrauch als die Einwegverpackungen aus Plastik. Außerdem gilt Karton 

als nachhaltigeres Material als Plastik. Diese Information ist nicht direkt im Text 

enthalten, sondern ergibt sich ebenfalls aus dem Alltagswissen. Außerdem bilden 

„5.0 tonnes“ und „10.0 tonnes“ das gemeinsame Merkmal [Menge], wodurch Finnair 

konkrete Fakten zu der Reduzierung von Abfall liefert. 

Die Reduzierung des Ressourcenverbrauchs durch Elektrizitätseinsparung und den 

Ersatz bzw. das Weglassen von Einwegverpackung ist Teil der ökologischen Nach-

haltigkeit, da Finnair Maßnahmen gegen Ressourcenknappheit und Umweltver-

schmutzung durch Plastikmüll ergreift. Außerdem trägt Finnair zur nachhaltigen 

Produktion und zum nachhaltigen Konsum, dem 12. Ziel der Agenda 2030, bei. 

 

7.2.4 Klassem [Gesundheit] 

Das Klassem [Gesundheit] ist auch in den Texten von Finnair zu finden, unter ande-

rem auf der Webseite unter dem Punkt „People Experience“, einer Unterseite der 

Seite „Strategy“: 
“The wellbeing of people is in turn a key element in ensuring engaged and inspired 

personnel. In this respect, Finnair renewed its wellbeing services to reduce the num-

ber of sick leaves and to strengthen employee resilience.“ (Anhang B I 2.1.2.3) 

Das Klassem [Gesundheit] wird hier durch das wiederholte Auftreten des Lexems 

„wellbeing“ gebildet. Außerdem haben die Lexeme „personnel“ und „employee“ das 

gemeinsame Merkmal [unternehmensintern], sodass sich das rekurrente Sem [unter-

nehmensinterne Gesundheit] in diesem Text ergibt. Außerdem tritt erneut das Sem 

[Gesundheitsleistungen] („services“), das bereits bei Lufthansa festgestellt wurde, 

auf. Folglich ergibt sich, dass Finnair durch Gesundheitsleistungen für seine Mitar-

beit zur sozialen Nachhaltigkeit beiträgt. Die Gesundheit von Mitarbeitern trägt 

gleichzeitig aber auch zur ökonomischen Nachhaltigkeit bei, wie das Beispiel ver-

deutlicht. Die Lexemgruppe „sick leaves“ hat das Merkmal [fehlende Arbeitskraft] 

und kann bei zunehmender [Menge] („number“) Kosten für das Unternehmen verur-
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sachen. Daraus folgt, dass die Kombination aus [minus] („reduce“), [Menge] und 

[fehlende Arbeitskraft] das rekurrente Sem [Kostenreduzierung] ergibt. Somit hat die 

Sicherstellung der Gesundheit von Mitarbeitern auch einen ökonomischen Nutzen für 

Finnair. Das Sem [Gesundheitsleistungen] tritt außerdem auch im Nachhaltigkeitsbe-

richt auf, wie folgende Lexemgruppen zeigen: „preventive care“ (Anhang B II S. 13), 

„occupational health care“ (Anhang B II S. 13), „medical examinations“ (Anhang B 

II S. 31) oder „medical check-ups“ (Anhang B II S. 31). Folgendes Beispiel zeigt 

eine konkrete Maßnahme von Finnair, um die Gesundheit seiner Mitarbeiter zu un-

terstützen: „Finnair introduced ePassi Sport benefit to all employees in Finland to 

encourage employees to exercise“ (Anhang B II S. 29). Die Lexeme „introduced“ 

und „encourage“ haben in diesem Kontext das gemeinsame Merkmal [Unterstüt-

zung]. Das Sem [Gesundheit] wird in diesem Beispiel durch die Lexeme „Sport“ und 

„exercise“ konstituiert. Abschließend kann zusammengefasst werden, dass die För-

derung der Gesundheit des Personals sowohl der sozialen als auch ökonomischen 

Dimension der Nachhaltigkeit zugeordnet werden kann, da es einen Nutzen für die 

Mitarbeiter und das Unternehmen hat. Finnair trägt damit zum 3. Ziel der Agenda 

2030 bei. 

 

7.2.5 Klassem [Chancengleichheit] 

Die Ergebnisse der Analyse zeigen, dass die Seme [Geschlechtergleichheit], [Viel-

falt] und [Inklusion] auch bei Finnair auftreten, wie folgendes Zitat aus dem Nach-

haltigkeitsbericht zusammenfassend darstellt: 

„Finnair does not discriminate based on gender, age, ethnic or national origin, na-

tionality, language, religion, conviction, opinion, health, disability, sexual orientation 

or other personal attributes or circumstances.“ (Anhang B II S. 13).  

Das Lexem „discriminate“ trägt das Merkmal [ungerechte Behandlung] und das re-

kurrente Sem [minus] tritt in diesem Fall in dem Lexem „not“ auf. Folglich ergeben 

die Seme [minus] und [ungerechte Behandlung] in Kombination mit [Geschlecht] 

(„gender“) das übergeordnete Sem [Geschlechtergleichheit], mit [körperliche Verfas-

sung“ („health“ und „disability“) das Sem [Inklusion] und mit [ethnischer Hinter-

grund] („national origin“, „nationality“, „language“ oder „religion“) und [persönliche 

Eigenschaften] („opinion“ oder „secual orientation“) das Sem [Vielfalt]. Das Sem 
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[Geschlechtergleichheit] wird außerdem durch das Sem [Menge] gestützt, indem der 

Anteil der Frauen im Unternehmen genannt wird: 56% aller Mitarbeiter und drei von 

acht Mitgliedern des Vorstands sind weiblich (Anhang B II S. 32). Der Anteil von 

Frauen in Führungspositionen ist somit höher als bei Lufthansa. Außerdem zeigt das 

daneben abgebildete Bild eine lächelnde Stewardesse in Uniform. Einerseits wirkt 

das Bild unterstützend zum Text, da die Mehrzahl des gesamten Finnair Personals 

weiblich ist, andererseits gilt der Flugbegleiter bzw. die Flugbegleiterin als ein weib-

licher Beruf in dieser Branche, sodass die 56% eine schwache Aussagekraft über die 

tatsächliche Geschlechtergleichheit haben. Das Sem [Geschlechtergleichheit] wird 

darüber hinaus aus „equal pay“ (Anhang B II S. 13), welches das Merkmal [gleiche 

Vergütung] hat, und „equal opportunities for balancing work and family life“ (An-

hang B II S. 13), welches das Merkmal [Vereinbarkeit von Beruf und Familie] be-

sitzt, gebildet. Letzteres wird im Nachhaltigkeitsbericht durch folgendes Beispiel 

belegt: „a new summer camp concept was introduced for summer day care of 

employees’ children“ (Anhang B II S. 29). In diesem Text tritt das Sem [Unterstüt-

zung bei der Kinderbetreuung] auf, das bereits bei Lufthansa festgestellt wurde. Das 

Klassem [Chancengleichheit] tritt außerdem in folgendem Beispiel auf: „Finnair par-

ticipated in the Confederation of Finnish Industries (EK) campaign against discrimi-

nation at work (Työ ei syrji campaign)“ (Anhang B II S. 29). Das Klassem wird er-

neut aus der Kombination der Seme [Ungleichheit] („discrimination“) und [minus] 

(„against“) gebildet. Die Lexeme „participated“ und „campaign“ können außerdem 

durch das gemeinsame rekurrente Sem [Partnerschaft] beschrieben werden. Ab-

schließend kann festgehalten werden, dass die Förderung von Geschlechtergleichheit 

zum 5. Ziel der Agenda 2030 beiträgt, während die Teilnahme in einer Kampagne 

dem 17. Ziel entspricht. Das Thema Chancengleichheit ist außerdem Teil der sozia-

len Nachhaltigkeit, da Ungerechtigkeit und Diskriminierung im Unternehmen Finnair 

abgebaut werden. 

 

7.2.6 Klassem [Bildung] 

Die Isotopieanalyse der Webseite und des Nachhaltigkeitsberichts zeigt das rekurren-

te Auftreten des Sems [berufliche Fortbildung], welches folgende Lexeme bzw. Le-

xemgruppen gemeinsam haben: „training“ (Anhang B I 5.2b), „learning on the job“ 
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(Anhang B II S. 31), „online learning“ (Anhang B II S. 31), „workshops“ (Anhang B 

II S. 31), „coaching“ (Anhang B II S. 31), „shadowing“ (Anhang B II S. 31), „mento-

ring“ (Anhang B II S. 31) oder „professional technical training“ (Anhang B II S. 31). 

Die Lexeme „job“ oder „professional“ bilden hier das Merkmal [beruflich]. Außer-

dem besitzt Finnair eine eigene Bildungseinrichtung für berufliche Fortbildung, die 

„Finnair Aviation Academy“, welche weitere berufliche Fortbildungsprogramme 

anbietet (Anhang B II S. 32). Außerdem tritt das Klassem [Bildung] auch bei Finnair 

in Verbindung mit dem Klassem [Gesundheit] auf, wie die Beispiele „occupational 

safety card training“ oder „first aid and emergency training“ zeigen. Durchschnittlich 

verbringen Finnairs Mitarbeiter 44 Stunden mit Training (Anhang B I 5.2b). Der 

bildliche Teiltext auf derselben Seite unterstützt jedoch weder das Klassem [Bil-

dung], noch die anderen Klasseme der sozialen Dimension. Das Bild zeigt eine Per-

son, die Winterkleidung trägt, und ein Rentier vor einer Schneelandschaft, sodass 

man davon ausgehen kann, dass eine Assoziation von Lappland ausgelöst werden 

soll. Die Elemente Rentier, Schnee und Wald bilden das gemeinsame Merkmal 

[Umwelt], während Rentier, Schnee und Winterkleidung auch das gemeinsame 

Merkmal [geografische Lage im Norden] besitzen. Folglich wiederholen sich beide 

Seme erneut im visuellen Teiltext. Abschließend kann festgehalten werden, dass 

Finnair wie auch Lufthansa durch die Fortbildung seiner Mitarbeiter zum 4. Ziel der 

Agenda 2030 beiträgt und soziale Nachhaltigkeit umsetzt. 

 

7.3 Diskussion 

Die Ergebnisse zeigen, dass die Isotopieebene Nachhaltigkeit in beiden Unternehmen 

durch sechs wesentliche Klasseme gebildet wird, die auf den Webseiten und in den 

Nachhaltigkeitsberichten auftreten: [Emissionsreduzierung], [Immissionsreduzie-

rung], [Reduzierung des Ressourcenverbrauchs], [Gesundheit], [Chancengleichheit] 

und [Bildung]. Das Klassem [Emissionsreduzierung] wird bei Lufthansa und Finnair 

durch die Seme [Reduzierung des Treibstoffverbrauchs], [Modernisierung], [Ge-

wichtsreduzierung], [Treibstoff mit biologischem Ursprung], [Forschung] und [Part-

nerschaft] konstituiert. Ein Unterschied ist, dass in den untersuchten Texten von 

Lufthansa die Seme [Elektromobilität] und [Pionier] auftreten, die bei Finnair fehlen. 

Stattdessen wurde das Sem [geografische Lage im Norden] festgestellt. Finnair ar-
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gumentiert, dass die kürzeste Strecke von Europa nach Asien über Helsinki verläuft, 

sodass die Routen von Finnair Treibstoff einsparen und dadurch weniger Emissionen 

ausgestoßen werden. Das Klassem [Immissionsreduzierung] wird in beiden Unter-

nehmen erneut durch das Sem [Modernisierung] und durch das Sem [Technologie] 

gebildet. Im Unterschied zu Finnair treten zusätzlich die Seme [Forschung] und 

[Partnerschaft] in den Texten von Lufthansa auf. Bei Finnair wurde außerdem das 

Sem [Optimierung des Ab- und Landeflugs] festgestellt. Die hierzu beschriebenen 

Maßnahmen werden von Finnair aber nur bedingt umgesetzt, sodass sie kaum Be-

deutung für das Klassem [Immissionsreduzierung] haben. Das Klassem [Reduzie-

rung des Ressourcenverbrauchs] setzt sich in beiden Unternehmen aus den Semen 

[Reduzierung des Treibstoffverbrauchs] und [Recycling] zusammen. Lufthansa und 

Finnair nutzen außerdem Partnerschaften, um Recycling im Unternehmen umzuset-

zen. In den Texten von Finnair wurden darüber hinaus die Seme [Elektrizitätseinspa-

rung] und [umweltfreundliche Verpackung] festgestellt. Außerdem tritt in den Tex-

ten beider Unternehmen das Sem [Digitalisierung] auf, das bei Lufthansa das Klas-

sem [Reduzierung des Ressourcenverbrauchs] bildet, während Finnair [Digitalisie-

rung] das Merkmal [Gewichtsreduzierung] zuschreibt und es somit dem Klassem 

[Emissionsreduzierung] zuordnet. Das Klassem [Gesundheit] wird in beiden Unter-

nehmen durch das Sem [Gesundheitsleistungen] gebildet, welches das Merkmal [un-

ternehmensinterne Gesundheit] hat. In den Texten von Lufthansa tritt außerdem das 

Sem [unternehmensexterne Gesundheit] auf, das bei Finnair fehlt. In diesem Kontext 

tritt erneut das Sem [Partnerschaft] auf, zum Beispiel unterstützt Lufthansa die Not-

fallhilfe durch den kostenlosen Flugtransport von Ärzten und medizinischem 

Equipment. Das Klassem [Chancengleichheit] beinhaltet bei Lufthansa und Finnair 

das Sem [Geschlechtergleichheit], das wiederum in beiden Fällen die Merkmale 

[Frauen in Führungspositionen] und [Vereinbarkeit von Beruf und Familie] besitzt. 

In beiden Unternehmen tritt das Sem [Unterstützung bei der Kinderbetreuung] auf. 

Im Unterschied zu Finnair wurde bei Lufthansa zusätzlich das Sem [flexible Arbeits-

zeiten] festgestellt, das zur Geschlechtergleichheit beiträgt. Außerdem zeigen die 

Ergebnisse in beiden Unternehmen die Seme [Vielfalt] und [Inklusion] als Teil des 

Klassems [Chancengleichheit]. Schließlich bildet das gemeinsame Sem [berufliche 

Fortbildung] in den untersuchten Texten von Lufthansa und Finnair das Klassem 

[Bildung]. Außerdem tritt in beiden Unternehmen das Klassem [Bildung] in Verbin-
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dung mit dem Klassem [Gesundheit] auf, zum Beispiel in Form von Erste-Hilfe-

Schulungen. Ein Unterschied ist jedoch das Sem [unternehmensexterne Bildung] in 

den Texten von Lufthansa. Lufthansa besitzt die corporate foundation „help alli-

ance“, die zum Beispiel eine Bildungseinrichtung in Südafrika finanziert. Der Ver-

gleich der Ergebnisse zeigt, dass Lufthansa und Finnair viele Gemeinsamkeiten hin-

sichtlich der Bildung der Klasseme haben. Dennoch gibt es einzelne Seme, wodurch 

sich die Unternehmen voneinander unterscheiden. Bei Lufthansa fällt vor allem das 

Sem [Pionier] auf: Lufthansa bezeichnet sich als eine der ersten Fluggesellschaften, 

die Biotreibstoff für reguläre Flüge getestet und das Flugzeugmodell A320neo mit 

lärmreduzierender Technologie eingesetzt hat. Das Unternehmen hat auch den ersten 

Elektroschlepper für Großraumflugzeuge entwickelt. Außerdem gelingt Lufthansa 

durch das Sem [unternehmensexterne Gesundheit] eine Abgrenzung zu Finnair im 

Hinblick auf soziale Nachhaltigkeit. Lufthansa Cargo ermöglicht den kostenlosten 

Transport von Ärzten und medizinischem Equipment in Krisensituationen und ko-

operiert unter anderem mit dem Deutschen Roten Kreuz. Ein weiteres Alleinstel-

lungsmerkmal von Lufthansa ist die corporate foundation, die Bildung in Entwick-

lungsländern unter anderem durch Spenden und den Bau einer Bildungseinrichtung 

unterstützt. Finnair positioniert sich stattdessen vor allem durch die Seme [geografi-

sche Lage im Norden] und [Umwelt], die sowohl im sprachlichen, als auch im bildli-

chen Teiltext der Webseite und des Nachhaltigkeitsberichts auftreten. Zum Beispiel 

argumentiert Finnair, dass die nördliche Lage Helsinkis die kürzeste Strecke nach 

Asien ermöglicht. Finnair ist somit die einzige europäische Fluggesellschaft, die Hin- 

und Rückflug innerhalb von 24 Stunden abwickeln kann, wodurch sie den Verbrauch 

von Treibstoff und den Ausstoß von Emissionen reduziert. Es ist aber fragwürdig, 

inwiefern die geografische Lage im Norden tatsächlich zur ökologischen Nachhaltig-

keit des Unternehmens beiträgt. Da es sich zwischen Europa und Asien um Langstre-

ckenflüge handelt, werden trotzdem enorme Mengen von CO₂-Emissionen ausgesto-

ßen. Die geografische Lage des Flughafens Helsinki hat stattdessen vor allem öko-

nomische Vorteile für Finnair, zum Beispiel Kostenreduzierung oder Wettbewerbs-

vorteil. Es handelt sich hierbei um kein bewusstes nachhaltiges Handeln von Finnair, 

stattdessen wird die Unternehmensstrategie als nachhaltig ausgelegt. Außerdem posi-

tioniert sich Finnair durch das Sem [Umwelt], insbesondere durch das Abbilden von 

Lappland in visuellen Teiltexten. Das Unternehmen weckt bewusst Assoziationen 
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von Finnland, um sich erneut durch seine Lage im Norden zu positionieren. Zusam-

mengefasst sind die Seme [geografische Lage im Norden] und [Umwelt] oberfläch-

lich und haben wenig mit ökologischer Nachhaltigkeit zu tun. Die Nachhaltigkeitsbe-

richterstattung von Lufthansa und Finnair ist aber insofern transparent, dass Zahlen 

und Fakten angeben werden, zum Beispiel die Menge des verbrauchten Treibstoffs 

oder die Menge von generierten Emissionen im Jahr 2018 (Lufthansa: Anhang A II 

S. 2, Finnair: Anhang B II S. 20, 25). 

 

Nachdem die Ergebnisse der Isotopieanalyse verglichen wurden, soll abschließend 

die Gewichtung der ökologischen, ökonomischen und sozialen Nachhaltigkeit auf 

den Webseiten und in den Nachhaltigkeitsberichten der zwei Fluggesellschaften be-

trachtet werden. Die nachfolgende Abbildung zeigt die Verteilung der Seme im in-

tegrierenden Nachhaltigkeitsdreieck nach Kleine (2009). Folglich soll auf die Ver-

wendung der eckigen Klammern aus Gründen der Einfachheit verzichtet werden. 

 
Abbildung 10: Einordnung der Seme in das integrierende Nachhaltigkeitsdreieck (eigene Darstellung). 

Die Abbildung beinhaltet alle relevanten Seme, die sich aus der Analyse ergeben 

haben. Die Seme, die nur bei Lufthansa zu finden sind, sind dunkelgrau markiert, 

während Seme, die nur bei Finnair auftreten, hellgrau markiert sind. Die restlichen 

Seme wurden in den Texten beider Fluggesellschaften festgestellt. Reduzierung des 

Treibstoffverbrauchs, Modernisierung, Technologie, Gewichtsreduzierung, Digitali-
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sierung und Forschung können dem Feld „ökologisch-ökonomisch“ zugeordnet wer-

den. Die ökologische Dimension äußert sich durch die Reduzierung von Emissionen 

und des Ressourcenverbrauchs. Reduzierung des Treibstoffverbrauchs und Ge-

wichtsreduzierung haben aber auch einen ökonomischen Vorteil für die Unterneh-

men, da Kosten für Treibstoff eingespart werden. Außerdem tragen Modernisierung, 

Technologie und Digitalisierung auch zur Wettbewerbsfähigkeit und Attraktivität der 

Unternehmen bei. Forschung ist per se nicht nachhaltig, aber Forschung zu nachhal-

tigen Alternativen kann sich positiv auf die ökologische Dimension auswirken und 

gleichzeitig das Image des Unternehmens verbessern. Dem Bereich „stark ökolo-

gisch“ wurden Recycling, Elektrizitätseinsparung und umweltfreundliche Verpa-

ckung zugeordnet, da alle drei Maßnahmen den Verbrauch von Ressourcen reduzie-

ren. Finnairs Teilnahme an der international Earth Hour ist jedoch nur einmal im 

Jahr, sodass sich hier die Frage stellt, ob diese Maßnahme primär ökologisch nach-

haltig ist oder dem Image des Unternehmens hilft. Treibstoff mit biologischem Ur-

sprung und Elektromobilität können als „überwiegend ökologisch“ eingestuft wer-

den, da Emissionen in beiden Fällen zwar reduziert, aber nicht vollständig vermieden 

werden. Aber sowohl die Produktion von Biotreibstoff, als auch von Elektrofahrzeu-

gen verursacht zusätzliche Emissionen, die von den Unternehmen nicht berücksich-

tigt werden. Anders als beim fossilen Treibstoff wird bei der Verbrennung von Bio-

treibstoff zwar nur so viel CO2 ausgestoßen, wie von den Pflanzen während des 

Wachstums aufgenommen wurde, sodass Biotreibstoff in der Luftfahrindustrie als 

nachhaltiger gilt. Aber laut einer Studie minimiert die Herstellung von Biotreibstoff 

die Landwirtschaftsfläche für Lebensmittel, sodass große Waldflächen gerodet wer-

den müssen, um das Defizit auszugleichen (Dunmore 2011). Demnach ist Biotreib-

stoff nicht zwingend nachhaltiger als fossiler Treibstoff, wenn man den Herstel-

lungsprozess berücksichtigt. Außerdem wirft die Umweltorganisation Rettet den Re-

genwald e.V. der Fluggesellschaft Lufthansa vor, dass der Einsatz von Biotreibstoff 

dem Unternehmen lediglich ein nachhaltigeres Image verleihen soll, aber in der Rea-

lität der Umwelt durch das Roden von Regenwäldern schadet (Rettet den Regenwald 

e.V. 2011). Ausgehend davon, kann Treibstoff mit biologischem Ursprung auch im 

Bereich „vorwiegend ökonomisch“ eingeordnet werden. Immissionsreduzierung 

kann als „sozial-ökologisch-ökonomisch“ eingestuft werden, da die Minimierung 

von Lärm sich positiv auf Menschen und Tiere auswirkt und gleichzeitig mögliche 
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Kosten auf Grundlage von Flughafenvorschriften gesenkt oder verhindert werden. 

Partnerschaft hat per se keinen nachhaltigen Charakter, aber Partnerschaften, zum 

Beispiel mit Forschungseinrichtungen, Non-Profit-Organisationen oder staatlichen 

Einrichtungen, können sowohl zu ökologischer, sozialer und ökonomischer Nachhal-

tigkeit beitragen. Im Bereich „stark sozial“ können Geschlechtergleichheit, Vielfalt, 

Inklusion, unternehmensexterne Gesundheit und unternehmensexterne Bildung ein-

geordnet werden. Die ersten drei Aspekte haben primär einen sozialen Nutzen für die 

Mitarbeiter der zwei Unternehmen, während Lufthansa mit letzteren zur sozialen 

Nachhaltigkeit außerhalb des Unternehmens beiträgt. Lufthansa leistet corporate citi-

zenship mithilfe der unternehmenseigenen Hilfsorganisation help alliance, das sich 

unter anderem durch Spenden äußert. Hier muss kritisch hinterfragt werden, inwie-

fern dieses Engagement positiv zum Image des Unternehmens beiträgt. Man könnte 

unternehmensexterne Bildung daher auch im Bereich „sozial-ökonomisch“ einord-

nen. Weitere Aspekte im Feld „sozial-ökonomisch“ sind unternehmensinterne Ge-

sundheit und unternehmensinterne Bildung, da beides sowohl einen sozialen Nutzen 

für Mitarbeiter, als auch einen ökonomischen Nutzen für das Unternehmen, zum Bei-

spiel weniger krankheitsbedingte Ausfälle oder kompetentes Personal, hat. Der As-

pekt Pionier dient Lufthansa vor allem zur Positionierung als nachhaltiges Unter-

nehmen, aber kann als „stark ökonomisch“ beschrieben werden, da es einen Wettbe-

werbsvorteil gegenüber Konkurrenten schafft und primär das Image des Unterneh-

mens aufbessert. Die geografische Lage im Norden von Finnair ist ebenfalls „stark 

ökonomisch“, da die Reduzierung des Treibstoffverbrauchs und der Emissionen auf-

grund der kürzeren Strecke nach Asien relativ und zufällig ist. Es stellt kein aktives 

nachhaltiges Handeln dar und dient lediglich dem Imageaufbau der Fluggesellschaft. 

Finnair profitiert vor allem ökonomisch von diesem Alleinstellungsmerkmal, da es 

einen Wettbewerbsvorteil schafft. Umwelt ist in den Texten von Finnair nicht als 

ökologisch, sondern als Positionierungsmerkmal der Marke zu verstehen. Assoziati-

onen von nordischer Natur schaffen ein naturverbundenes und umweltbewusstes Bild 

der Marke. Folglich kann Umwelt dem Feld „stark ökonomisch“ zugeordnet werden. 

Zusammengefasst, kann man die Seme nicht immer eindeutig in das integrierende 

Nachhaltigkeitsdreieck einordnen. Vor allem der Aspekt Treibstoff mit biologischem 

Ursprung ist umstritten und kann je nach Standpunkt vorwiegend ökologisch oder 

vorwiegend ökonomisch sein. Abschließend kann festgestellt werden, dass alle drei 
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Dimensionen in beiden Fluggesellschaften vertreten sind. Die Abbildung zeigt, dass 

die Mehrheit der Seme als „ökologisch-ökonomisch“ beschrieben werden können. 

Der Schwerpunkt liegt somit auf der ökonomischen Dimension, da alle fünf Felder, 

die die ökonomische Dimension beinhalten, besetzt sind und insgesamt 13 Seme bei 

Lufthansa und 13 Seme bei Finnair umfassen. Von den fünf Feldern des Dreiecks, 

die die ökologische Dimension beinhalten, sind nur vier besetzt, da dem Bereich „so-

zial-ökologisch“ kein Sem zugeordnet wurde. Die vier Felder umfassen insgesamt 11 

Seme bei Lufthansa und 12 Seme bei Finnair. Außerdem ist der Bereich „stark sozi-

al“ bei Lufthansa ausgeprägt, da sechs Seme zugeordnet wurden.  

 

 

8 Fazit und Ausblick 

 

Die Ergebnisse der Analyse dieser Arbeit zeigen, dass Lufthansa und Finnair viele 

Gemeinsamkeiten bei der Umsetzung von Nachhaltigkeit in der Markenführung ha-

ben. Auf der einen Seite gelingt den Fluggesellschaften dadurch nur bedingt eine 

Abgrenzung zur Konkurrenz, da sich Seme, wie Modernisierung oder Technologie, 

auf den Webseiten und in den Nachhaltigkeitsberichten ähnlich sind und dadurch 

auswechselbar werden. Auf der anderen Seite zeigen die Gemeinsamkeiten, dass 

bestimmte Nachhaltigkeitsthemen von besonderer Relevanz in der Luftfahrbranche 

sind. Das Vorhandensein der Klasseme [Emissionsreduzierung], [Immissionsreduzie-

rung] und [Reduzierung des Ressourcenverbrauchs] in beiden Unternehmen macht 

deutlich, dass es sich bei Emissionen, Immissionen und Ressourcenverbrauch um 

Probleme handelt, die insbesondere die Luftfahrbranche betreffen. Wie in der Einlei-

tung der Arbeit bereits erwähnt wurde, handelt es sich beim Fliegen um die klima-

schädlichste Art der Fortbewegung, da hohe Mengen von CO2 und anderen Schad-

stoffen ausgestoßen werden. Die gemeinsamen Klasseme zeigen daher, dass sich 

beide Unternehmen mit den umweltschädlichen Auswirkungen des Fliegens ausei-

nandersetzen. Die Einordnung der Seme in das integrierende Nachhaltigkeitsdreieck 

zeigt jedoch, dass der Schwerpunkt auf der ökonomischen Dimension der Nachhal-

tigkeit liegt. Zahlreiche Maßnahmen haben zwar einen ökologischen oder sozialen 
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Zweck, aber ergeben auch einen ökonomischen Nutzen für die Unternehmen. Zum 

Beispiel führt Gewichtsreduzierung zu geringerem Treibstoffverbrauch und somit zu 

geringerem Emissionsausstoß, hat aber gleichzeitig einen kostenreduzierenden Vor-

teil für das Unternehmen. Außerdem sind die meisten Maßnahmen effizienzorien-

tiert, zum Beispiel sinkt der Verbrauch von Treibstoff, während die Anzahl der 

Passagiere wächst. Beide Unternehmen streben Wachstum an und wollen den damit 

verbundenen Anstieg von umweltschädlichen Faktoren, wie Emissionen oder Immis-

sionen, durch Technologie oder Modernisierung ausgleichen. Außerdem setzen Luft-

hansa und Finnair Nachhaltigkeit häufig mit finanziellen Mitteln um. Beide Unter-

nehmen bieten ihren Kunden die Möglichkeit, die CO2-Menge eines Flugs durch 

Spenden an wohltätige Projekte zu kompensieren. Hier kann man eine Tendenz zur 

schwachen Nachhaltigkeit erkennen, da ökologisches Kapitel durch ökonomisches 

Kapitel substituiert wird. Im Bereich der sozialen Nachhaltigkeit profitieren zum 

einen die Mitarbeiter von Gesundheitsleistungen und beruflichen Fortbildungen, aber 

auch die Fluggesellschaften haben einen ökonomischen Nutzen von gesundem und 

qualifiziertem Personal. Zum anderen unterstützt Lufthansa mit Kooperationen in der 

Notfallhilfe und mit der eigenen Hilfsorganisation Gesundheit und Bildung außer-

halb des Unternehmens. Zugleich verleiht es der Fluggesellschaft ein verantwor-

tungsbewusstes Image, wovon es auch ökonomisch profitiert. Abschließend kann 

festgehalten werden, dass sich die Unternehmen vor allem durch ökonomische As-

pekte positionieren: Lufthansa grenzt sich durch das Merkmal Pionier ab, das dem 

Unternehmen Attraktivität und Wettbewerbsvorteil verleiht. Außerdem stützt es die 

Unternehmensstrategie, die führende europäische Fluggesellschaft zu werden (siehe 

Kapitel 4.1). Die Alleinstellungsmerkmale von Finnair sind die geografische Lage im 

Norden und die nordische Umwelt. Ersteres verleiht der Fluggesellschaft vor allem 

einen Wettbewerbsvorteil. Zweiteres wird durch Assoziationen von Lappland ge-

schaffen und verleiht dem Unternehmen ein naturverbundenes und umweltbewusstes 

Image. Da der Rahmen dieser Arbeit begrenzt ist, wurde die Analyse auf die zwei 

Kommunikationskanäle Webseite und Nachhaltigkeitsbericht begrenzt. Für eine wei-

terführende Analyse wäre von Interesse, ob Nachhaltigkeit auf weiteren Kommuni-

kationskanälen, zum Beispiel auf sozialen Medien, kommuniziert wird und welche 

Klasseme dort zu finden sind. Außerdem könnte man weitere Fluggesellschaften in 

die Analyse einbinden. 
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segments/maintenance-repair-overhaul.html) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



A I 3.4.5 (Quelle: https://www.lufthansagroup.com/en/company/business-

segments/catering.html) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



A I 3.4.6a (Quelle: https://www.lufthansagroup.com/en/company/business-segments/other-

activities.html) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



A I 3.4.6b 
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A I 3.6 (Quelle: https://www.lufthansagroup.com/en/company/fleet.html) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



A I 3.6.1a (Quelle: https://www.lufthansagroup.com/en/company/fleet/lufthansa-and-

regional-partners.html) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



A I 3.6.1b 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



A I 3.6.2 (Quelle: https://www.lufthansagroup.com/en/company/fleet/eurowings-and-

germanwings.html) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



A I 3.6.3 (Quelle: https://www.lufthansagroup.com/en/company/fleet/swiss-and-edelweiss-

air.html) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



A I 3.6.4 (Quelle: https://www.lufthansagroup.com/en/company/fleet/austrian-airlines.html) 
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Maintaining balance.

Out of responsibility.
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ABOUT THIS REPORT

Balance, the Lufthansa Group’s Sustainability Report, informs stake

holders and the interested public about the Group’s goals, activities and 

advances in the areas of business, social responsibility, environment, 

product and corporate citizenship. It thus complements and expands 

the information in the Annual Report.

Across the Lufthansa Group, Corporate Responsibility is  

understood to comprise the following dimensions:

• Economic sustainability

• Corporate governance and compliance

• Climate and environmental responsibility

• Social responsibility

• Product responsibility

• Corporate citizenship

This report has been prepared in accordance with the GRI Standards: 

Core option. This publication also serves as a progress report concern

ing the implementation of the ten principles of the UN Global Compact, 

which the Lufthansa Group joined in 2002 and to which it has been 

committed as “Participant” since 2018. The Group determined the most 

significant topics related to sustainability in 2018 in the context of  

an aggregated materiality analysis, which is based on the results of  

a stakeholder survey (see page 29).

Scope of consolidation and comparability

Unless noted otherwise, the data in this report refers to the financial 

year 2018. You will find explanations concerning the scope of consoli

dation and calculation methods used to determine the absolute and 

specific resource consumption at the Lufthansa Group on page 111. This 

report covers the activities of the Lufthansa Group. Under the aspect  

of materiality, reporting focuses on the product of “flying” without 

upstream and downstream processes. Reporting restricted to individual 

Group companies is indicated in the text. Due to changes in the 

portfolio over recent years, the figures for personnel and environmental 

performance cited in this report are only to a limited extent comparable 

with those reported for previous years. For example, Brussels Airlines, 

which is part of the Lufthansa Group, was first included in this report’s 

coverage during the reporting year 2017. In the reporting year 2018, 

Luftverkehrsgesellschaft Walter was included in the coverage. There are 

also certain differences in approach compared to the Annual Report 

when calculating passenger numbers and their derivative performance 

indicators (see explanations relating to the overview on page 2,  

At a glance).

Publication dates of this report

Balance, the Lufthansa Group’s Sustainability Report, is published once 

a year in German and in English. The preceding edition was published on 

June 6, 2018. The Group has regularly reported about its environmental 

performance since 1994 and has continuously expanded its reporting to 

the other dimensions of entrepreneurial responsibility.

Additional information on the Internet

In addition to this report, the Lufthansa Group informs readers via  

the Internet about its activities in the area of sustainability:

↗ www.lufthansagroup.com/responsibility

Disclaimer in respect of forward-looking statements

The data included in this report has been collected and processed with 

the utmost care. Nevertheless, errors in transmission cannot be ruled out 

entirely. Information published in this report with regard to the future 

development of the Lufthansa Group and its subsidiaries consists purely 

of forecasts and assessments and not of definitive historical facts. Its 

purpose is exclusively informational, identified by the use of such 

forwardlooking terms as believe, expect, forecast, intend, project, plan, 

estimate, count on, can, could, should or endeavor. These forward 

look ing statements are based on all the discernible information, facts 

and expectations currently available.

Numerous factors affect the facts and forecasts published in this report, 

which are in large part outside the Lufthansa Group’s sphere of influ

ence. This includes, among others, changes in national and international 

laws and regulations or fundamental changes in the economic or 

political environment.

It is possible that the Group’s actual results and development may differ 

materially from the forwardlooking statements implied by the forecasts. 

The Lufthansa Group assumes no obligation for and does not intend to 

adapt forwardlooking statements to accommodate events or develop

ments that may occur at some later date. Accordingly, it neither 

expressly nor conclusively accepts liability, nor does it give any guarantee 

for the actuality, accuracy and completeness of this data and 

information.

page 1

1 Taken from the Annual Report 2018 of the Lufthansa Group. The 
figures for 2017 and 2018 shown here include effects from the firsttime 
application of new accounting standards and other accounting changes. 
2 Previous year’s figures have been adjusted. 3 For the reporting year 
2018, the following companies have been included in Balance: Lufthansa 
(including Lufthansa CityLine and Air Dolomiti), Lufthansa Cargo, 
SWISS (including Edelweiss Air), Austrian Airlines, Eurowings (including 
Germanwings and Luftfahrtgesellschaft Walter) and Brussels Airlines. 
Excluding the services of third parties, i.e. airlines outside the scope of 
consolidation of Balance, but that take over services from Lufthansa, for 
example in the event of capacity bottlenecks (see page 112, table “Share 
of third parties”) 4 Types of flights taken into account: all scheduled and 
charter flights. 5 See page 112, table “Fuel consumption”. 6 Balance: 
segments (operational perspective); Annual Report: distance (customer 
perspective). One distance can include several segments, e. g. in the 
event of stops en route. 7 Balance: on the basis of all passengers aboard; 
Annual Report: on the basis of all revenue passengers. 8 Companies 
referred to as in 3, but including the services of third parties, as these 
contribute to the Group’s results. Types of flights as in 4, but including 
ferry flights, as these represent costs.
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AT A GLANCE

BUSINESS PERFORMANCE DATA 1 2018 2017 Change

Revenue million € 35,844 35,579 + 0.7 %

 of which traffic revenue million € 28,103 28,399 – 1.0 %

EBIT million € 2,974 3,297 – 9.8 %

Adjusted EBIT million € 2,836 2,969 – 4.5 %

Adjusted EBITDA million € 5,016 5,009 + 0.1 %

Net profit / loss for the period million € 2,163 2,340 – 7.6 %

Total assets million € 38,213 35,778 + 6.8 %

Cash flow from operating activities million € 4,109 5,368 – 23.5 %

Capital expenditure (gross) million € 3,757 3,474 + 8.1 %

Equity ratio percent 25.1 25.5 – 0.4 PP

PERSONNEL DATA 2018 2017 Change 

Number of employees (on December 31, respectively) 135,534 129,424 + 4.7 %

 of these, in Germany 72,716 69,142 + 5.2 %

 of these, outside Germany 62,818 60,282 + 4.2 %

Staff costs million € 8,811 8,172 + 7.8 %

Revenue / employee € 266,835 276,1142 – 3.4 %

Staff costs / revenue percent 24.6 23.0 + 1.6 PP

Average age years 41.5 42.2 – 0.7 years

Parttime ratio, absolute percent 28.8 28.6 + 0.2 PP

Parttime ratio, men percent 14.9 14.4 + 0.5 PP

Parttime ratio, women percent 45.3 45.3 ± 0.0 PP

Share of women in management (worldwide) percent 15.9 15.1 + 0.8 PP

Share of women in management (Germany) percent 17.7 16.5 + 1.2 PP

ENVIRONMENTAL DATA 3, 4 2018 2017 Change

Resource consumption

Fuel consumption 5 tonnes 10,254,365 9,618,095 + 6.6 %

Fuel consumption, specific, passenger transportation l / 100 pkm 3.65 3.68 – 0.8 %

Fuel consumption, specific, freight transport g / tkm 213 215 – 0.7 %

Emissions

Carbon dioxide emissions tonnes 32,301,249 30,296,998 + 6.6 %

Carbon dioxide emissions, specific, passenger transportation kg / 100 pkm 9.19 9.27 – 0.8 %

Nitrogen oxide emissions tonnes 161,427 151,402 + 6.6 %

Nitrogen oxide emissions, specific, passenger transportation g / 100 pkm 45.8 46.1 – 0.7 %

Carbon monoxide emissions tonnes 23,197 21,922 + 5.8 %

Carbon monoxide emissions, specific, passenger transportation g / 100 pkm 7.1 7.2 – 2.1 %

Unburned hydrocarbons tonnes 2,310.9 2,226.1 + 3.8 %

Unburned hydrocarbons, specific, passenger transportation g / 100 pkm 0.7 0.7 – 4.3 %

TRANSPORT PERFORMANCE DATA Balance 3, 4 ± 2017 Annual report 8 ± 2017

Flights 6 1,115,714 + 12.6 % 1,228,920 + 8.9 %

Passengers carried 7 thousand 134,743 + 13.3 % 142,335 + 10.0 %

Seat kilometers offered, SKO million pkm 334,231 + 9.6 % 349,489 + 8.2 %

Freight tonne kilometers offered, FTKO million tkm 16,883 + 10.0 % 16,431 + 4.3 %

Passenger kilometers transported, PKT 7 million pkm 277,462 + 9.8 % 284,5612 + 9.0 %

Freight tonne kilometers transported  
(including thirdparty performance), FTKT million tkm 10,118 – 0.5 % 10,907 + 0.8 %



Dear Readers,

It is with great pleasure that I introduce the 25th issue of our sustainability report Balance to you. There is also a little bit of pride 

in doing so because we were among the first in our industry when we started reporting about this topic in 1994. The environmental 

report of yesteryear has evolved into a comprehensive sustainability report covering all dimensions of corporate responsibility. 

Being an aviation group, we are aware of the fact that the past years’ growth in passenger numbers also implies growing respon

sibility for us to ensure that future mobility will be shaped in environmentally compatible ways. It is no coincidence that the title 

of this report is “Maintaining balance. Out of responsibility.” To reach this goal, we continuously invest in new and especially 

efficient aircraft – we took delivery of 46 aircraft during the past year; in 2019 we will receive more than 30. 

During the past year, our aircraft needed a mere 3.65 liters of kerosene on average to fly one passenger over a distance of 

100 kilometers. This is a new record! While enormous changes have been realized in this area over the past 25 years, we will not 

rest on our laurels. We intend to take a leadership role within the aviation industry on the topic of responsibility.

Our report is also intended as a comprehensive basis for dialogue with our interest groups. For this reason, we talk openly not only 

about success stories, but also about challenges: despite the financial success we achieved in 2018, it was not an optimal year 

for our customers. The disproportionate growth in air transport revealed the infrastructure bottlenecks affecting the entire industry, 

especially during the summer months of 2018 – both on the ground and in the air.

We have taken action immediately and are maintaining close dialogue with our system partners, industry representatives and 

politicians because this is a challenge we can only surmount together.

All our activities are guided by the ten principles of the UN Global Compact, which have helped us since 2002 in positioning our 

actions; the same is true of the Sustainable Development Goals.

I would like to recommend our cover story particularly warmly to you. It illustrates by means of examples what we have been able 

to achieve over the last quarter of a century with regard to sustainability. Our path will not come to an end for a long time yet. And 

we will pursue it with responsibility and from a perspective of conviction – for the benefit of those generations that will follow us.

I thank you for your interest and wish you a captivating read.

Carsten Spohr

Chairman of the Executive Board and CEO

Deutsche Lufthansa AG
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THE LUFTHANSA GROUP

The Lufthansa Group is an aviation company 

with worldwide operations and more than 

550 subsidiaries and affiliated companies. 

The portfolio comprises the Network Airlines, 

Eurowings and the Aviation Services.

The Lufthansa Group’s goal is to be the first 

choice in aviation for shareholders, customers, 

employees and partners while continuing to 

play a significant role in shaping the global 

aviation market. The Lufthansa Group 

pursues this standard in the knowledge that 

only responsible business practices, oriented 

by the principles of sustainability, can be 

successful over the long term.

In 2018 the Group’s airlines set a new record: 

With more than 142 million passengers, the 

Lufthansa Group is the number one in Europe.

↗ www.lufthansagroup.com

A DAY AT THE 

LUFTHANSA GROUP

1,700
aircraft supported

3,366 
flights

1.97 million
meals

389,958
passengers

Legal form

Stock corporation

Total revenue 2018

35.8 billion euros

Number of employees 

on 31.12.2018

135,534

Number of nationalities

176

Hubs

Frankfurt, Munich, 

Zurich, Vienna

Number of aircraft 

in the Group’s fleet

763

Corporate headquarters

Cologne

Number of passengers  

in 2018

142.3 millionA
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Air transport connects people, countries and cultures 

around the world. Its economic importance is 

enormous, it drives employment and it ensures the 

fast and reliable flow of goods. At the same time,  

it has undesirable effects on climate and the environ

ment, similar to other modes of transport. Therefore, 

sustainable and environmentally compatible forms  

of mobility are among the key challenges of the 

21st century. The Lufthansa Group is aware of its 

responsibility to protect and maintain the basis of life. 

For 25 years the Group has published key data of its 

environmental performance in its sustainability report 

Balance, which covers progress as well as challenges 

in all dimensions of the company’s corporate respon

sibility. What are the Group’s achievements in the 

area of corporate responsibility over the past quarter 

of a century? What are the success stories and 

milestones, and where are the opportunities for the 

Lufthansa Group to improve even further in order  

to maintain a balance in the future as well?  

The follow ing pages provide insights into this story.

MAINTAINING BALANCE. 
OUT OF RESPONSIBILITY.

Cover story
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FOCUS ON CLIMATE AND THE ENVIRONMENT 

FROM EARLY ON

The Lufthansa Group has declared its support for sustainable and responsible 

corporate policies for decades. Already, the introduction of the Environmental 

Report’s first issue, Balance 1994, stated: “At Lufthansa, we see making a 

contribution to the preservation of ecological balance as one of our most 

important tasks. Therefore, we strive to keep the environmental burdens caused 

by air transport as limited as possible and to handle reserves of raw materials 

with great care.”

Even at that time, the Group identified continuous fleet modernization as the 

central switch lever: “We will continue to demand that manu facturers of aircraft 

and engines pursue improvements through which our aircraft – and ultimately 

all aircraft – can achieve lower emissions of pollutants.” A successful approach: 

thanks to evermore efficient aircraft and numerous efficiency programs, the 

Lufthansa Group has been able to significantly reduce the specific consumption 

of its Group fleet since 1994 from 5.2 liters to today’s value of 3.65 liters per 

passenger and 100 kilometers, a reduction of 30 percent. 

1 selection

Sustainability in the 

Lufthansa Group – 

Milestones from 25 years 1

1995

Publication of the 
first Environmental 
Report

1994

Participation in the climate 
research project MOZAIC; 
two Lufthansa A340300s are 
equipped with measuring probes

1996

Lufthansa Technik is 
validated in accordance 
with EMAS, the EU’s 
ecoaudit regulations

Adoption of Guidelines of 
Environmental Protection

1998

Launch of the Lufthansa 
School of Business, 
Germany’s first corporate 
university
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Pioneer work for alternative fuels

Over the past years, the Lufthansa Group has been intensively 

involved in researching, testing and using sustainable alternative 

fuels. It has thus done important pioneer work:

• 2011 Lufthansa became the first airline worldwide to test the 

use of biosynthetic fuel for about six months under regular 

operating conditions. Under scientific oversight the airline 

completed 1,187 flights between Hamburg and Frankfurt using 

a biokerosene mixture. With this test run Lufthansa demon

strated that alternative fuel can be used in everyday operations 

without problems, lowering CO
2
 emissions at the same time.

• 2013 The Lufthansa Group and the German Armed Forces 

Research Institute for Materials, Fuels and Lubricants started 

the EU research project “Blending Study”. In this project, 

important insights were gained concerning the blending 

properties of conventional fossil fuels and different new 

biokerosenes.

• 2016 The Lufthansa Group refueled its aircraft at Oslo Airport 

with a fuel mix containing 5 percent alternative fuel. A total of 

about 5,000 flights were operated with this blend.

• 2019 Lufthansa and the Refinery Heide signed a joint declara

tion of intent concerning the future production and acceptance 

of synthetic kerosene that is to be produced with electricity 

generated by wind power.

REDUCTION SINCE 1994:

IN LITERS PER PASSENGER AND 100 KILOMETERS 

(L/100 PKM)

DEVELOPMENT OF SPECIFIC 

FUEL CONSUMPTION

5.2 liters

1994 

3.65 liters

2018

- 30 %

1999

Participation in the 

interdisciplinary 

research project 

“Quiet Traffic”

Foundation of the 

employees’ aid initiative 

help alliance e.V.

2003

Lufthansa Technik 

becomes founding 

member of Environmental 

Partnership Hamburg

2001

Launch of “AIRail”, 

a cooperation between 

Lufthansa and 

Deutsche Bahn

2002

Lufthansa Technik inaugurates 

the world’s largest and most 

modern noise-protection hangar 

in Hamburg

Participation in the UN Global 

Compact, the largest initiative for 

sustainable corporate governance 

worldwide

2000

Lufthansa CityLine becomes 

the first airline worldwide to be 

validated in accordance with 

the strict EMAS standards

Participation as a founding 

member in the initiative 

“Pro Recycling Paper”
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HOW AND WITH HOW MUCH SUCCESS IS THE 

LUFTHANSA GROUP COMMITTED TO ACTIVE NOISE PROTECTION?

The most important point is to make continuous investments 

in ever quieter aircraft. Additionally, we retrofit aircraft in 

the existing fleet to reduce noise emissions, optimize approach 

and departure procedures and actively participate in noise 

research. We also place great emphasis on actively taking part 

in dialogue forums. Research and development create the 

foundations for successful measures in active noise protec tion. 

They lead to quieter aircraft and engine generations as well 

as optimizations within the existing fleet. It is essential 

for the Lufthansa Group to contribute to shaping this 

approach, which consists of intensive research as well as 

new technologies and products in order to achieve further 

efficiency increases.

In this spirit, Lufthansa and the German Aerospace Center 

(DLR) demonstrated already in 2001 that a socalled chevron 

nozzle reduces the exhaust jet noise of an Airbus A319 engine 

by about 1 dB(A). At the beginning of 2014, Lufthansa became 

the first airline worldwide to put an Airbus A320 equipped 

with noisereducing vortex generators into service. These 

devices are also based on research results produced by the 

Lufthansa Group and DLR. They make our aircraft up to 

4 decibels quieter during the approach phase. ↓
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99.6 %

20 YEARS OF ACTIVE 

NOISE ABATEMENT

OF THE AIRCRAFT IN THE OPERATIVE GROUP 

FLEET MEET THE STRICT MINUS-10-DB 

CRITERIUM OF THE ICAO CHAPTER 4 STANDARD

Dr. Gerd Saueressig

Manager Group Environmental Issues,
Lufthansa Group

Making commercial aviation 

continuously quieter is a complex 

task that requires the cooperation 

of different players. The 

Lufthansa Group has therefore 

worked closely over the past 20 

years with partners in the aviation 

industry, public administration and 

science, including the Joint 

Research Project Quiet Traffic. 

2005

Pioneer in the switch to 
the “paperless cockpit”

2006

First participation in the 
Carbon Disclosure Project (CDP)

Miles & More 
launches the 
“Miles to Help” 
program

2007

Foundation of Cargo Human Care 
by Lufthansa Cargo employees 
and German physicians

Lufthansa and SWISS offer 
passengers the option of 
compensating CO

2
 emissions 

on a voluntary basis by 
cooperating with the climate 
protection foundation 
myclimate2004

Participation in the 
climate research 
project CARIBIC

Introduction of the 
compliance program
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What the 

Lufthansa Group 

contributes to climate 

research:

• modifications of aircraft, which 

simultaneously operate scheduled 

flights and serve the goals of 

climate research.

• measurements of climaterelevant 

trace gases – daily and on a 

global scale.

• aircraft are ideal platforms for 

carrying out measurements in the 

upper troposphere and lower 

stratosphere.

• the Group’s worldwide route net

work offers extensive coverage of 

the earth’s most important regions.

25 YEARS OF CLIMATE

RESEARCH ON SCHEDULED 

FLIGHTS

Since 1994, the Lufthansa Group has been a 

reliable partner for climate research and has 

continuously expanded this commitment.

Currently, three Lufthansa aircraft are equipped with special measuring 

instruments in the context of the projects CARIBIC and IAGOS (see page 51, 

Balance 2017), tasked with measuring atmospheric trace substances and 

cloud particles. Data collected at cruising altitude is of particular importance 

for the understanding of the earth’s climate. Scientists use data generated 

by research projects supported by Lufthansa to make existing climate 

models more accurate and improve weather forecasting models. Starting 

with the project MOZAIC, the predecessor of IAGOS, all projects taken 

together have been successful in creating a unique database on the highly 

important greenhouse gases, water vapor and ozone.

500
ABOUT 500 SCIENTISTS AROUND THE 

WORLD USE THE IAGOS DATABASE

01 MOZAIC FROM 1994 TO 2014 02 IAGOS SINCE 2011

2010

First Package of Measures for 

“Active Noise Abatement” 

implemented by Forum Airport and 

Region, with Lufthansa’s participation

The Lufthansa Group sets 

up its Compliance Office

Lufthansa Technik 

introduces the highly 

efficient Cyclean Engine 

Wash for aircraft engines

2009

Green Building Certificate 

for the Lufthansa Aviation Center

2008

Adoption of the Strategic 

Environmental Program

Introduction of paperless 

boarding passes at Lufthansa

Lufthansa Cargo’s environ-

mental management system 

is certified in accordance with 

ISO 14001 for the first time
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The Lufthansa Group invests continuously in a modern and 

efficient fleet, and for decades has made significant contribu

tions to developing new types of aircraft. Sustainability consider

ations play an important role in this context. The Group has been 

the launch customer for the introduction of new, fuel efficient 

and quieter aircraft multiple times. In 2016, it was the C Series 

at SWISS and the Airbus A320neo at Lufthansa. In the longhaul 

segment as well, the Lufthansa Group has set the trend 

with regard to climate and environmental responsibility for 

many years by putting especially economic aircraft in service. 

New entries to the fleet were the A380 in 2010, the 

Boeing 7478 in 2012, the Boeing 777F in 2013 and the Airbus 

A350900 at the end of 2016. In summer 2020 Lufthansa 

expects its first stateoftheart Boeing 7779 longhaul aircraft. 

From the end of 2022, the Boeing 7879 will become part of 

the Lufthansa Group’s fleet. By replacing fourengined aircraft 

with new twinengined models, the Group creates a basis 

for the future over the long term: fuel consumption and noise 

emissions decline, operating costs fall and customer 

comfort increases.

Currently, the Lufthansa Group has 210 new aircraft with delivery 

dates up to 2027 on order.2

PIONEER FOR ENVIRONMENTALLY

FRIENDLY AIRCRAFT

1994                             2017                            2020
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CONTINUOUS INVESTMENTS IN 

FUEL-EFFICIENT AIRCRAFT 1

1 Values based on a standardized mission (manufacturers’ data) and generic, comparable layouts, in each case with full payload (including cargo).

2 as of May 7, 2019 

Three special CARIBIC 

flights to measure the 

concentration of airborne 

ashes after a volcano 

eruption in Iceland

Project management for MODAL 

in the framework of the aviation 

research program of Germany’s 

Federal Ministry for Economic 

Affairs and Energy

20122011

Start of replacing about 

30,000 standard trolleys with 

lightweight models

Lufthansa refits the engines of 

the Frankfurt-based B737 fleet 

with acoustic panels

Participation in the 

climate research project 

IAGOS for long-term 

investigation of the 

earth’s atmosphere

Start of trials with electric-

powered taxiing for aircraft on 

the ground (eTaxi)

Start of the first long-term 

trial worldwide of 

biokerosene in regular 

flight operations
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FLYING RESPONSIBLY

First A320 with flow
optimized wing tips 
(sharklets) in service at 
Lufthansa

2013

Implementation of project 
“2nd Life” for recycling 
decommissioned aircraft

The Lufthansa Group sets up a 
Cabin Air Quality Review Board

LZCatering introduces 
climatefriendly main courses 
for employees in company 
restaurants

Identification of savings 
potentials by weighing all 
loose items on board a 
Lufthansa A340300Cabin Air

Quality

Start of the initiative “Flygreener” for improved 
waste avoidance and recycling on board

Helping with miles

Since 2006, the participants of Europe’s leading frequent flyer and awards program, 

Miles & More, have been able to donate award miles to charitable causes through 

the initiative “Miles to Help”. The help alliance, the Lufthansa Group’s charitable 

aid organization, uses donated miles to support disadvantaged children in Africa, Asia 

and South America with food, health care and education. For example, 5,000 miles 

ensure the salary for an additional teacher in Africa for one month. And 10,000 miles 

make sure that ten children in Asia get meals for one month. Miles & More 

partic i pants decide themselves which specific project is to benefit from the value 

of their award miles or if they want to support the help alliance with 

an un assigned donation.

Compensating CO
2
 emissions on a voluntary basis

The Lufthansa Group offers its customers the option to compensate on a voluntary 

basis a large part of the CO
2
 emissions that are unavoidably caused by their 

flights and thus to make a personal contribution to climate protection. Since 2007, 

Lufthansa and SWISS have cooperated with the climate protection foundation 

myclimate for this purpose. An emissions calculator on dedicated Internet pages 

indicates an appropriate amount for the customer’s climate donation. In the end, 

passengers decide themselves how much they wish to give. Donations are channeled 

to certified projects that support climatefriendly energy sources. This offer is to be 

integrated into the booking masks.

Latest measure: Since January 1, 2019 all official air travel for Lufthansa Group staff 

is now CO
2
neutral. The Group compensates these CO

2
 emissions through myclimate 

as well. Furthermore, the Lufthansa Group is developing similar offers for its distribu

tion customers and has already launched a successful test run.
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GROWING RESPONSIBLY

The Lufthansa Group is growing – and has done so for many years. Today, the 

Group airlines transport almost four times more passengers than 25 years ago. 

Even though the number of aircraft and flights per year have more than doubled 

since 1994, the Company’s determination to meet its responsibility and to put 

this principle into practice every day has remained unchanged.

REVENUES

1994   9,6301 million

2018   35,844 million

1 Deutsche Mark (DM) converted at a rate of 1.95583

PASSENGERS

1994  37.7 million

2018  142.3 million

EMPLOYEES 

1994  57,798

2018  135,534

FLIGHTS

1994  536,687

2018  1,228,920

NUMBER OF AIRCRAFT 

IN THE GROUP’S FLEET

1994  317

2018  763

DESTINATIONS

1994  200 destinations in 93 countries

2018  343 destinations in 103 countries

Scientifically guided 

study on the analysis 

of cabin air

Start of the electromobility initiative 

E-PORT AN at Frankfurt Airport

2014

COMPARISON 1994 AND 2018 

Introduction of “Luftikusse”, 

a day-care program for children 

of employees during the 

summer holidays

Introduction of the “New 

Work Space” concept with 

open office landscapes

Beginning of the partnership 

between Lufthansa Cargo 

and the emergency-aid alliance 

“Aktion Deutschland hilft”

Operation of the world's 

first A320 equipped with 

noise-reducing vortex 

generators

Lufthansa Cargo successfully 

implements replacement of about 

5,500 freight containers with 

more lightweight models

Inauguration of the 

Lufthansa Innovation 

Hub in Berlin
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The Lufthansa Group underscored the 

importance of diversity and equal 

opportunities over 20 years ago by creat

ing the management function “Change 

Management and Diversity”. Further 

evidence is the responsibility for 

promoting equal career opportunities for 

men and women, already defined in the 

1990s. In 1997, for example, Lufthansa 

was honored by the association “Total 

EQuality”. Today, the Lufthansa Group 

is more diverse than ever. Expanded 

continuously over the past years, 

the Group’s commitment to numerous 

initiatives related to the topic of diversity 

is an established element in the 

orientation of its corporate culture.

DIVERSITY AS A

BASIC PRINCIPLE

WHAT IMPORTANCE DOES THE TOPIC OF 

DIVERSITY HAVE FOR THE LUFTHANSA GROUP?

For a cosmopolitan company like the 

Lufthansa Group, diversity is important and 

natural – both as an employer and as a service 

provider. Our employees quite literally come 

from all over the world; currently, people from 

176 nations work in our Group. We are proud 

of this diversity within the workforce. It is our 

lever for creativity, innovation and agility. Esteem 

for people – independent of their gender, age, 

origin, religion, sexual identity and orientation – 

shapes our conduct, be it visavis employees, 

customers or suppliers.

2015

Flyover measurements on 
Lufthansa Cargo MD11 freight 
aircraft to test noisereducing 
modifications on engines and 
landing gear

Lufthansa Cargo signs 
cooperation contract with 
German Red Cross

World premieres: Lufthansa puts 
the first A320neo aircraft into 
service; SWISS the first CS100

All Lufthansa Group 
aircraft fly for one 
year from Oslo with 
a fivepercent share 
of biokerosene

2016

Introduction of 
eJournals

First parentandchild 
office for employees 
with childcare 
bottlenecks

Juliane Grauer

Equal opportunity officer, 
Lufthansa Group

1994 91

2018  176↓
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NATIONALITIES

REPRESENTED IN THE 

LUFTHANSA GROUP

Signing of the 
Charter of Diversity
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20 YEARS OF HELP ALLIANCE

Two Lufthansa employees had the idea of founding 

the charitable employees’ organization help alliance; 

13 colleagues eventually made it a reality in September 

1999. For 20 years, the help alliance – active under the 

roof of the Lufthansa Group as a charitable limited 

liability company since 2017 – has given disadvantaged 

people around the world access to education.

17 million €
invested in aid projects since 1999

150
projects since 1999, of which:
55 in Asia
50 in Africa
25 in South America
20 in Europe

80
employees became involved over the past  
20 years as voluntary project managers

1,500
continuous donors worldwide

1999 9
2018 41

PROJECTS

2017

Adoption of the 
Lufthansa Group 
Code of Conduct

First fullyelectrified catering 
lift truck (“eLift”) of LSG Group 
put into service

Transformation of employee 
organization help alliance 
into a charitable limited 
liability corporation

Lufthansa receives the first 
Airbus A350900, one of the 
most environmentallyfriendly 
aircraft worldwide

First aircraft towtruck with diesel
electric hybrid propulsion system 
(“eTug”) worldwide put into service

Beginning of a twoyear test run 
to check the durability of riblet 
structures in flight operations

Participation in “Initiative 
Chefsache” (“A Matter for the 
Boss”) to promote equal 
opportunities

Start of the program Health 
Management@Lufthansa Group 

Health Management

Countries in which the help alliance is active.
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HOW MUCH EMPHASIS IS PLACED 

ON THE TOPIC OF CORPORATE 

RESPONSIBIL ITY IN COMMUNICATIONS?

Sustainability topics are on an equal 

footing with financial, corporate and 

product topics in our communications 

work. Our approach is and remains to 

inform comprehensively, openly and 

transparently about our activities –

including challenges. Because of its 

regular publication rhythm, our sustain

ability report has allowed us to

accompany longerterm processes, 

document progress and cast a light on 

significant topics. Simultaneously, the 

report also reflects the changes in the 

requirements of our internal and

external stakeholders. And incidentally, 

with this edition it is published for the 

first time only as a digital version on 

our website.

↑
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Lufthansa selected the title “Balance” for its reporting on the topic of the 

environment and later on sustainability. It signifies responsibility for a world 

of reconciliation between the Group’s interests and those of its stakeholder 

groups. Shortly after the publication of the first environmental report, the 

“Initiative Balance” was launched too, which Lufthansa used to explain its 

position on sociopolitical topics, both within the Company and in public. 

The guiding motto “maintaining balance” remains valid today.

Starting with the 1998 / 99 edition, the report was presented in a new format: 

in addition to the factsandfigures part containing all the important data on 

environmental protection, for the first time there was also a magazine part 

with articles and features focusing on the topic of aviation and the environ

ment. From 2006, Balance was again published as a onepart report and has 

since evolved into a comprehensive Group sustainability report. Coverage at 

first followed the internationally acknowledged guidelines of the Global 

Reporting Initiative (GRI) and has been in accordance with the GRI Standards 

since the reporting year 2017.

BALANCE OVER TIME

Andreas Bartels

Senior Vice President & Head of 
Corporate Communications,
Lufthansa Group

Launch of the LGBTI 
network “Diversifly” 
at the Lufthansa Group

2018

Lufthansa Technik launches 
efficient method of cleaning 
engines with CO

2
 dry ice

Lufthansa's Munich hub 
validated for the first time 
according to EMAS and certified 
according to ISO 14001

Declaration of intent by 
Raffinerie Heide and Lufthansa 
concerning production and 
delivery of environmentallyfriendly 
synthetic kerosene

Test run of CO
2
 compensation for 

corporate customers in Germany, 
Austria and Switzerland

Lufthansa Group 
employees fly CO

2
 neutral 

when traveling on 
business

2019

Implementation of the 
central eHealth platform 
for healthcare provision

LUFTHANSA GROUP / Sustainability Report Balance / Issue 2019 / page 17



CORPORATE RESPONSIBILITY IS AMONG THE  

LUFTHANSA GROUP’S TOP FOCUS TOPICS IN 2019.  

IS THE GROUP FOLLOWING A TREND IN DOING SO?

Responsibility for the environment and society has been a 

central strategic topic for us for some time, so this is certainly 

not new. Just think of our longterm fleet modernization and 

efficiency programs. When it comes to introducing new  

technologies we have always had a leading role. And we have 

been committed to social concerns for quite some time now. 

The help alliance, our aid organization, celebrates its  

20th anniversary this year and has supported thousands of 

disadvantaged young people around the world since 1999. 

Even if we are already doing a lot of “good”, we want to  

consider corporate responsibility much more strongly in our 

future decisions. It is my goal to strengthen our leading role  

in the airline industry in this area as well.

WHY IS THIS TOPIC SO IMPORTANT FOR THE LUFTHANSA GROUP?

Over the long term, we can only be successful if the interests 

of our customers, employees and shareholders are in balance. 

At the same time, we also must and want to assume our 

responsibility for social issues as well as that for the environ

ment. Without this balance, success is not sustainable.  

Our customers as well as our investors increasingly consider 

criteria of sustainability and climate protection, and young 

talents now also prefer companies that act sustainably. 

Corporate responsibility thus makes a decisive contribution  

to securing the Lufthansa Group’s future potential in a  

comprehensive way.

WHAT DO YOU EXPECT FROM THE GROUP’S EMPLOYEES  

AND MANAGERS IN THIS RESPECT?

Responsibility is a guiding principle for all employees and 

executives at the Lufthansa Group. From our employees  

I expect that they internalize the aspect of sustainability  

in everyday working life and act responsibly as a result.  

Our managers must be models for their staff in this respect  

and always include all dimensions of entrepreneurial  

respon sibility in their decisions.

WHAT ARE THE LUFTHANSA GROUP’S PLANS IN THE  

AREA OF SUSTAINABILITY?

The Executive Board has approved a large package of  

mea sures. Retroactively from January 1, 2019, all flights our  

employees take for business purposes are made CO
2
neutral. 

On the ground, we will switch our mobility in Germany,  

Austria and Switzerland to CO
2
neutral mode by 2030 and  

will use ecoelectricity in these countries whenever possible.  

As the third important measure, we have increased annual 

donations to our help alliance because we want to get much 

more in volved at our large locations, to begin with in Germany. 

In the future, our employees at these locations are to have  

an option for voluntary duties during working hours.

Our goal is to meet increasing demand for mobility as  

environmentally compatible as possible and fulfill our social 

responsibility even better while doing so.

RESPONSIBILITY IS OUR LEITMOTIF

Interview with Carsten Spohr, 

Chairman of the Executive Board and CEO, Deutsche Lufthansa AG
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FUTURE-ORIENTED SOLUTIONS

All entrepreneurial activities at the Lufthansa Group are guided 

by responsible thinking. The following statements illustrate how this 

mindset guides the individual Members of the Executive Board of 

Deutsche Lufthansa AG. In this context, responsibility also implies 

meeting complex challenges resolutely and with farsightedness, and 

creating futureoriented solutions that work well for the Company, 

stakeholders and society in equal parts.
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„
Lufthansa is the first and only airline in Europe with a fivestar rating and 

ranks among the ten best premium airlines worldwide. This award under

scores the Lufthansa Group’s commitment to offer its customers an excel

lent product. Today our three Network Airlines Lufthansa, SWISS and 

Austrian Airlines are already at the top of European hub traffic. To ensure 

that this position can be maintained we continuously invest, particularly in 

efficient and quiet aircraft, product innovations and service optimizations. 

It is also part of our quality standard to strengthen our position as the 

leading airline group in the area of sustainability. Our aim is not to have as 

many aircraft as possible taking off at all costs; this does not correspond to 

our understanding of sustainable and responsible mobility. We will resolutely 

continue our numerous fuelefficiency programs and assess very meticu

lously how we can further improve our onboard product in the light of 

sustainability considerations.

„
Eurowings is Europe’s fastestgrowing airline. In 2018, following the insol

vency of Air Berlin, we hired more than 3,000 employees in record time and 

integrated 77 aircraft into our fleet. Together we have thus achieved an 

extraordinary result and made an investment in a future that will be success

ful for many stakeholder groups over the long term. Now we want to intensi

fy our commitment to society, climate and the environment. Airlines that are 

active in the pricesensitive market segment also have an obligation to 

make their flight operations as sustainable and environmentally efficient as 

possible. This is the kind of responsibility that is applied to assess us and 

our competitors. The essential prerequisite for greater sustainability is a 

strong economic foundation. Therefore, it is our goal to build up and expand 

the Eurowings Group into an innovative travel platform and a leading 

Europewide provider of direct flights. Our particular focus will remain on 

operational stability, as our customers rightly expect flights that are safe 

and comfortable as well as punctual and reliable.

Thorsten Dirks

Member of the Executive Board, Eurowings

Harry Hohmeister

Member of the Executive Board,

Chief Commercial Officer Network Airlines
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„
Following the operational challenges of the preceding year, it is our first 

priority to make the flight operations of our Group airlines more punctual and 

reliable. We owe this to our customers who were not satisfied with our 

performance in 2018 in particular. We are therefore working with great inten

sity on increasing our operational stability by means of focused qualitative 

growth over the long term. To this end we have not only launched numerous 

programs, but also consistently seek our system partners’ cooperation. As 

delays and flight cancellations are usually caused by many factors, it will take 

coordinated solutions to improve the situation in the future. The same applies 

to the reduction of fuel consumption and thus CO
2
 emissions. The most 

effective environmental levers by far are and remain the avoidance of un

necessary holding patterns in the air – and by making more direct routes over 

Europe available. It is the politicians’ task to accelerate the implementation 

of the Single European Sky.

Dr. Detlef Kayser

Member of the Executive Board, 

Airline Resources & Operations Standards

page 22 / Cover story: Maintaining balance. Out of responsibility.



„
In its entrepreneurial activities the Lufthansa Group places great emphasis 

on applying responsible and sustainable principles. Therefore, our financial 

strategy is based on the clear concept of valuebased management: by 

investing our capital specifically in areas with the highest expected yield, 

we are able to actively shape our industry and remain competitive, so that 

the Group remains in a favorable position in the future as well. In doing so 

we want to increase our profitability, secure the Group’s financial stability 

and as a rule have our shareholders participate in the Company’s success 

on a continuous basis. At the same time, we constantly invest in our 

Company, our products and the quality of our offer. It is in particular the 

modernization of the fleet that allows us to increase efficiency levels, 

reduce our CO
2
 emissions and use scarce resources in more responsible 

ways. Our overriding goal is to be number one for customers, employees, 

shareholders and the environment.

„
We are proud that the Lufthansa Group has been one of Germany’s most 

popular employers for many years. It is of great importance to me that this 

will remain so. We want to continue to find the right talented people who 

will successfully steer our fascinating company into the future. This also 

implies that we will have to become even more international with regard 

to our employees. We are working on this task as resolutely as we are 

developing leaner and more flexible structures, which give the necessary 

dynamism and speed to the Lufthansa Group’s transformation process. 

The ongoing evolution of market conditions also demands that our em ploy

ees have to further develop their knowhow and abilities on a continuous 

basis. We support this need with diverse digital and nondigital training 

options. At the same time, managers are expected to act responsibly. 

Serving as examples and compasses for their teams, they are indispensable 

for the success of our cultural development process.

Ulrik Svensson

Member of the Executive Board, 

Chief Financial Officer

Dr. Bettina Volkens

Member of the Executive Board, 

Corporate Human Resources and Legal Affairs
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STRATEGY AND MANAGEMENT

The Lufthansa Group pursues an extensive sustainability 

agenda, which comprises different dimensions and ensures 

responsible corporate governance in all business segments 

(see illustration below). Valuebased management is an integral 

component of sustainable governance for the Group. The 

Company’s financial strategy aims at increasing its value 

sustainably. At the center of attention are the three dimensions 

of increasing profitability, focused use of capital and safe
guarding financial stability. The concept and related ratios  

are described in detail in the chapter Financial strategy and  

valuebased management in the Annual Report 2018 (see page 

16 ff.). The key ratios are also shown in this report  

(see page 2, At a glance).

Sustainable management allows the Lufthansa Group to seize 

opportunities that present themselves, and also to minimize  

or entirely avoid risks, including those that might result from 

more rigorous regulatory requirements. Managing opportunities 

and risks is integrated into all business processes. The 

Lufthansa Group risk management system has included the 

dimension “effects from business activities on nonfinancial 

aspects” since the reporting year 2017. An update was carried 

out in 2018 (see page 63, Annual Report 2018). 

New package of corporate  

responsibility measures

In March 2019, the Lufthansa Group’s Executive Board defined 

new areas of emphasis for society and the environment:

• All businessrelated air travel by Lufthansa Group em

ployees has been made CO
2
neutral since January 1, 2019.

• Switch to CO
2
neutral ground operations in its home 

markets (Germany, Austria and Switzerland) by 2030.

• Expansion of social commitment in Germany and opportu

nities for corporate volunteering.

Management structure and  

organization

The highest monitoring body in the area of sustainable man

agement is the Supervisory Board. The coordination and 

further development of activities and initiatives relevant for 

sustainability within the Lufthansa Group is the task of the 

Corporate Responsibility Council (CRC), which is chaired  

by the Head of Group Strategy and reports to the Chairman  

of the Executive Board. This interdisciplinary and Groupwide 

body was established at the senior management level.  

The CRC consists of the heads of Group Strategy, Policy, 

Environmental Issues, Investor Relations, Controlling, Legal, 

Human Resources, Communications and Corporate Sourcing. 

Individual managers are responsible for implementing concrete 

activities and projects. They bundle and organize the topics 

within their respective areas of responsibility.

The Corporate Responsibility  

dimensions of the Lufthansa Group

Corporate 

Responsibility

Climate and 
environmental 
responsibility

Corporate 
governance and 
compliance

Corporate 
citizenship

Product 
responsibility

Social 
responsibility

Economic 
sustainability
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Since the reporting year 2017, sustainability aspects have  

been even more strongly interlinked with Group strategy by 

prioritiz ing strategically relevant topics, which are then  

concretized and implemented by a working group managed  

by the department. The latter’s members are experts from the 

same departments and staff units that form the CRC. The 

team meets twice a month and discusses current issues and 

challenges in the context of entrepreneurial responsibility. 

During the reporting year, one area of emphasis for the working 

group was again reporting in accordance with the CSR guide

line relating to environmental topics, considering the topic of 

supply chains and the significance of human rights in an 

entrepreneurial context. The separately set up human rights 

project group was maintained in the reporting year 2018  

(see page 38, Respect for human rights). 

Stakeholder dialogue
↗ GRI 102-40, GRI 102-42, GRI 102-43, GRI 102-44

The continuous exchange with stakeholders makes an  

important contribution to the further development of the 

Lufthansa Group, its sustainability strategy and the annual 

reporting on significant topics related to corporate responsibil-

ity. The spectrum of stakeholders ranges from customers and 

employees, investors and suppliers to politicians, municipalities, 

neighbors, NGOs and scientists, among others. The Group 

places great emphasis on an open, continuous and trusting 

dialogue with its internal and external interest groups, and 

actively seeks exchanges with them by using diverse formats 

(see page 28, Stakeholder dialogue: The most important 

activities in 2018 at a glance).

This dialogue allows the Group to gain a better understanding 

of needs, expectations and wishes held by different interest 

groups and enables it to incorporate these in its entrepreneurial 

activities. The Lufthansa Group also receives important input 

on key issues from stakeholder surveys on significant non- 

financial topics (see page 29 ff.) and from the Group-wide 

em ployee survey “involve me!” (see page 83). The Group 

develops action areas and measures from the results and 

open-ended commentaries. 

The short version of the employee survey, conducted during 

the reporting year 2018, yielded more than 25,000 open-ended 

commentaries for the Group, including on the topic areas 

working conditions, employee motivation, health, information 

technology and digitalization. One of the goals of this “quick 

check” is to evaluate if the action areas and measures derived 

from the comprehensive biannual employee survey – last 

conducted in 2017 – have had an effect. Key topics of that 

survey included the expansion of dialogue formats, staff 

The stakeholders of the Lufthansa Group

Suppliers

Contractual partners

Employees

Employee representatives

Science

Research & Education

Nongovernmental organizations

(NGOs)

Organizations

Consortia

Investors

Shareholders

Analysts

Rating agencies

Governments

Legislators
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Authorities
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Publicity

Social networks
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Stakeholder dialogue: The most important activities in 2018 at a glance
↗ GRI 102-43, GRI 102-44

CUSTOMERS

• Continuous, worldwide passenger surveys. 

• Customer events, customer forums and participation in discussion forums.

• Monthly inflight magazine and regular newsletter. 

• Lufthansa InTouch Service Centers ensure 24-hour reachability for all  

questions concerning flight reservations.

• Format “Lufthansa Flying Lab”: on selected flights passengers can 

experience innovative products and services live onboard, test them  

and provide feedback. 

• Visitor service “Discover Lufthansa” assumes important function of 

customer care at largest location, Frankfurt. Tailor-made programs for 

national and international top customers, people living near the airport, 

associations, research institutions and partner universities. During the 

reporting year preparations were begun to extend “Discover Lufthansa” 

to the Munich location.

• Exhibition “Green Gate” by Lufthansa and Munich Airport in the satellite 

building that is part of Terminal 2. The experience area provides 

information about the two companies’ range of programs and initiatives 

to support sustainable mobility.

EMPLOYEES

• Group-wide employee survey “involve me!”. 

• “Pilots’ Convention” – pilots in a dialogue with representatives  

of management. 

• Continuous communication via the formats pooled in the product  

group “One”: regularly published employee magazine “One”, news app 

“One”, “eBase One” (intranet news), “Connection One” (community  

on the social intranet) and the newly introduced large screens at central 

locations, “Screens One”.

• Continuation of dialogue forums for cabin and cockpit employees.

• Continuation of CabCons: dialogue events for flight attendants  

at Lufthansa.

• Continuation of the dialogue series “Frankly speaking …” with the 

Lufthansa Group’s CEO at different Company locations and live 

transmission on the Intranet.

• Live chats, web casts and other personal dialogue events for different 

employee groups and managers.

• Continuation of the event format “Market conferences”: dialogue events 

with managers and the Lufthansa Group’s CEO in different business 

regions (2018 in Shanghai, New York and Cape Town).

• Workshops and information stands on the topic of sustainability as part 

of the group-wide initiative “Flygreener”.

• First Lufthansa Sneaker Day on August 24, 2018.

• #Danke-Tour by the Lufthansa Group’s Executive Board on December 13 

and 14, 2018 at seven Group locations in Germany and Austria. At these 

dialogue events, the members of the Executive Board spoke with 

employees, thanked them personally for their commitment and answered 

questions from those attending and via webcast.

SHAREHOLDERS, INVESTORS AND ANALYSTS

• Beyond the quarterly conferences, Executive Board and Investor  

Relations presented the Group’s latest developments in 2018 to institu-

tional investors through 30 roadshows and 19 investors’ conferences. 

• Four forums specifically aimed at private investors.

• “Shareholder information” for private shareholders. 

• In addition to annual and interim reports, the capital markets are  

informed monthly about the latest traffic developments at the airlines  

of the Lufthansa Group. 

• Participation in sustainability ratings, such as CDP.

• All publications, financial reports, presentations, background information 

and speeches, current news and relevant dates can be consulted at:  

↗ www.lufthansagroup.com/investor-relations

LAW MAKERS AND PUBLIC ADMINISTRATIONS

• Continuous and intensive exchanges with representatives from  

politics and administrations as well as participation in numerous events 

and panel discussions.

• Participation in numerous events and panel discussions.

• “Policy Brief” and “Aeropolitics” are published by the Lufthansa Group 

and SWISS respectively to inform decision-makers in politics, media  

and business about developments in the aviation industry and topics 

related to aviation policy.

• Participation in the First Aviation Summit in Hamburg on October 5, 2018. 

SCIENCE AND RESEARCH

• Numerous cooperations with scientific research institutions.

• Participation in panel discussions and conferences. 

NEIGHBORS AND LOCAL COMMUNITIES

• Regular information events and discussion round-tables with  

representatives of state and municipal governments in municipalities 

surrounding the Lufthansa Group’s hubs.

• Participation in the “Forum Airport and Region” in Frankfurt as well as  

in the “Vienna Airport Dialogue Forum”. 

• Participation in the German aircraft noise commissions.

• Since May 2015, LSG Sky Chefs has been a member of “LEEN 100” 

(Learning Energy Efficiency Network) initiated by the city of Frankfurt  

to help reduce CO
2
 values in the Rhein-Main area and increase the  

share of renewable energies. 

• Lufthansa CityLine has been a member of the fifth “Environmental  

Pact Bavaria” since September 2015. Its goal is to give incentives to 

sustainable development and continuous improvement of corporate  

environmental protection in Bavaria.

• Participation of Lufthansa Technik and LZ-Catering in “Environmental 

Partnership Hamburg” and of Lufthansa Technik in Frankfurt in  

“Environmental Alliance Hesse”.
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leadership and employee appreciation, continuing education, 

focus on agile and digital work formats, promotion of talents 

and improvement of the IT infrastructure.

Materiality analysis
↗ GRI 102-42, GRI 102-43, GRI 102-44, GRI 102-46, GRI 102-49

In October 2018, the Lufthansa Group again conducted a 

broad-based stakeholder survey that included customers, 

employees, neighbors, investors, business partners, politicians 

and NGO representatives, among others. For this purpose,  

the Group contacted about 10,000 external addressees  

in a personal format. The survey was also available to a broad 

public on the Company’s Internet page and social-media 

channels. Employees were able to participate in the survey on 

the intranet. Separately from other stakeholders, all managers 

at the Lufthansa Group were contacted with an online survey. 

Overall, the participants in the stakeholder survey 2018 fully 

completed more than 2,500 questionnaires.

The findings of the stakeholder survey were analyzed by 

management particularly in terms of the materiality criteria 

defined in Section 289c Paragraph 3 HGB, i. e. to determine 

which aspects are material for understanding the course  

of business, the financial results and the position of the 

Lufthansa Group, as well as their effects on the aspects of 

sustainability. The materiality analysis was also conducted in 

view of sustainability reporting in accordance with the 

GRI Standards, core option, in this report. Accordingly,  

significant topics are those that indicate important economic, 

ecological and social effects caused by the reporting company 

or those that significantly influence the stakeholders’  

evaluations or decisions.

The Lufthansa Group’s Corporate Responsibility Council (CRC) 

evaluated the results of the stakeholder survey and, using 

these as a basis, prioritized the most important action areas 

from the Group’s perspective. A materiality matrix visualizes 

this prioritization of action areas from stakeholder and 

Company perspectives (see illustration, page 31). The result of 

this materiality analysis is the basis for the strategic further 

development of corporate responsibility management and for 

the selection of topics to be covered in this sustainability report 

and in the non-financial report (see insert below). 

In accordance with the CSR Directive Implemen ta tion Act (CSR-Richtlinie-Umsetzungsgesetz – CSR-RUG) 

passed on April 19, 2017, Deutsche Lufthansa AG has again published a combined non-financial report for the 

financial year 2018 in accordance with Sections 315b and 315c German Commercial Code (HGB) in conjunction 

with Sections 289b to 289e HGB. Deutsche Lufthansa AG published a separate non-financial report at 

Company level and a separate non-financial Group report together as a combined non-financial report.  

It combines significant aspects and reporting on the following key issues: environmental concerns, customer 

concerns, employee concerns, anti-corruption and bribery, human rights, social concerns and sustainability  

in the supply chain as an inter disciplinary topic. Measures and initiatives taken by the Lufthansa Group that 

demonstrate the Company’s wide-ranging commitment to corporate responsibility are described in the 

combined management report. References to these passages are made in this report in the appropriate 

passages. The combined non-financial report was the subject of a voluntary limited assurance engagement in 

accordance with ISAE 3000 (revised). It is based on the GRI Standards 2016. Additional, comprehensive 

reporting on non-financial topics is presented in this sustainability report.

↗ www.lufthansagroup.com/investor-relations

COMBINED NON-FINANCIAL REPORT
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Data protection and data security: Protection and security of 

personal data according to the highest standards as the basis 

for a trusting business relationship and to prevent penalties, 

fines and reputational damage.

Digitalization and innovation: Focus on digital innovations in 

all business segments to improve product and service offers on 

a continuous basis and to optimize processes. Strengthening of 

innovation culture, ability to innovate and research activities – 

also with regard to more sustainable products and services. 

Use of digital innovations and tools, such as augmented reality, 

to optimally support employees in their daily tasks.

Corporate citizenship: Implementation of corporate citizenship 

initiatives worldwide and locally at large locations and hubs  

of the Lufthansa Group to strengthen the respective regions. 

Promoting the employees’ social commitment by means of 

corporate volunteering options.

Climate protection: Commitment to long-term improvement 

of fuel efficiency and reduction of specific CO₂ emissions as  

an active contribution of the Lufthansa Group to climate 

protection. Increased use of alternative fuels in flight opera-

tions and of renewable energies on the ground.

Sustainability in supply chain: Securing of standards with 

regard to human rights, working conditions, environmental 

protection and compliance criteria in the supply chain, and 

regular supplier screenings and audits; consideration of sustain-

ability aspects in selecting suppliers.

Service and customer orientation: Oriented by the wishes 

and needs of the Lufthansa Group’s customers. This also 

includes making products and services discrimination-free and 

environmentally compatible, and informing customers  

sufficiently about environmental and social effects of products 

and services.

Responsible production: Responsible and efficient use of 

natural resources as well as continuous optimization of products 

and processes on board to offer passengers the highest level 

of quality in combination with far-reaching consideration  

of sustainability aspects.

Environmental concerns, customer concerns and employee 

concerns are especially important for the Lufthansa Group’s 

business activities. Existing flight operations are not possible 

without kerosene – and thus CO₂ emissions – nor without noise. 

Moreover, being a service company, the economic success of 

the Lufthansa Group depends significantly on the satisfaction 

of its customers and the commitment and motivation of its 

employees. Additionally, fighting corruption and bribery, 

respect for human rights as well as a sustainable supply chain 

have a high degree of relevance for the Lufthansa Group.

The 12 topics of the stakeholder  

survey 2018 at a glance 1

↗ GRI 102-44, GRI 102-47

Respect for human rights: Visible positioning as a company 

that works around the world for respect of and adherence  

to human rights.

Active noise abatement: Participation of the Lufthansa Group 

in measures that advance active noise abatement and support 

for related research projects.

Attractiveness as an employer: Positioning of the 

Lufthansa Group as an attractive employer, acting responsibly 

and with integrity. Comprehensive approach to promoting 

diversity and equal opportunities, broad portfolio of training 

and continuing education options as well as maintaining  

a well-balanced relationship between work and private life.

Occupational safety and health protection: Setting up of 

health-promoting work environments, work processes and 

collaboration. Supporting employees in treating their health  

as a personal responsibility (empowerment). Implementation  

of preventative measures to avoid accidents, health risks  

and occupational illnesses.

Compliance: Adherence to rules concerning fair competition. 

Responsible conduct and working against all forms of bribery 

and corruption. Active consideration of ethical aspects and 

voluntary commitments.

1 The topic of aviation safety was not a subject of the stakeholder survey as the Lufthansa Group considers it a self-evident basis for its business activities.
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2018 materiality analysis conducted by the Lufthansa Group
↗ GRI 102-44, GRI 102-47
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THE 10 PRINCIPLES OF THE

UN GLOBAL COMPACT

Already since 2002, the Lufthansa Group has 

participated in the UN Global Compact, the largest 

initiative worldwide for responsible and sustainable 

corporate governance. The participating companies 

commit themselves to aligning their business 

activities and strategies with ten principles from the 

areas human rights, labor standards, environmental 

protection and anti-corruption measures.

HUMAN RIGHTS

1. Businesses should support and respect  

the protection of internationally proclaimed 

human rights; and

2. make sure that they are not complicit in  

human rights abuses.

LABOR

3. Businesses should uphold the freedom of  

association and the effective recognition  

of the right to collective bargaining; 

4. the elimination of all forms of forced  

and compulsory labor;

5. the effective abolition of child labor; and

6. the elimination of discrimination in respect  

of employment and occupation. 

ENVIRONMENT

7. Businesses should support a precautionary 

approach to environmental challenges;

8. undertake initiatives to promote greater  

environmental responsibility; and

9. encourage the development and diffusion  

of environmentally friendly technologies. 

ANTI-CORRUPTION

10. Businesses should work against corruption in all 

its forms, including extortion and bribery. 

 

↗ www.unglobalcompact.org

Values and standards of conduct

With the aim of continuing the corporate culture based on  

trust and integrity, and to secure the Company’s sustainable 

success, in 2017 the Lufthansa Group introduced a binding 

Code of Conduct for all bodies, executives and employees  

(see page 35 f.). The Group has supported the ten principles of 

the UN Global Compact for sustainable and responsible 

corporate governance since 2002. Since 2018, the 

Lufthansa Group has been committed to the “Participant”  

tier in this alliance between United Nations and businesses, 

the goal of which is to shape globalization in socially and 

environmentally compatible ways. The aviation group thus 

again confirms its voluntary commitment to align its business 

strategy with the ten globally recognized principles covering 

the areas of human rights, labor standards, environmental 

protection and anti-corruption measures. The Lufthansa Group 

participated in the yearbook “Global Compact Deutschland 

2018” with a best-practice example in the subject area “Climate 

and environmental responsibility”, showing how sustainable 

fleet management contributes significantly to making flight 

operations as environmentally compatible as possible.

Sustainable Development Goals

The central element of the Agenda 2030 is a set of 17 global 

sustainability goals, which were adopted in September 2015 by 

the United Nations’ members (Sustainable Development Goals, 

SDGs, see illustration on page 33). A large part of the global 

sustainability goals is relevant for the Group, even though 

intensity and shaping vary.

Of particular importance for the entrepreneurial activities of 

the Lufthansa Group are support for climate goals (SDG 13) and 

responsible use of resources (SDG 12). These are the areas 

where the Company sees the greatest opportunities for apply-

ing its influence in order to make a measurable contribution. 

The same is true for promoting female employees (SDG 5) and 

the continuous improvement of working conditions (SDG 3, 8). 

In the context of innovation and digitalization projects (SDG 9) 

the Lufthansa Group also pays increased attention to social 

and ecological compatibility. Among others, this applies  

to paperless aviation, the promotion of intermodal solutions, 

electromobility at airports and active noise abatement.
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In addition to its entrepreneurial activities, the Lufthansa Group’s  

commitment includes its registered charity help alliance, which 

was given a new base effective January 1, 2017, whose empha-

sis is in education and enabling (SDG 4) as well as work and 

income (SDG 8). For a long time, high-quality training and 

continuing education programs have been of particularly high 

importance across the entire Company. Beyond this, the Group 

supports the SDGs through cooperation with science and 

research as well as its active participation in numerous national 

and international committees and workgroups (SDG 17). Some 

examples are its participation in econsense, German industry’s 

forum for sustainable development, and its support for climate 

research (see page 11).

An overview of the most important sustainability related 

memberships is available at:  

↗ www.lufthansagroup.com/responsibility

Communications and  

sensibilizing employees

In 2018, the Group again incorporated sustainability topics into 

its communications to inform and sensibilize employees on  

a continuous basis. Additionally, employees are also made 

aware of relevant topics related to sustainability by means of 

voluntary – and sometimes obligatory – training opportunities; 

examples are compliance and data protection. 

Since 2015, the Lufthansa Group has supported the Sustainable Development Goals (SDGs), which the member states of the United Nations adopted  
in the Agenda 2030.
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External evaluation

Sustainability analysts and rating agencies regularly assess the 

activities of the Lufthansa Group according to criteria of 

responsible corporate governance. In 2018, the Lufthansa share 

was again represented in the following sustainability indices:

Sustainalytics / FTSE4Good

Worldwide renowned rating agency Sustainalytics regularly 

evaluates the Lufthansa Group’s sustainability activities in 

accordance with the ESG criteria. The rating is included in the 

composition of the FTSE4Good, in which the Lufthansa Group 

share has been listed since 2001. The index includes only those 

companies that meet the internationally accepted standards  

of entrepreneurial responsibility.

MSCI Rating / MSCI Sustainability Index Series

The Lufthansa Group is regularly assessed by MSCI, a leading 

rating agency for investors. In July 2018, the Group was again 

con firmed with a rating of BBB and thus ranked above average 

in comparison with its industry. In the areas of carbon emissions 

and corporate governance, the Group even has a leading 

position. The Lufthansa Group is represented in several MSCI 

Sustainability Indices. The index family depicts companies with 

a particular commitment to environmental, social and gover-

nance (ESG) issues. 

ECPI 

The Lufthansa share is listed in the sustainability indices ECPI 

EMU Ethical Equity, ECPI Euro Ethical Equity, ECPI Euro ESG 

Equity and ECPI World ESG Equity. ECPI has offered a selection 

of ESG indices since 1997 and uses its own evaluation method 

that is based on exclusion criteria as well as positive criteria  

in the categories of environment, social issues and corporate 

governance. Only those companies are included in these 

indices that depict suitable, sustainable investment according 

to ECPI’s assessment.

The Lufthansa Group received the following ratings in 2018:

CDP: scoring result “B”

In the 2018 climate change reporting of CDP, the international 

charitable rating organization, the Lufthansa Group reached the 

Climate Scoring Result “B” (previous year: “A-”).

The aviation group is thus among the top five airlines listed in 

the CDP. CDP Climate Scores are awarded on a scale from “A” 

(best result) to “D-”. CDP is widely recognized among experts 

and annually conducts the world’s most comprehensive climate 

ranking, for which companies have to report wide-ranging 

information and data concerning CO₂ emissions, strategies for 

reducing these emissions as well as climate risks. The 

Lufthansa Group has participated in the annual CDP reporting 

since 2006. A large part of the CDP data is also used for  

other ratings established by leading rating agencies.

ISS oekom Corporate Rating: “Prime” status

In the ISS oekom Corporate Rating of July 2018 the 

Lufthansa Group again received “Prime” status with a “C+” 

rating. It thus belongs to the group of “Industry Leaders” among 

a total of 115 companies evaluated in the area of transport  

and logistics. In this rating process the social and governance 

rating has a weight of 30 percent and the environmental  

rating 70 percent.

page 34 / Company & responsibility



COMPLIANCE AND HUMAN RIGHTS

Compliance and respecting human rights are significant ele- 

ments in the entrepreneurial activities of the Lufthansa Group. 

For the Company it is self-evident to comply with applicable 

law as well as voluntary self-commitments, and to actively 

consider ethical principles, too.

The Lufthansa Group Code of Conduct, which was adopted in 

2017 and internally and externally communicated in 2018, 

contains the principles and guidelines that are binding for all 

bodies, executives and employees in daily business life. The 

code also serves as an aid to orientation for business partners. 

The Lufthansa Group expects that they will also adhere to  

the principles defined in it. The Code of Conduct has been 

published in nine languages and can be accessed on the 

Group’s intranet and Internet.

Further self-commitments for the Lufthansa Group result from 

its participation in the UN Global Compact (see page 32), its 

membership in the anti-corruption organization Transparency 

International, the Universal Declaration of Human Rights  

and the four core work standards of the International Labor 

Organization (ILO).

The Lufthansa Group endeavors to manage the Company 

ef fec tively, as required by the principles of good corporate 

gov  er nance. In particular, they imply integrity on the part of the 

employees as a prerequisite for the Company’s sustainable 

success.

The Lufthansa Group reflects these principles by applying 

corporate leadership and control focused on responsibility and 

sustainable value generation. This approach is in accordance 

with high international standards and is of vital importance in 

maintaining transparency vis-a-vis the Company’s shareholders 

and continuously increasing trust in the Company’s top 

management.

An essential legal base for these principles are the German 

Stock Corporation Act and the German Corporate Governance 

Code. The Declaration of Compliance with the German 

Corporate Governance Code was updated in December 2018 

and has been published on the Internet at:

↗ www.lufthansagroup.com/investor-relations

Code of Conduct

The principles anchored in the Lufthansa Group’s Code of Conduct are the basis for fair competition and help to avoid legal risks and to identify and  
avoid reputational risks. 

In addition to the Code of Conduct, a number of Company-internal guidelines complement the Code’s binding principles and standards of conduct.  
In particular, this includes the Lufthansa Group Compliance Program, which consists of the following components:

To allow for confidential information concerning potential crimes or violations of laws or regulations, the Lufthansa Group set up an ombudsman system.

COMPETITION INTEGRITY CAPITAL MARKET EMBARGO
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Code  

of Conduct

In addition, the Lufthansa Group is listed in the joint transparen-

cy register of the European Commission and the European 

Parliament. The goal of this register with public access is to 

increase the transparency of decision-making processes on a 

voluntary basis. Simultaneously, it aims at ensuring that inter-

actions between EU institutions and organizations, associa-

tions and corporations are conducted in conformity with 

current laws and carried out on the basis of ethical principles.

Fighting corruption and bribery

Corruption risks may occur in companies worldwide, including 

within the Lufthansa Group or at its business partners. 

Therefore, the issue of anti-corruption is significant for the 

Group as it makes an important contribution to strengthening 

fair competition, integrity and responsible conduct. The 

Lufthansa Group’s goal is to further increase awareness of the 

issue of anti-corruption throughout the Company and to ensure 

conduct in conformity with applicable law and regulations.

Its global operations mean that the Lufthansa Group is obliged 

to comply with national anti-corruption legislation around the 

world and in some cases with anti-corruption laws that have 

extraterritorial application. Infringements may not only result in 

criminal and civil penalties for the individuals and companies 

involved, but may also result in incalculable reputational 

damage. Combating and preventing corruption and bribery is 

also an integral part of the Lufthansa Code of Conduct and is 

essential for the business operations of the Lufthansa Group.

To ensure this outcome, the Lufthansa Group’s Compliance 

Management System aims at keeping employees and the 

Company from breaking the law and supporting employees in 

applying laws correctly. The Compliance Management System 

consists of the modules Competition, Capital Market, Integrity 

(anti-corruption) and Embargo Compliance (see page 35).

Corporate Compliance Office

The Group-wide implementation, development and communi-

cation of the Lufthansa Group Compliance System is the 

responsibility of the Group Compliance Office, which is part of 

the central Legal Department. It is supported by a worldwide 

network of compliance managers at the Group companies. 

Continuous self-audits and audits ensure the effective imple-

mentation of the compliance program.

The head of the Legal department and Chief Compliance 

Officer reports directly to the Executive Board member for 

Human Resources and Legal Affairs and presents two 

Compliance Reports a year to the Executive Board. Further-

more, the Steering Committee of the Supervisory Board  

is informed twice a year about compliance-relevant develop-

ments within the Group.
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Anti-corruption training

All managers, team leaders and employees from relevant areas 

participate in obligatory two-year cycles of an IT-based anti-

corruption training to make them aware of potential risks.

Automated IT processes ensure that 

all employees and members of 

bodies of the Lufthansa Group 

regularly take part in the web-

based compliance trainings 

that are relevant for them. The 

Group companies’ employees 

have access to these e-learning 

courses and are in part already linked 

to automated mailings or participate in corresponding 

company-specific processes. As a complement, the Corporate 

Compliance Office conducts worldwide classroom training 

and offers workshops. During the reporting year, more than 

1,200 participants took part in such trainings and workshops. 

The training offers are directed at managers as decision-makers 

and multipliers as well as at employees who need in-depth 

compliance knowledge to handle their tasks.

Risk-based business partner due diligence

The Lufthansa Group also expects the conduct of its business 

partners to be fully in line with compliance requirements. 

Therefore, the integrity of suppliers and service providers is 

ensured by means of a risk-based business partner compliance 

due diligence process. In the course of the review, the compli-

ance managers or the employees in the Corporate Compliance 

Office carry out compliance screenings. To begin, this entails 

determining the identity of the business partner in order to 

then carry out a check against databases in the compliance, 

embargo, sanctions, PEP (politically exposed person) and watch 

lists categories, verifying that there are no relevant entries. 

Depending on the result, various measures proposed jointly by 

the Corporate Compliance Office and Corporate Security 

may be necessary to deal with a potential business partner, 

up to a decision against establishing a business relationship.

Review for corruption risks

All companies in the Lufthansa Group were reviewed for 

corruption and antitrust risks by means of a compliance risk 

assessment (see page 26, Balance 2017). 

A report detailing the results for each Group company reviewed 

and describing recommended mitigation measures was issued 

during the reporting year 2018. These measures are to be 

implemented by the respective companies according to a 

structured plan. In addition to the risk areas identified in this 

manner, further potential compliance-critical areas with 

regard to integrity and competition are identified in all Group 

companies in the context of regular Group-wide risk assess-

ments. Appropriate preventative measures are subsequently 

taken with the goal of eliminating potential weak points. 

These risk assessments include both interviews with managers 

as well as written self-assessments. 

Ombudsman system

The Lufthansa Group set up an ombudsman system in 2008 

to enable information to be provided confidentially about 

suspected criminal offences, particularly potential breaches 

of anti-corruption legislation and regulations. An external, 

independent lawyer, Dr. Rainer Buchert in Frankfurt, acts as the 

ombudsman. Informants can give information by telephone, 

in writing or personally to the ombudsman. He communicates 

any information he receives to Lufthansa while respecting 

absolute confidentiality concerning the name and identity 

of the informant. In this way, the disclosure of an informant’s 

identity to the Company or to third parties without his or 

her consent is ruled out.

1,200
COMPLIANCE 

WORKSHOP 

PARTICIPANTS
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Respect for human rights

Respecting human rights is self-evident for the 

Lufthansa Group as a company acting with integrity and 

responsibility. In the Lufthansa Group’s stakeholder survey  

of 2018, this action area was elected into the first half of 

prioritizations, both by internal and external stakeholders  

(see materiality matrix, page 31). Respect for human rights  

along the entrepreneurial supply chain includes the aspects 

supply chain, employee environment and business purpose.

As a member of the UN Global Compact, it is important for  

the Group to align entrepreneurial conduct with internationally 

accepted principles and self-commitments, and to anchor 

respect for human rights as an integral part of its corporate 

culture worldwide. This is also reflected in working conditions, 

freedom of association and assembly, rules to ensure gender 

equality and inclusion of minorities as a matter of course.  

Thus, Article 6 of the Lufthansa Group’s Code of Conduct 

specifically states that the Company always acts in agreement 

with human rights, the principles of the UN Global Compact  

as well as recognized international work and social standards.

The Lufthansa Group’s overarching goal is to avoid human 

rights breaches by means of organizational and process-based 

measures. The Group’s procurement policy states that the 

Lufthansa Group expects its suppliers to respect human rights 

too (see page 41). Contracts should therefore include the 

possibility of penalties up to and including the immediate 

termination of the business relationship.

The Lufthansa Group is guided in implementing measures 

concerning human rights obligations by the recommendations 

given by the National Action Plan for Business and Human 

Rights (NAP), adopted by Germany’s federal government on 

December 21, 2016. It formulates the expectation that German 

companies ought to adhere to their human rights obligations 

and respect these rights along their supply and value chains. 

The NAP describes five core elements of human rights-related 

duties of care. These include a declaration of principles,  

a procedure to determine actual and potential disadvantageous 

effects on human rights, measures and effectiveness control, 

reporting and a complaints mechanism (see illustration on  

this page). All measures listed below can be assigned to one 

of these core elements.

Working group human rights acts as contact and multiplier

The human rights working group, established in 2017 in the 

Human Resources and Legal Affairs Division of the Executive 

Board, continued its work in the reporting year and includes 

representatives of all relevant head office functions and Group 

companies potentially at risk. Its regular meetings serve to 

communicate information and develop a uniform, Group-wide 

position and strategy. In the future, the development of a 

structured media monitoring process is planned. In addition, 

selected contacts advise, support and follow up on the topic  

at the main companies in the Lufthansa Group. International 

reporting obligations are also dealt with by the working group. 

The Lufthansa Group has published a mandatory declaration 

for the financial year 2018 as required by the UK Modern 

Slavery Act 2015.

In addition, the Lufthansa Group signed the “Resolution 

against Trafficking in Persons” of the International Air Transport 

Association (IATA) during the reporting year. The Company 

supports this industry initiative, which aims in particular  

at sensibilizing staff in the operational, cabin and ground areas 

at stations with regard to the issue of human trafficking.

1

2

3

4

5

Human Rights Policy Statement

Procedures for the identification if actual
or potential adverse impact on human rights

Measures to ward off potentially adverse 
impacts and review the effectiveness of  
these measures

Reporting

Grievance mechanism

CORE ELEMENTS OF THE GERMAN NATIONAL ACTION PLAN

FOR BUSINESS AND HUMAN RIGHTS
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WHAT IS THE LUFTHANSA GROUP’S POSITION ON 

HUMAN RIGHTS?

It is often assumed that human rights are respected as a 

matter of course. However, this is not the case everywhere. 

As an aviation group with worldwide activities, we consider 

it our responsibility to make a contribution in this area. 

Companies do not control the political development in those 

countries in which they are active. But they do bear responsi-

bility in the areas in which they operate, especially for the 

treatment of their own employees and those employees along 

the value chain – in a global context. For the Lufthansa Group 

as a member of the UN Global Compact, it is important to align 

our practices with internationally recognized principles and 

to anchor respect for human rights actively in the Company’s 

everyday life.

IN CONCRETE TERMS, WHAT DOES THIS MEAN?

Dealing with the contents related to the topic of human rights 

within the Lufthansa Group is divided into different topic areas 

and currently includes the Company’s own employees as well 

as the supply chain. To prevent “human trafficking” – meaning 

smuggling people – additional topics, more from an operations 

context, are also being considered. The strategic steering 

and further development of this topic is handled centrally and 

Lufthansa Group-wide, and its content is built up from the 

relevant interfaces. Taking the responsibility and ensuring 

respect for human rights concerning employees is organized in 

line with these policies via a decentralized key account system 

within the parent companies.

WHAT CAN COMPANIES EXPECT IN TERMS OF LEGISLATION 

IN THE COMING YEARS?

We observe that in this area as well, there is an increasing 

tendency towards legal regulation. Today, numerous national 

and international reporting obligations already exist for the 

Lufthansa Group in the topic area of human rights. On the 

occasion of the 70th anniversary of the UN Universal 

Declaration of Human Rights, Germany’s federal government 

pointed out to the German business community – with refer-

ence to the framework of the National Action Plan for Business 

and Human Rights – that they have a duty to care for human 

rights. In 2020 at least half of all companies with more than 

500 employees in Germany will need to be able to prove 

conclusively that they have incorporated the core elements of 

care concerning human rights into their corporate processes. 

Whether legal regulation will be deemed necessary will depend 

on the results of monitoring. Germany’s Federal Ministry for 

Economic Development and Cooperation is already working 

on draft legislation for a sustainable value-added chain. The 

German Minister of Labor announced that an emphasis is also 

to be placed on sustainable value-added chains at the 

European level in the context of Germany’s presidency of the 

European Council in 2020. 

Three questions for

KARLHEINZ SCHNEIDER

Senior Vice President Corporate HR Steering & Labor Relations
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Managers and employees are sensibilized  

by target audience

Based on an analysis carried out by Verisk Maplecroft, an 

advisory company, an overview was drawn up of all Group 

companies operating in high-risk and extreme-risk countries, 

i.e. where the risk of human rights violation is particularly high. 

The country overview is regularly updated.

The companies are obliged to identify human rights risks and 

report the type and number of suspicious incidents. Individual 

complaints can be made also by third parties to the external 

ombudsman – confidentially if so desired.

Employees of the Lufthansa Group can also report to their 

manager, Human Resources management or the employee 

representative. A works agreement with regard to procedures 

for grievances is already in place for all employees in Germany. 

It is already used for many different kinds of complaints  

and can also be used for complaints regarding human  

rights violations.

Managers and personnel services at the Group companies  

are being sensibilized concerning their duty of care related to 

avoiding human rights violations. Thus, the employment 

contracts for these managers have been complemented 

step-by-step with a specific appendix since 2018.

Furthermore, all employees are being sensibilized by a  

Group-wide communications campaign on an intranet portal 

dedicat ed to the topic. This includes a statement by the 

member of the Executive Board responsible for Corporate 

Human Resources and Legal Affairs, which emphasizes the 

Lufthansa Group’s responsibility for respecting human rights 

as a company with global business activities. Additionally, 

further information on this subject is available to all em ployees. 

In 2019, this communication is to be continued in a need- 

oriented and target audience-specific manner. It focuses on 

expanding internal communications concerning the NAP.

“Zero tolerance” for cases of sexual harassment

Respect for one another is particularly important to the 

Lufthansa Group. This includes ensuring a working environ-

ment for all employees that is free of discrimination,  

harassment and unequal treatment. The Lufthansa Group 

expects that this principle is reflected globally in the conduct 

of all employees towards one another. A corresponding clause 

was added to the Code of Conduct in 2018 and an extensive 

communications campaign to raise awareness was carried  

out using various internal and external communications  

channels. For those employees affected, the Lufthansa Group 

also expanded its range of options for providing support.
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SUSTAINABILITY ALONG THE SUPPLY CHAIN

The Lufthansa Group has more than 40,000 suppliers.  

The annual procurement volume is about 20 billion euros. 

To meet the standards it sets for the sustainability of its own 

products, the Lufthansa Group relies on close cooperation  

with suppliers who share and implement these standards.  

This ap proach is also part of the Lufthansa Group’s Code of 

Conduct. The Group expects its suppliers to fully comply with 

current law, guidelines and regulations concerning fair compe-

tition, integrity and responsible practices (see page 35 ff., 

Compliance and human rights).

A transparent supply chain allows the Lufthansa Group to 

manage procurement processes in a targeted manner. Bottle-

necks and weak points can thus be identified quickly and 

countermeasures taken. For these reasons, setting up and 

expanding a sustainable supply chain is of strategic importance 

for the Lufthansa Group.

Since October 2017, the purchasing units in the Lufthansa 

Group have been organized within a single reporting line under 

the Chief Financial Officer. They inform the Executive Board 

about current developments on a regular basis. In some cases – 

especially airline-specific processes such as purchasing aircraft 

or kerosene – the purchasing units are centralized. In other 

cases they are decentralized throughout the Group companies 

(for more specialized products). Reporting lines are based on 

responsibilities for different product groups and Group compa-

nies. Defining product groups optimizes the purchasing  

function in the procurement markets. Reporting on the basis  

of Group companies ensures security of supply.

The introduction of a process-based matrix organization makes 

it easier to establish sustainability standards because it means 

that standardized processes and IT systems are increasingly 

used. In addition, defining responsibility within the Group 

ensures efficient ways of working together. The goal is also to 

improve the enforcement of sustainability standards. Further-

more, confidential information concerning potential criminal 

conduct or violations of laws or regulations are made possible 

by the Group’s ombudsman system.

The Group procurement policy includes the obligation to 

assume social and ecological responsibility

It is to be understood as an overriding specification for all 

procurement guidelines at the Group companies and includes 

the obligation to assume social and ecological responsibility. 

In addition, it serves as a handbook for buyers and all em-

ployees with contacts in the procurement markets. Among 

other considerations, it requires that these obligations be 

included in contracts with suppliers:

• to comply with the ten principles of the UN Global 

Compact (see overview on page 32);

• to comply with the four basic principles of the International 

Labor Organization (ILO);

• to consent to announced and unannounced audits by  

companies of the Lufthansa Group;

• to accept the termination of the contract in the event that 

these contractual obligations are breached.

During the reporting year, the application of standardized 

contract clauses was further advanced. By setting up these 

requirements the Lufthansa Group aims at ensuring responsible 

practices at its immediate suppliers and thus meeting its own 

entrepreneurial responsibility.

The purchasing units responsible for specific product groups 

carried out a suppliers’ risk assessment with the goal of identi-

fying the types and levels of risks related to suppliers. These 

assessments are reflected in the result of the Group’s risk 

management. At the same time, Group-wide, standardized and 

structured supplier screening continues to be implemented.

The Lufthansa Group’s commitment to sustainability is 

confirmed by EcoVadis

With the aim of being able to describe its sustainable and 

responsible practices vis-a-vis customers, the Lufthansa Group 

participates in EcoVadis, a sustainability evaluation platform 

for global supply chains. During the reporting year 2018,  

the Lufthansa Group’s commitment was again confirmed by 

EcoVadis with the “Silver Status”.
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FLEET MANAGEMENT

The Lufthansa Group counts on a modern, efficient and stan-

dardized fleet and continuously makes investments in its 

fundamental modernization. By following this approach, the 

aviation group will be able to continue to offer leading-edge 

product quality in the future, while flying increasingly econom-

ically and quietly. Operating new aircraft with lower fuel burn is 

the most effective lever the Group can apply in keeping the 

environmental burdens from flight operations as low as possi-

ble. In 2018, the Lufthansa Group received a total of 

46 aircraft, including six long-haul aircraft (see 

page 20, Annual Report 2018). At the end of 

2018, the Lufthansa Group’s operative fleet 

included a total of 744 aircraft with an average 

age of 11.9 years (see page 45, table: The 

Lufthansa Group fleet).

In March 2019, the Lufthansa Group placed 

an order for 40 ultra-modern long-haul aircraft: 

20 Boeing 787-9s and 20 Airbus A350-900s, which are 

consid ered the most fuel-efficient in their respective classes. 

They are to be delivered between the end of 2022 and 2027 

and primarily replace four-engined aircraft in the fleet of the 

Group airlines. The order has an investment volume of 12 billion 

U.S. dollars at list prices. Moreover, a decision was made to 

sell six of a total of 14 Airbus A380s to the manufacturer; 

the aircraft are to leave the fleet in 2022 and 2023.

The Lufthansa Group currently (as of May 7, 2019) has firm 

orders for a total of 210 new aircraft with delivery dates by 

2027. During the financial year 2019 the Group expects to take 

delivery of up to 32 new aircraft. Seven new aircraft were 

already incorporated into the fleet during the first quarter 2019, 

primarily to replace older aircraft.

The largest part of aircraft is financially unencumbered and 

is in the unrestricted ownership of the Group.

Fleet planning and management 

from one hand

Commercial Fleet Management at the Lufthansa Group steers 

the Group-wide fleet planning and is thus responsible for the 

fleet’s size and composition as well as the allocation to 

indivi   d ual Group airlines (see interview page 10 ff., Balance 

2018). The internal matrix structure ensures that the 

Company optimally bundles the technical know l-

edge avail able in the Lufthansa Group. On the 

basis of market and requirement analyses as 

well as efficiency criteria, experts select suit-

able types of aircraft and determine the number 

to be ordered. The process from deciding on a 

partic ular type of aircraft to taking delivery takes 

about three to five years. At the same time, Fleet 

Management regularly calculates the optimum point in 

time for replacing an aircraft, which provides the highest 

possible planning security for distribution, network planning 

and technical services, among other considerations.

In its fleet planning, the Lufthansa Group currently focuses 

above all on increasing the Group fleet’s efficiency and on 

further harmonizing it. Older aircraft are replaced by modern 

ones with low fuel consumption and thus low CO
2
 emissions. 

Simultaneously, the Lufthansa Group has been reducing 

the number of aircraft types for a number of years, so that the 

fleet’s complexity is continuously reduced and efficiency 

increased. The fleet’s harmonization also helps decrease 

maintenance and operating costs, and create additional syner-

gies, from licensing for pilots and cabin personnel to standard-

ized processes on board and maintaining stocks of spare parts. 

After decommissioning, aircraft are either sold or recycled 

(see page 13, Balance 2018). The majority of the aircraft in the 

fleet are manufactured by Airbus and Boeing. On short- and 

medium-haul routes the Group airlines also operate aircraft 

produced by manufacturers Bombardier and Embraer.

210
NEW AIRCRAFT

ON ORDER
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Fleet standardization advances

With the goal of becoming more flexible and taking advantage 

of synergies, the Lufthansa Group is continuing the standard-

ization of its Airbus A320 fleet (see illustration, Balance 2018, 

page 33). In the future, the aircraft of the Group Airlines will be 

configured and standardized from the start so as to allow 

conversions within a short time and with little effort when they 

are transferred between Group airlines. As a result, duration 

and costs associated with such modifications can be reduced 

significantly. This allows the Group to react more swiftly and 

flexibly to current developments, and to move aircraft and 

capacities more simply and efficiently between its airlines and 

hubs. The airline brands with their respective corporate identi-

ties remain unchanged in this context.

The fleet development of the Group airlines from an  

operative perspective:

Lufthansa

In 2018, Lufthansa consistently continued its fleet moderniza-

tion. Six Airbus A320neo aircraft were put into service during 

the reporting year. At the end of 2018, a total of 16 A320neos 

were in operation. The A320neo is significantly more fuel-effi-

cient than comparable predecessor models and is characterized 

by correspondingly lower CO
2
 emissions. In addition, the 

85-decibel noise contour of an A320neo taking off is only half 

that of an A320 in the existing fleet. 

For long-haul operations Lufthansa integrated six A350-900s 

in its fleet during the reporting year. At the end of the year, the 

airline operated 12 of these environmentally friendly long-haul 

aircraft from its Munich hub. They consume about 25 percent 

less fuel, emit correspondingly less CO
2
 and are significantly 

quieter during takeoff and landing than comparable types of 

aircraft (see page 70). 

Lufthansa CityLine, which has provided an important portion  

of feeder flights at the Munich and Frankfurt hubs for many 

years, has operated its first Airbus A319 at the Munich hub 

since the beginning of the summer timetable 2019. More 

aircraft of this type are to follow by the end of 2020. Inde pen-

dently of this development, the airline has counted on 

Bombardier CRJ series aircraft for more than 25 years. The 

CRJ900s epitomize fuel efficiency, low emissions values and  

a low noise burden. Currently, 35 CRJs are the mainstay of 

Lufthansa CityLine’s fleet, complemented by Embraer 190s   

and 195s.

SWISS

SWISS also successfully continued its fleet modernization 

during the reporting year. The airline put another two 

Boeing 777-300ERs into service in 2018 and thus currently 

operates ten aircraft of this type. An order for a further two 

Boeing 777-300ERs was placed in May 2018. These two 

long-haul aircraft are to be commissioned in 2020. The SWISS 

long-haul fleet will then comprise 12 Boeing 777-300s, five 

A340-300s and 14 A330-300s.

A Lufthansa A320neoSWISS CS300 featuring the “Fête des Vignerons” livery
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For short- and medium-haul operations the fleet was expanded 

by another 13 C Series aircraft. By the end of the reporting  

year SWISS had received 28 of the 30 C Series aircraft it  

has on order.

Austrian Airlines

Austrian Airlines expanded its long-haul fleet with  

one Boeing 777-200ER, which started revenue services in 

May 2018. In short- and medium-haul operations all 18  

76-seater Bombardier Q400s are to be replaced by ten 

Airbus A320ceo aircraft by the end of 2020. Once this mea-

sure is completed, Austrian Airlines’ short- and medium-haul 

fleet will consist of 17 Embraer 195s and 46 aircraft of the 

Airbus A320 family.

Eurowings

During the reporting year, Eurowings took over 77 aircraft  

from the Air Berlin Group and integrated these into its fleet, 

following Air Berlin’s insolvency in 2017; these included 20 

Bombardier Q400s of Luftfahrtgesellschaft Walter (LGW). On 

April 1, 2019, Zeitfracht Group acquired LGW from Eurowings.  

A longer-term wet-lease agreement ensures that LGW’s  

contribution to Eurowings’ operations remains unchanged.  

The sale of LGW is also an important step for Eurowings  

towards a homogeneous Airbus A320 fleet on short- and 

medium-haul routes.

Lufthansa Cargo

At the beginning of 2019, Lufthansa Cargo expanded its fleet 

with two factory-new Boeing 777F freighters, which had been 

ordered in May 2018. This aircraft is considered the quietest 

and most fuel-efficient freighter in its class and is characterized 

by its high level of reliability and long range. As a countermove, 

two Boeing MD-11Fs are to be decommissioned later in 2019. 

At the end of 2018, the freighter fleet of Lufthansa Cargo 

comprised five Boeing 777Fs and 12 Boeing MD-11Fs. The 

freight specialist’s strategic goal is to switch to an all- 

Boeing 777F fleet over the long term. This fleet modernization 

is to be fully concluded by the middle of the next decade  

at the latest.

In addition, Lufthansa Cargo leased two further Boeing 777Fs 

from the manufacturer, which are operated by AeroLogic,  

the joint venture with DHL. The first aircraft arrived in 

February 2019 at the Leipzig/Halle Airport; the delivery of  

the second one has been planned for the fall. With these two 

additions the AeroLogic fleet will in the future consist of 

12 Boeing 777F aircraft.
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The Lufthansa Group is a pioneer of introducing environmen-

tally friendly technologies. The Group airline Lufthansa will  

be one of the first airlines worldwide to receive the new 

Boeing 777-9 in summer 2020. The Group has ordered a total 

of 20 of these highly-efficient long-haul aircraft. Their fuel 

efficiency is improved by about 15 percent compared to the 

Boeing 777-300ER. Lower kerosene consumption is achieved 

above all by the two newly-developed General Electric 

GE9X engines as well as the extremely long and narrow, curved 

wings, which consist for the most part of carbon fiber. 

Furthermore, the Boeing 777-9 features a significantly wider 

cabin compared to its predecessor models. For the first time,  

it will feature the new Lufthansa Business Class that gives 

every passenger direct aisle access at any time. In addition, 

new seats provide greater privacy and optimum sleeping 

comfort (see page 101). In configuring the cabin of the new 

Boeing 777-9, the Lufthansa Group for the first time opts for 

standardization of long-haul aircraft too.

One of the initial customers for the highly-efficient Boeing 777-9

THE LUFTHANSA GROUP FLEET AS OF DECEMBER 31, 2018

(changes compared to 2017)

In possession ¹ In operation 2

Number Age Number Age

Lufthansa (including regional partners) 351 (– 6) 11.5 (+ 0.6) 351 (+ 14) 11.5 (+ 0.6)

Eurowings3 153 (+ 17) 11.1 (+ 0.7) 133 (+ 46) 10.9 (+ 0.7)

SWISS (including Edelweiss Air) 105 (+ 14) 10.2 (– 0.8) 105 (+ 14) 10.2 (– 0.8)

Austrian Airlines 83 (± 0) 14.6 (+ 0.9) 83 (± 0) 14.6 (+ 0.9)

Brussels Airlines 52 (+ 8) 15.3 (± 0) 55 (+ 11) 15.4 (+ 0.1)

Lufthansa Cargo 19 (+ 2) 14.4 (+ 0.3) 17 (± 0) 15.1 (+ 1.0)

Lufthansa Group fleet 763 (+ 35) 11.9 (+ 0.5) 744 (+ 85) 11.9 (+ 0.4)

1 Aircraft in the possession of Lufthansa Group 2 Operated by companies of the Lufthansa Group  
3 Including Germanwings (GWI) and Luftfahrtgesellschaft Walter (LGW)
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SUSTAINABLE INNOVATION,

RESEARCH AND DEVELOPMENT

The Lufthansa Group and its companies continuously work on 

product innovation and research and development projects, 

both individually as well as Group-wide. Given the highly 

heterogeneous core business models within the Group, product 

innovations are mainly driven forward in a decentralized manner 

in the respective business segments. This is also where the 

concrete effects of research and development are the most 

distinctly perceptible (see page 41 ff., Annual Report 2018).

Beyond that, there is a partial centralized coordination of 

activities as well as incentives and financial support provided 

for Group-wide innovation projects, which intensifies interdisci-

plinary cooperation. The results thus generate added value  

for the Lufthansa Group and strengthen interconnectedness as 

well as alignment with overarching goals.

In the digital era, the ability to innovate is more than ever a key 

prerequisite for sustainable economic success. For a company 

such as the Lufthansa Group this means thinking and acting 

strategically in a highly competitive environment. Therefore, 

digitalization is the central innovation and future topic in all of 

the Group’s business segments. It allows the development  

of new business models, solutions and products. All companies 

within the Lufthansa Group are thus able to redesign their 

customer interfaces and better address differentiated customer 

needs (see page 36, Balance 2018).

The open platform AVIATAR, which was developed by 

Lufthansa Technik for digital MRO solutions (see page 9, 

Balance 2017) also makes a contribution in this area. By now, 

more than 1,000 aircraft are live on this platform in order to 

benefit from optimized operating times, lower follow-up costs 

as well as safer and more reliable fleet operations.

Additionally, in March 2019 the MRO specialist established the 

AVIATION DataHub. For the first time, this gives the entire 

aviation industry an independent data platform on which 

airlines, manufacturers and companies in the maintenance and 

overhaul areas as well as data providers and other market 

participants can digitally gather, combine and process technical 

and flight operations data – with the full security, integrity and 

control over data by their owners being assured.

The start-up Yilu, founded by the Lufthansa Group and the Lufthansa In no va - 
tion Hub, developed an end-to-end platform for travel service providers.

At the beginning of 2019, the Lufthansa Innovation Hub opened its first 
location abroad in Singapore.
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Beyond that, Lufthansa Technik is the most important provider 

of ideas within the Lufthansa Group. The world’s leading sup-

plier of technical aviation services saves about 40 million euros 

per year by implementing creative improvement suggestions 

made by employees working in hangars, workshops and offices.

Lufthansa Innovation Hub

With the aim of identifying and managing opportunities result-

ing from industry changes and digitalization trends in an even 

more structured manner, in 2014 the Lufthansa Group set up 

the Innovation Hub in Berlin. Its goal is to further develop the 

Group’s distinct innovation culture and power, and to take 

advantage of opportunities in a focused way. Meanwhile, the 

Lufthansa Innovation Hub has established itself as one of the 

most important drivers of the Group’s digital activities and in 

2018 was honored by business magazine Capital for the second 

time in a row for its work as “Germany’s best innovation lab-

oratory”. During the reporting year, 23 projects were deve loped, 

four partnerships successfully implemented and three invest-

ments in tech start-ups in Germany, the USA and Canada 

realized. Furthermore, the Innovation Hub was expanded by 

new digitalization units in Asia. With the aim of being better 

able to create network links with local players and increase the 

footprint of the Lufthansa Group in the Asian economic system, 

the Lufthansa Innovation Hub opened its first location abroad 

at the beginning of 2019 in Singapore, while the second one  

is to follow this summer in Shanghai. 

Th Lufthansa Innovation Hub and the SAP.iO Foundry Berlin 

also have jointly chosen to pursue a creative approach. In July 

2018, the partners launched an ideas competition for block-

chain-based solutions, aimed at making the customer experi-

ence as well as processes, supply chains and maintenance 

processes at airlines even more smooth and interconnected. 

With the format FlyingLab the Lufthansa Group created an 

open innovation platform. On selected Lufthansa flights, 

passengers have since been able to experience innovative 

products and services live on board, test these themselves  

and give feedback. 

In addition, in 2018 Eurowings founded Eurowings Digital 

GmbH. This new company is to bundle all of the airline’s 

customer-relevant digital activities under one roof. The focus is 

on developing the digital customer interface eurowings.com 

into a comprehensive travel platform on which the airline’s 

customers can not only book flights but also take advantage  

of personalized offers of digital services and products.

Chair for innovation endowed

In May 2018 Dr. Bettina Volkens, Member of the Executive 

Board, Corporate Human Resources and Legal Affairs of 

Deutsche Lufthansa AG, endowed the new Lufthansa Group 

Chair in Innovation Studies at the private European School of 

Management and Technology in Berlin. The chairholder’s future 

tasks will include analyses of how new ideas and innovations 

are developed in networks and communities, and how compa-

nies can more effectively take advantage of external sources  

of innovation and integrate them.

Numerous internal platforms 

With the goal of increasing its ability to innovate, the 

Lufthansa Group offers a number of events and platforms, 

including the annual Innovation Forum as well as the Innovator 

Awards. The latter have honored exceptional innovation  

projects once a year since 2014.

Beyond that, the Group runs the Innovation Accelerator,  

a program that imparts methods and tools for agile working 

techniques and fast prototyping. In addition, since 2014 

employees have had the opportunity to apply to the LH Group 

Innovation Growth Fund (IGF) for development funds of  

up to 10 million euros per year to develop ideas from their  

early stages.

With the aim of securing its worldwide pioneering role in the 

area of digitalization and innovation within the aviation industry, 

since 2018 the Lufthansa Group has made available an 

addition al 20 million euros per year through its new Lufthansa 

Digital Fund (LDF). These funds are aimed at the development 

of digital business models as well as technology and risk 

capital projects (see page 37, Balance 2018). 

Furthermore, the Lufthansa Group cooperates with aircraft 

manufacturers, airports, fuel producers and science to advance 

innovations on the basis of substantiated data and continuously 

improve the Company’s own involvement in environmental 

protection.
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ENVIRONMENTAL MANAGEMENT

As early as 1996, the Lufthansa Group firmly anchored rules 

concerning environmental care in its Environmental Guidelines. 

In 2008, the Executive Board approved the strategic environ-

mental program valid until 2020. It establishes the continuous 

expansion of the environmental management systems in the 

Group companies as well as significant action areas concerning 

fuel efficiency and climate protection, active noise abatement, 

and energy and resource management. The implementation 

of the environmental strategy thus unfurls its effects in all 

areas of the Lufthansa Group – from operative activities and 

technical maintenance to procurement, facility management 

and administration.

In 2018, the Group was intensively concerned with analyzing 

increasing stakeholder demands with regard to climate and 

environmental protection and incorporating these in a new 

strategic environmental program. At the beginning of 2019, the 

Executive Board communicated an initial package of key goals 

and measures (see page 26). Furthermore, these measures 

are currently being integrated into a sustainability concept that 

is still in the development phase and is to be approved by 

the Executive Board in 2019. In this context, further control 

parameters are to be implemented at the Group level wherever 

possible and environmental care is to be interconnected even 

more strongly with Group strategy. At the same time, the 

department Group Environmental Issues expanded its database 

during the reporting year to allow for the systematic integration 

of other environmental values beyond flightrelated environ

mental data in order to be even better able to meet future 

reporting requirements.

The Lufthansa Group links entrepreneurial risks related 

to climate change and noise emissions into multidisciplinary, 

Groupwide risk management processes. They are also 

summarized in a regularly updated risk chart. The Group’s 

environmental experts continuously monitor, analyze and 

manage the environmentrelated opportunities and risks by 

means of environmental programs and the environmental 

management systems.

Integrierte Umweltberichterstattung 2017 – 2019 
Lufthansa Airlines München und Lufthansa CityLine 
Profil  |  Management  |  Strategie

For the first time, the Lufthansa hub Munich was successfully validated in accordance with the stringent 
European environmental regulation EMAS and certified with the international standard ISO 14001 for environ
mental management systems.
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With regard to climate and environmental responsibility, the 

companies of the Lufthansa Group take their bearings from 

voluntary external guidelines and participate in various sustain-

ability initiatives. The resulting obligations in large part exceed 

legal requirements.

The department Environmental Issues reports to the Chairman 

of the Executive Board and CEO, and is responsible for the 

Lufthansa Group’s definition, coordination and implementation 

of Group-wide goals and measures with regard to environmental 

management. In addition, all larger subsidiaries have their  

own environmental departments as well as an environmental 

commissioner or coordinator. The environmental commissioners 

and coordinators meet at least once a year at the Group-wide 

Environmental Forum to coordinate strategies, measures and 

processes, to exchange experiences and to identify possible 

synergies. In addition, new or planned legal requirements and 

their effect on the Lufthansa Group are discussed at the forum.

Environmental management systems

To support the systematic control and continuous optimization 

of environmentally relevant processes, the Lufthansa Group 

steadily advances the implementation of environmental 

management systems according to ISO 14001 or EMAS at the 

Group companies. This is an overview of the current situation:

The Group’s pioneer is Lufthansa CityLine with its long-stand-

ing experience in environmental protection: in 1999, it became 

the first airline worldwide to launch a professional environmental 

management system and to pass EMAS (Eco-Management 

and Audit Scheme), the most rigorous European certification 

system in 2000. Since then, the program has been validated 

annually. Lufthansa CityLine is also certified according to the 

interna tional environmental standard ISO 14001.

During the reporting year, the environmental management  

system of Deutsche Lufthansa AG at the Munich location was 

validated for the first time according to EMAS and certified in 

accordance with ISO 14001. The airline is considering the 

extension of the validated and certified environmental manage-

ment system to other locations.

In their exhibit “Green Gate”, Lufthansa and Munich Airport inform passengers about the numerous programs and initiatives for sustainable mobility.
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Four questions for

BERNHARD DIETRICH 
Head of Environmental Issues, Lufthansa Group

WHAT IS THE LUFTHANSA GROUP DOING TO MAKE FLYING 

MORE SUSTAINABLE?

The Lufthansa Group makes immense efforts in all business 

segments and areas to make flying more compatible and thus 

more sustainable. In many subject areas we closely cooperate 

with partners in industry, science and research. Within our 

action areas “reduction of emissions”, “active noise abatement” 

as well as “energy and resource management” we have an 

entire portfolio of projects. For example, this includes measures 

to increase fuel efficiency, improve building efficiency, reduce 

noise, avoid waste and stimulate recycling. In addition to 

making continuous investments in new aircraft, we also modify 

aircraft in the existing fleet, so that our overall flight operations 

will get quieter and more and more efficient.

THE LUFTHANSA GROUP’S STRATEGIC ENVIRONMENTAL 

PROGRAM OUTLINES THE PATH TOWARDS IMPROVEMENTS IN THE 

AREA OF CLIMATE AND THE ENVIRONMENT BY 2020. WHAT DOES 

FURTHER PLANNING INCLUDE?

During an initial workshop with the Executive Board all principal 

considerations concerning the further development of the 

Lufthansa Group’s environmental strategy were discussed. 

Now, our task is to make specific topics more concrete so that 

they can be included in corresponding programs. For example, 

we would like to expand our strategy by adding the topic areas 

“innovative solutions” and “organization” because we see 

signifi cant potential in these subjects for further improving the 

Group’s environmental performance.

WHICH MEASURES HAVE ALREADY BEEN LAUNCHED?

In March, the Executive Board decided to compensate CO
2

emissions, starting in 2019, for all businessrelated flights the 

Group’s employees take. Here we cooperate with our partner 

myclimate with whom we already offer voluntary CO
2

compensation for our customers. Another important measure 

is CO
2
neutral mobility on the ground. By 2030 we want to 

replace our vehicle fleets – including those on the aprons – 

in Germany, Austria and Switzerland with evehicles or vehicles 

with other emissionsfree propulsion systems. To ensure that 

the necessary infrastructure will be in place, we will closely 

coordinate and implement this measure with the respective 

airports. Another part of this package is that we will switch to 

sources of “green” electricity supply.

WHEN WILL THE LUFTHANSA GROUP’S AIRLINES AGAIN REFUEL 

WITH SUSTAINABLE ALTERNATIVE FUEL?

Our interest in sustainable alternative fuels is very strong. 

There fore we are working with vigor on ensuring that these 

fuels will be used more in the future. To help achieve this goal 

we are actively involved in different research projects and 

industry associations, among other efforts. At the moment it is 

above all two factors that hinder the use of these fuels: avail

ability and price. Sustainable alternative fuels are only available 

in small quantities and still about three to five times more 

expensive than conventional kerosene. However, we recently 

signed a declaration of intent covering production and delivery 

of synthetic kerosene with Raffinerie Heide. This renewable 

fuel is to be produced with regional windgenerated electricity. 

Hamburg Airport is also a partner in this project.
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Lufthansa Cargo has been certified according to the environ-

mental management standard ISO 14001 at its Frankfurt  

location since 2008 and worldwide since the end of 2015. The 

worldwide recertification took place in 2017, for the first time  

in accordance with the more stringent requirements of the 

revised standard. The latter include the detailed compilation  

of environmentally relevant risks and opportunities as well as  

a materiality analysis and a life-cycle evaluation including  

supplier management. After the certificate’s validity had been 

extended to Jettainer GmbH, it was successfully widened  

to include another subsidiary, time:matters GmbH in Germany. 

In 2018, conformity with the ISO norm was again confirmed  

in a monitoring audit and for the first time the subsidiary 

time:matters Netherlands was also integrated into the environ-

mental management system. In the process of certification  

the auditors evaluate among other points whether the  

environmental effects of daily operations are known in all areas, 

whether employees receive training on environmental issues, 

whether reduction goals have been defined and which  

optimization measures have been launched and implemented. 

These continuous improvements are of central importance for 

the environmental management system. They can be measured 

by evaluating to which degree Lufthansa Cargo has reached  

its goal in areas such as emissions, digitalization and number 

of lightweight containers.

Lufthansa Technik received its validation according to EMAS 

as long ago as 1996, as the first Group company to do so, and 

has been certified in accordance with ISO 14001 since 1999. 

The MRO specialist has also operated a job safety management 

program validated in accordance with the international specifi-

cation OHSAS 18001 since 2008. In 2017, the certification  

of Lufthansa Technik Philippines in Manila was concluded  

successfully. Thus, beyond all of the Lufthansa Technik Group’s 

European locations, all of its locations in the Asia-Pacific region 

have been certified as well. In 2018, the Lufthansa Technik 

locations in Tulsa (Oklahoma), Frankfurt (Osthafen) and London 

(Hayes) had their environmental management systems certified 

in accordance with ISO 14001 for the first time. The engine 

overhaul locations in Wroclaw (XEOS) and Jasionka (EME Aero), 

which are being set up, are preparing for certification in 2019 

and 2020, respectively.

The LSG Group has operated an in-house environmental 

management system, which comprises significant portions  

of core elements from ISO 14001, since 2008. All locations 

worldwide that are fully owned by the airline caterer are covered 

by this system. The system’s components are continuously 

supported by short-term and long-term goals, activities and 

programs. Furthermore, each region of the LSG Group has  

a Regional Environmental Manager (REM), who works together 

with the regional management team on implementing and 

monitoring the local environmental programs.

LZ-Catering is preparing the introduction of an environmental 

management system. The company is an “environmental  

partner” of the City of Hamburg and has been a member of 

Ökoprofit since 2010. In 2017, LZ-Catering introduced reusable 

cups at its Bartesse coffee shops to help reduce the quantity 

of waste. At a majority of its company restaurants LZ-Catering 

has offered at least one daily “CO
2
-friendly” main course since 

July 2014. Individual special dishes and regionally-sourced 

ingredients complement the meal offers at the different  

restaurant locations.

On the basis of its strategic environmental program, the  

Lufthansa Group pursues the goal of establishing certified 

environmental management systems step-by-step at the large 

Group companies. The airlines SWISS (including Edelweiss Air), 

Air Dolomiti, Austrian Airlines, Eurowings and Brussels Airlines 

have currently not implemented certified environmental 

management systems.
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FUEL CONSUMPTION AND EMISSIONS

The CO
2
 emissions of civil aviation currently account for 2.83 

percent1 of all CO
2
 emissions caused by human activities, 

according to the International Energy Agency (IEA), and 

count among the industry’s significant global environmental 

effects. Given that increasing demand for mobility is foresee-

able, air transport and its related emissions will continue to 

increase in the future. The aviation industry has reacted to this 

development and in 2009 adopted the following goals 

with worldwide validity:

1. Fuel efficiency is to be increased by 1.5 percent 

per year by 2020.

2. From 2020, growth in civil aviation is to be realized 

in CO
2
-neutral ways.

3. By 2050, the net-CO
2
 emissions of civil aviation are 

to decline by 50 percent, compared with 2005.

The Lufthansa Group had a significant role in this approach 

and shares the industry’s goals. The Company participated 

in numerous working groups of the International Air Transport 

Association (IATA), such as the Environmental Committee 

and the Industry Affairs Committee as well as the Board 

of Governors.

In addition, the Lufthansa Group has set its own goals 

to reduce its specific CO
2
 emissions by 25 percent by 2020, 

compared with 2006 values. It achieved 67 percent of this 

goal by the end of 2018. Against the background of responsible 

mobility, fuel efficiency and climate protection in flight opera

tions are fundamental for the Group, both from an economic 

and an ecological perspective. In this way, effects on environ

ment and society can be reduced as well as operational 

costs – important preconditions for ensuring the Company’s 

longterm success. Simultaneously, the Lufthansa Group 

fulfills the (transparency) requirements of its stakeholders and 

meets national, regional and industryspecific energy and 

emissions regulations.

All projects concerning the subject of improving fuel efficiency 

are managed by the department Flight Operations Efficiency & 

Innovation. The experts’ task is to identify, develop and imple

ment concepts, projects and processes in flight operations – 

with the goal of continuously improving the Lufthansa Group’s 

fuel efficiency (see interview page 58). In addition, the 

modernization of the fleet is a fundamental building block 

within the concept of resource conservation (see page 56 ff., 

Fleet management).

Specific fuel consumption: 

A new efficiency record

The Lufthansa Group again 

established a new efficiency 

record in the reporting year: 

in 2018, the aircraft of 

the passenger fleets 

needed only 3.65 liters 

of kerosene on average 

to transport one passen

ger over a distance of 

100 kilometers (2017: 

3.68 l/100 pkm). This is an 

improvement of 0.8 percent com

pared with the previous year. SWISS (including Edelweiss Air) 

was again the most efficient Group airline with an average 

specific fuel consumption of only 3.15 liters per 100 passenger 

kilometers – an improvement of 1.34 percent compared with 

2017. The efficiency values of all Lufthansa Group airlines 

are shown on page 56 f.. The new fuel efficiency record is in

large part the result of the longterm fleet modernization 

program and numerous operative measures aimed at 

conserving kerosene. 

The CO
2
 emissions of the Lufthansa Group, increased by 

6.6 percent during the reporting year, compared with the 

preceding year.

3.65 l / 100 pkm

EFFICIENCY INCREASE BY 

0.8 PERCENT COMPARED 

WITH THE PREVIOUS YEAR
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Direct and indirect CO
2
 emissions of the Lufthansa Group 2018 2

Further indirect CO
2
 emissions along the 

supply chain and from purchased services, 
here essentially the emissions from the kero-
sene supply chain and those related to the 
manufacturing of aircraft and engines.

11,089,327 tonnes

25.2 %

194,059 tonnes

0.4 %

Indirect CO
2 
emissions of electricity 

and energy purchases for ground 
operations, including catering and 
maintenance.

32,790,778 tonnes

SCOPE 1 3

74.4 %

Direct CO
2
 emissions from the 

Lufthansa Group’s flight operations 
and ground traffic of own vehicles 
as well as own energy-generating 
facilities.

SCOPE 2 4

SCOPE 3 4

CO
2
 emissions according to  

GHG Protocol

The Lufthansa Group determines its CO
2
 emissions on the 

basis of the Greenhouse Gas Protocol (GHG Protocol), which 

divides emissions into three main categories (scopes).  

All direct emissions from flight operations, which are shown  

in the illustration as “Direct and indirect CO
2
 emissions of the 

Lufthansa Group”, were determined and verified on behalf of 

the aviation group in accordance with the requirements of the 

European emissions trading scheme. Beyond that, for some 

years the aviation group has also recorded indirect emissions 

caused by its business activities. All recorded and calculated 

direct and indirect CO
2
 emissions were verified externally  

(see page 115, Verification statement). The so-called CO
2
 foot-

print helps the Lufthansa Group to identify and evaluate its 

significant environmental effects with greater precision,  

pursuing the goal of developing more effective options for 

reduction as the next step.

1 Source: International Energy Agency (IEA) 2018, data for 2016 2 In the version of the report published on 6 June 2019, the Scope 1 value was not displayed 

correctly. The value was therefore corrected in the present report on 19 June 2019; the chart on this page has been modified accordingly. 3 Audited with the 

result High Assurance. 4 Audited with the result Limited Assurance.
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Values for specific fuel consumption in liters per 100 passenger kilometers (l / 100 pkm)

Values for specific CO
2
 emissions in kilograms per 100 passenger kilometers (kg / 100 pkm)

SWISS

LUFTHANSA

PASSENGER TRANSPORTATION 2018

AUSTRIAN AIRLINES

SPECIFIC FUEL CONSUMPTION AND SPECIFIC CO
2
 EMISSIONS

1 Definitions of traffic areas: Long-haul more than 3,000 km | Medium-haul 

800 to 3,000 km | Short-haul under 800 km 2 All scheduled and charter 

flights operated by Lufthansa (including Lufthansa CityLine und Air Dolomiti), 

SWISS (including Edelweiss Air), Austrian Airlines, Eurowings (including 

Germanwings and Luftfahrtgesellschaft Walter), Brussels Airlines and 

Lufthansa Cargo. Excluding services of third parties as the Company cannot 

influence their performance. 

  

3.15 2.88 3.72 5.03

7.94 7.25 9.38 12.67

  

3.79 3.10 4.09 5.33

9.55 7.82 10.31 13.42

  

3.76 3.49 3.94 6.13

9.47 8.81 9,94 15.44

67 % 23 % 10 %

12 %57 % 31 %

28 % 5 %67 %

40 % 40 % 20 %

Share of fuel consumption by traffic areas 1LUFTHANSA GROUP

    Total  Long- Medium-  Short-haul   Long-haul     Medium-haul Short-haul

3.65 3.33 3.84 5.48

9.19 8.39 9.68 13.81
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For further environmental ratios refer to the chapter Service & Information, page 112 ff.

DECOUPLING OF TRANSPORT PERFORMANCE 
AND FUEL CONSUMPTION 2 SINCE 1991

Changes compared to 1991 in percent, values for the fleet of the Lufthansa Group

0
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Efficiency gain

+442 %

Transport

performance

+227 %

Fuel

consumption

Share of fuel consumption by traffic areas 1

BRUSSELS AIRLINES

48 % 52 %

66 % 34 %

EUROWINGS

    Total  Long- Medium-  Short-haul   Long-haul   Medium-haul Short-haul

4.00 –– 3.72 4.70

10.09 –– 9.37 11.84

  

3.43 3.27 3.59 ––

8.63 8.24 9.04 ––
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Three questions for

JÖRG PIKOLIN
Head of Flight Operations Efficiency &

Innovation Group Airlines

HOW MUCH INFLUENCE DO PILOTS HAVE ON FUEL EFFICIENCY 

WHILE IN FLIGHT?

Safe flight operations have the top priority for us. Beyond that, 

our cockpit crews make every effort to operate a flight within 

optimum economic and ecological values. To help them make 

the best decisions possible at any time, we support them with 

information and IT tools. Flight altitude has a decisive influence 

on fuel consumption. For this reason we show our pilots IT

supported values for the optimum – and thus most efficient – 

altitude while in flight, taking into account numerous parame

ters. Selecting the shortest possible route between the points 

of origin and departure means the least kerosene is consumed. 

To enable our cockpit crews to easily identify possible shortcuts, 

we give them dataanalytically supported depictions of past 

flight routings. In addition, to determine the optimum speed of 

an individual flight within the overall system while airborne, 

we provide our pilots with systemic parameters such as parking 

positions or information on connecting flights. Thus they can 

make decisions based on a broad range of input.

WHAT KIND OF TRAINING DO LUFTHANSA GROUP PILOTS RECEIVE 

ON THE TOPIC OF OPERATING EFFICIENCY?

Efficient flying accompanies our pilots continuously – starting 

at the flight academy and then throughout their flying careers. 

Economic and ecological topics are core elements of training 

and continuing education for cockpit crews. But efficiency 

topics are also an integral component of aircraft documenta

tion itself. As the most efficient flight operations possible are 

indis pens able for us, we also support pilots across the entire 

Lufthansa Group with the socalled “Ops Efficiency Guide”. 

It provides them with information, tips and background details 

on each flight phase to enable them to operate flights as 

efficiently as possible, both economically and ecologically.

YOU ARE INTENSIVELY CONCERNED WITH OPTIMIZING AND 

SHORTENING FLIGHT ROUTINGS. WHAT IS THE CURRENT 

SITUATION IN THIS AREA?

As a responsible company, we are naturally interested in plan

ning the optimum flight routing possible. As the European 

network of air routes is very dense and highly complex, we 

cooperate with other European airlines, the European air traffic 

control organizations as well as national and international 

organizations. By means of numerous initiatives and projects 

we shape changes in order to make the dense network function 

more efficiently for all of us.
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Innovation in aircraft and  

engine technologies

Alternative fuels

Better use of airspace

Needs-based  

airport infrastructures

Efficient aircraft sizes

Optimal flight routes and speeds

Optimized processes  

on the ground

A global, sensibly designed, 

market-based system for reducing 

emissions to complement the 

other three pillars

Four pillars for climate protection

1. Technological progress 2. Improved infrastructure 3. Operational measures 4. Economic measures

Four-pillar strategy for  

climate protection

The aviation industry intends to reach its goals concerning fuel 

efficiency and reduction of CO
2
 emissions by pooling different 

measures implemented by different players (manufacturers, 

airports, air traffic control, airlines, politics). These were classed 

at the IATA assembly in 2007 in the industry’s four-pillar  

climate protection strategy (see overview below). This strategy 

also forms the basis for the Lufthansa Group’s fuel-efficiency 

activities. Furthermore, the Group draws orientation in the area 

of climate and environmental responsibility from the environ-

mental principles of the UN Global Compact and the Sustain-

able Development Goals of the United Nations (see page 32 f.).

1. Technological progress

The most important lever for reducing CO
2
 emissions from 

flight operations is to invest continuously in modern and  

especially fuelefficient aircraft and engine technologies (see 

page 42 ff., Fleet management). The airlines within the  

Lufthansa Group took delivery of 29 new aircraft in the course 

of the reporting year.

Moreover, the Lufthansa Group has participated for a number 

of years in researching and testing alternative fuels in flight 

operations (see page 9, Pioneer work with alternative fuels). 

Before the aircraft of the Group airlines can use alternative 

fuel, a number of basic conditions must be met. They include 

above all irrefutable quality specifications, sustainability in  

production and supply chains, as well as cost effectiveness, of 

course. In 2018, the Lufthansa Group took part in another 

crosssector initiative. It aims to launch and build an interna

tion al alliance to develop the future strategic importance of 

synthetic renewable energy sources (PtL – power to liquid), to 

jointly advance a global market for these energy sources and to 

accelerate their market development. Furthermore, Lufthansa 

and Raffinerie Heide signed a joint declaration of intent at  

the beginning of 2019 concerning the future production  

and delivery of synthetic kerosene, which is to be produced 

with green electricity.
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PROJECT NAME:

NETWORK COLLABORATIVE MANAGEMENT

In the context of the SESAR research project 

Network Collaborative Management (NCM) the 

participating system partners demonstrate how they 

can maintain or even increase efficiency in flight 

operations through improved cooperation in the 

event of bottlenecks and disturbances (weather, 

strikes, etc.). For this purpose they have tested both 

new concepts and procedures as well as technical 

innovations under the conditions of everyday flight 

operations; these measures include B2B interfaces 

between airlines and air traffic control as well as 

forecasting systems concerning critical weather 

situations. The goal is to make data from all system 

landscapes generally available and to exchange it in 

a coordinated and standardized way. The partners 

thus aim to remove inefficiencies and to improve and 

stabilize traffic flows. The greatest challenge is to 

harmonize system landscapes and data formats.

TOPIC AREA

Air traffic management

FOUR-PILLAR STRATEGY

The project “Network Collaborative Management” 

makes a contribution to the pillar “improved 

infrastructure”.

PARTICIPATING EXPERTS

Experts from several system partners participate in 

this project: air traffic control, airlines – including 

Lufthansa, SWISS, Austrian Airlines and Eurowings – 

as well as network management and meteorological 

services.

GOAL

The goal of the Lufthansa Group airlines is to avoid 

delays and emissions through this project, and above 

all to reduce unnecessary long routes and the  

related fuel burn.

DURATION OF MEASURE

February 2018 to January 2020

PROJECT PROFILE 2. Improved infrastructure

The largest climate protection project in European aviation is to 

establish a standardized airspace above Europe, the so-called 

Single European Sky (SES). With a “Schengen in the air”, aircraft 

would no longer have to fly detours. According to the European 

air traffic control organization, Eurocontrol, airlines could con

serve up to 10 percent of fuel and reduce their CO
2
 emissions 

proportionally. The airlines of the Lufthansa Group alone would 

be able to reduce their CO
2
 emissions by 3 million tonnes per 

year. This would be the largest single contribution to sustain

ability. In Europe, there are still about 61 air traffic control  

centers with responsibility for air safety in 28 different national 

systems, which means that aircraft can rarely follow an  

optimum route to their destinations.

The Lufthansa Group supports the EU’s SES initiative explicitly 

and works through the European airline association Airlines  

for Europe (A4E) for the creation of a reliable and efficient  

EU air space. An important milestone on the path toward this 

goal is the standardization and modernization of the European 

aviation infrastructure, for which the European Commission  

set up the SESAR (Single European Sky ATM Research)  

program. SESAR is to advance the development, testing and 

Europewide implementation of new technologies, procedures 

and standards that contribute to harmonizing and digitalizing 

European air traffic management. The work of air traffic  

controllers could be significantly facilitated if systems become 

more digital and virtual. Numerous technologies have already 

been developed and were presented to the EU in the middle of 

March in the context of the Airspace Architecture Study – now 

they have to be introduced resolutely. The Lufthansa Group  

is committed to SESAR with the clear expectation that  

measurable operational improvements in the area of air traffic 

management will turn into reality.

The implementation of these technologies in everyday opera

tions is coordinated under the roof of the industry consortium 

SESAR Deployment Manager (SDM). The Lufthansa Group is  

a member of this consortium and provides experts on site.  

Currently, the SDM coordinates 349 projects across Europe. 

The different airlines of the Lufthansa Group and Lufthansa 

Systems as an IT provider also actively participate in the SESAR 

research and demonstration projects (see profile on the right). 

One example is the project Network Collaborative Manage

ment (see project profile on this page).

In addition to the improved use of air space, a further goal is to 

optimize conditions on the ground. Here, more than anything it 
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PROJECT NAME:

EXPANDED CONNEX INFO  

Pilots already receive information about connecting 

flights and the number of connecting passengers 

(connex info). This also includes the latest possible 

arrival time at the parking position to ensure that 

passengers reach their connecting flights. With the 

inclusion of a new component, “expanded connex 

info” allows pilots to evaluate unequivocally under 

economic and operational aspects if they need  

to accelerate to catch up with a delay. So-called 

high-speed cruises are thus reduced to the 

necessary minimum.

TOPIC AREA

Systemic operations management, cross-functional 

control logic in the areas flight control, group 

control and operations control, and deployment 

control to reduce delays and fuel costs.

FOUR-PILLAR STRATEGY

The project “expanded connex info” makes a 

contribution to the pillar “operational measures”.

PARTICIPATING EXPERTS

Flight operations experts from the areas fuel 

efficiency, cockpit information service and air/

ground communication participate in this project.  

In addition, the hub control center is involved with 

information about the current operative situation  

and monitoring of transfer connections. 

GOAL

With this project, the Lufthansa Group aims at 

avoiding up to 6,000 tonnes of CO
2
 emissions over 

the long term.

DURATION OF MEASURE

“Expanded connex info” is to be available at the 

Group airlines step-by-step from July 2019.

PROJECT PROFILEis airport infrastructure adapted to actual needs that allows 

efficient flight operations. A further contribution to reducing 

environmental burden comes from intelligent links between 

different transport modes. The Lufthansa Group is active in this 

area too and develops intermodal transport concepts that  

systematically interlink air, rail and road traffic. Offers include 

feeder services to and from airports by ICE highspeed trains, 

modern longdistance buses and carsharing.

3. Operational measures

In 2018, 21 fuelsaving projects were underway across the  

Lufthansa Group, comprising activities relating to weight 

reduction, flight route optimization and technical developments. 

These include “Expanded connex info”, the “Development of 

Companyown approaches based on most modern area  

navigation” and the “Optimized filling of fresh water tanks” (see  

project profiles, page 61, 62 and 64). With these operational 

measures, the Group sustainably avoided more than 24,000 

tonnes of CO₂ emissions in addition to the reductions achieved 

in 2017. In comparison, the quantity of kerosene saved – and 

thus CO
2
 avoided – is equivalent to approximately 90 return 

flights between Munich and New York with a Lufthansa Airbus 

A350900. Or in different terms, the quantity of kerosene  

conserved would allow SWISS to operate its schedule between 

Geneva and London City with its C Series aircraft for about 

20 months.

Lufthansa Cargo has also developed a broadranging  

catalogue of measures aimed at reducing the CO
2
 emissions  

of its freighter fleet. The logistics specialist continuously  

works on alternatives for its loading devices and has already 

replaced 75 percent of all standard containers with more  

lightweight models. 

Furthermore, Lufthansa Cargo is testing the use of more light

weight palettes for freight stowage. While standard palettes 

currently in use weigh around 100 kilos, lightweight versions 

weigh about 20 to 30 kilos less. With a stock of about 18,000 

palettes, a conversion would result in significant efficiency 

gains. Tests with an aluminumfoam palette were successful. 

All possible alternatives also undergo economic feasibility  

studies in the framework of evaluation.

In the area of loading accessories, the cargo airline is currently 

evaluating the use of lightweight structural elements made 

from recycled cardboardfiber composite material in loading air 

freight palettes and has carried out some positive tests. In 

these palettes, heavyduty floors and beams made of heavy
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PROJECT NAME:

OPTIMIZED FILLING OF FRESH WATER TANKS 

Lufthansa optimizes the filling of fresh water tanks 

aboard its aircraft on the basis of route characteris-

tics and passenger numbers. New types of aircraft, 

such as the Airbus A350-900, capture significantly 

more data than earlier types. Among other data, they 

automatically record the filling level of the fresh 

water tanks for later analyses. This allows the airline 

to evaluate fresh water consumption and optimize 

tank fillings by means of artificial intelligence, thus 

avoiding unnecessary quantities being filled.

TOPIC AREA

Weight savings: the spectrum of projects ranges 

from structural changes on aircraft to optimizing the 

loading of consumable supplies.

FOUR-PILLAR STRATEGY

The project “Optimized filling of fresh water tanks” 

makes a contribution to the pillar “operational 

measures”.

PARTICIPATING EXPERTS

Experts of Operations Efficiency work closely with 

colleagues from Cabin, Ground Ops and MRO. 

Lufthansa Technik staff support with improved 

sensor technology and capture; colleagues in ground 

services and cabin crews subsequently manage the 

optimized filling of fresh water tanks during  

ground handling.

GOAL

Lower departure weights are to reduce Lufthansa’s 

CO
2
 emissions by about 3,200 tonnes per year. 

DURATION OF MEASURE

The optimization is to be introduced on all long-haul 

flights in the third quarter 2019.

PROJECT PROFILE weight wood are replaced by more lightweight materials.  

It is important that the mechanical properties of the cardboard- 

fiber composite material are comparable to those of wood.

Moreover, Lufthansa Cargo pursues the goal of digitalizing air 

freight and implementing paperless handling of all related  

processes step-by-step. Effects on the environment can be 

significantly reduced by fully digitalizing the delivery chain.  

The electronic air waybill, eAirWaybill (eAWB), is already in  

use at more than 150 Lufthansa Cargo stations. By using digital 

air waybills, the entire industry could save 7,800 tonnes of 

paper per year. Furthermore, the cargo airline is rolling out more 

documents, such as the Consignment Security Declaration 

(CSD), which transfers security-related information, and the 

Shipper’s Dangerous Goods Declaration (DGD), which provides 

data on hazardous shipments. Another advantage of digital 

documents: by means of pre-checks, Lufthansa Cargo can 

inform its customers about possible problems with data quality 

at an early stage and thus avoid that truck drivers deliver the 

shipment in vain, as not all hurdles have been cleared yet.

For many years, Lufthansa Technik has participated in numerous 

research and development projects with the aim of improving 

the efficiency of flight operations sustainably (see page 46, 

Sustainable innovation, research and development). Among 

others, the MRO specialist developed a unique engine wash 

process using CO
2
 dry ice. The CO

2
 used is a byproduct of 

crude oil processing and the fertilizer industry, and therefore no 

additional carbon dioxide has to be generated. There is also  

no residue as the CO
2
 dry ice pellets, which are just a few  

millimeters in diameter, turn into gas. The procedure can also 

be used at external temperatures below the freezing point. 

Thus, engines can be washed 365 days a year, even in perma

frost regions. With this innovation Lufthansa Technik makes  

a significant contribution to lowering the fuel consumption and 

CO
2
 emissions in civil aviation by several hundred thousand 

tonnes per year. Cyclean Dry Ice has been available since 2019 

as a complement to the waterbased engine wash Cyclean.

In a complementary move, Lufthansa Technik achieved another 

milestone on the path towards Green MRO with the first  

automated steam cleaning system for engine heat exchangers 

worldwide. So far, heat exchangers were maintained in the  

framework of engine overhauls with great manual effort and 

chemical cleaners. Lufthansa Technik has used the new  

process since July 2018, allowing even heavily soiled heat 

exchangers to be restored to original performance entirely  

page 62 / Climate & environment



Airline Measure

Expected  

fuel savings 1
Fuel savings  

2018 

Expected  

CO
2
 savings 1

CO
2
 savings 

2018

Project 

completed

• On short-haul flights, the Flightprofile 

Optimizer OPTI calculates the optimum 

flight profile on the pilots’ Electronic 

FlightBag.

4,038 t 4,038 t 12,720 t 12,720 t 2018

• Installation planning for optimum 

engine-aircraft combination in relation 

to fuel efficiency and the remaining 

lifetime.

628 t 105 t 1,979 t 330 t 2021

• A weight saving is realized on the  

entire Boeing long-haul fleet with  

the introduction of Premium Economy 

Class seats.

667 t 500 t 2,100 t 1,575 t 2018

• In cooperation with the LSG Group, 

Eurowings is replacing older catering 

trolleys with modern lightweight models.

975 t 975 t 3,073 t 3,073 t 2018

Measures taken by the Network Airlines and Eurowings to reduce  

fuel consumption and thus also CO
2
 emissions (selection)

Lufthansa

SWISS

Austrian Airlines

Eurowings

1 In tonnes p. a., total project

without chemical substances. This saves not only time, costs 

and resources, but it is also kind on the environment.

In addition, Lufthansa Technik has tested low-drag surfaces on 

aircraft fuselages for many years (see page 51, Balance 2018). 

What works there might also pay off if used in engines. Coating 

the low-pressure turbine vanes of CFM56 engines with these 

advanced surface structures (riblets) would significantly 

improve the aerodynamic characteristics of the low-pressure 

turbine – which, in turn, would reduce kerosene consumption.

4. Economic measures

With the agreement on climate protection (CORSIA – Carbon 

Offsetting and Reduction Scheme for International Aviation), 

which was adopted in October 2016 in the context of the  

International Civil Aviation Organization (ICAO), growth-related 

CO
2
 emissions in international civil aviation are to be compen-

sated from 2021 by CO
2
 savings achieved by climate protec-

tion projects. As a result, the Lufthansa Group will have to pay 

the corresponding CO
2
 compensation costs from 2021 for 

increases in CO
2
 emissions of included international flights  

within the aviation industry, should it not be possible to limit 

these CO
2
 emissions appropriately. In the EU emissions trading 

system for civil aviation, CO
2
 emissions have been steered and 

limited by trading certificates since 2012. The Lufthansa Group 

is covered by this system for all flights within Europe. In 2018, 

these flights emitted about 8.5 million tonnes of CO
2
, of which 

about 62 percent were compensated and neutralized by  

purchasing emissions certificates. Thus, the goal of CO
2
neutral 

growth has effectively been more than fulfilled within Europe.

Today, the Lufthansa Group already offers the majority of its 

customers the option of voluntary CO
2
 compensation. The latter 

is provided through renowned agencies that apply the highest 

standards in selection and implementation (see page 67, 

Balance 2016). In cooperation with the renowned Swiss climate 

protection foundation myclimate, customers can have the 

emissions related to their flights with Lufthansa and SWISS 

calculated online, and can offset them by making a donation in 

favor of selected climate protection projects. Austrian Airlines 
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PROJECT NAME:

So-called performance-based navigation technology 

(PBN) complements and increasingly replaces air 

navigation with ground radio stations. Modern 

avionics equipment and navigation sensors allow not 

only accurate navigation to any geographical point, 

but also more economic flight routes. Lufthansa  

has adapted this technology to support pilots by 

means of the Flight Management System (FMS) at 

airports with challenging approach procedures. 

Increased precision has a positive effect on fuel 

efficiency and also increases safety by lightening the 

pilots’ work load.

TOPIC AREA

Flight procedures. The spectrum of PBN projects 

ranges from flight route optimizations during 

departure and approach, tighter separations on 

transatlantic routes and during final approach,  

to new approach procedures that increase safety 

and fuel efficiency while decreasing costs. 

FOUR-PILLAR STRATEGY

The project “Development of Company-own 

ap proach es based on most modern area navigation” 

makes a contribution to the pillar “operative 

measures”.

PARTICIPATING EXPERTS

This project is carried out by experts from the area 

Navigation and Approach Procedures.

GOAL

Increasing flight safety and higher efficiency of 

approach procedures mean lower emissions and 

improved punctuality. 

DURATION OF MEASURE

Current projects, such as approach procedures  

in Nice, Tokyo Haneda and Tivat, are almost 

completed; other projects are pursued long-term.

PROJECT PROFILE

DEVELOPMENT OF COMPANY-OWN APPROACHES 

BASED ON MOST MODERN AREA NAVIGATION

cooperates with compensation partner Climate Austria in  

this area (see page 65, Balance 2017). In 2018, many customers 

of the Group airlines again took advantage of the opportunity 

to travel in a CO
2
-neutral way. Passengers of Lufthansa, SWISS 

and Austrian Airlines as well as customers of AirPlus compen-

sated a total of 6,539 tonnes of carbon dioxide in the reporting 

year. As a result, more than 127,404 euros were donated to  

climate protection projects. In the future, customers will be 

able to compensate CO
2
 emissions even more conveniently  

as the Group airlines are to integrate the option into their  

reservations masks.

Furthermore, all Lufthansa Group employees on business flights 

have flown CO
2
neutrally since January 1, 2019 (see page 26, 

Strategy and management). Likewise, corporate customers 

have had the option of flying CO
2
neutrally with the airlines of 

the Lufthansa Group since January 1, 2019. For this purpose, 

the Group has started a test run with selected customers in 

Germany, Austria and Switzerland who have a support contract 

within the PartnerPlus Progress Program. Through the latter, 

the program’s “Added Value Fund” is debited for 50 percent of 

the cost due for CO
2
 compensation for all flights customers 

take within Germany and the EU with Lufthansa Group airlines. 

The Lufthansa Group assumes the remaining 50 percent of the 

compensation cost. The participating companies can compen

sate longhaul flights on a voluntary basis. 
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ENERGY AND RESOURCE MANAGEMENT

It is part of the entrepreneurial DNA of the Lufthansa Group to 

keep air transport’s effects on the environment as environmen-

tally friendly as possible – not only in flight operations, but also 

in its activities on the ground. The Group’s corresponding  

guidelines and goals result from the strategic environmental 

program 2020, which was implemented in 2008 (see page 36, 

Balance 2015). Its 15 guidelines outline how the Lufthansa Group  

is to continuously optimize its energy and resource manage

ment, among other considerations, by 2020. This approach 

also takes into consideration energysaving and resource 

conserving aspects related to planning, modernizing and con

structing buildings.

Input for optimizing buildings with regard to energy consump

tion is above all provided by the results of energy audits in 

accordance with the EU Energy Efficiency Directive (EED). 

Accordingly, companies above a certain size are obliged to 

conduct energy audits at least once every four years (see page 

45, Balance 2017). To meet these requirements, energy audits 

will again take place at the end of 2019 at the Lufthansa Group; 

the Company has already started these audits.

Furthermore, the Group again evaluated measures to increase 

energy efficiency during the reporting year. A Groupwide stan

dardized tracking tool is the basis for continuously monitoring 

cost savings realized by planned or implemented measures, 

such as further changes of lighting systems to LED.

To generate sustainable potentials for the sparing use of  

electricity and water, and to develop suitable solutions, are as 

important for the Lufthansa Group as its efforts to optimize 

waste management in catering. Within the new matrix organi

zation, the aviation group therefore continuously intensifies the 

cooperation of its subsidiaries in the area of energy manage

ment with the goal of generating synergies and deepening 

exchanges on bestpractice cases.

At its Frankfurt location, the Lufthansa Group and 14 other 

companies in the RhineMain region have participated since 

March 2017 in the Business Energy Efficiency Network of 

energy provider Mainova and the Frankfurt Chamber of Com

merce. The goal of the initiative is to conserve 17,500 mega

watt hours of electricity per year and 5,000 tonnes of CO
2
  

(without transport) on the ground during its threeyear 

duration.

For energyintensive service companies Lufthansa Technik and 

LSG Group, the topic of energy management has a particularly 

high significance. Therefore, these companies use their own 

concepts and systems that are geared to their particularities 

and business activities.

For example, Lufthansa Technik operates a certified environ

mental management system (see page 53). A proprietary  

building standard with companywide application helps the 

leading provider of MRO services (Maintenance, Repair & 

Overhaul) to increase the energy efficiency of its locations 

worldwide. Moreover, the Lufthansa Technik Group has launched 

a carbonsave program that was concluded successfully in 

2018. Its goal was to lower the company’s CO
2
 emissions by  

30 percent by 2018 when compared with those of 2012.  

To realize further savings, at the end of the carbonsave pro

gram the company defined new goals to be reached by 2025. 

They include the objective to increase resource efficiency by 

25 percent and the recycling ratio by 75 percent.

In recent years, the LSG Group has launched numerous pro

grams aimed at conserving energy and water, and continued 

these during the reporting year. They included the replacement 

of dishwashers at locations in Brazil and Mexico. The company 

also introduced monitoring technology to measure the energy, 

water and detergent consumption of existing dishwashers. 

Since 2018, the LSG Group has recycled PET items at its  

German locations. 

The catering specialist checks the key performance indicators 

(KPI) concerning energy consumption and waste quantities 

every year, and defined new KPIs per region for the period 2017 

to 2020 (see page 46, Balance 2017). It also works with its own 

environmental management system that closely follows the 

ISO 14001 standard.

During the reporting year, Lufthansa Cargo purchased 49 

modern, energyefficient chargers for forklift batteries in 

Frankfurt; the use of its 80 forklifts is indispensable for loading 

freight pallets. At 1.5 charging cycles per day and charger, this 
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corresponds to an annual conservation of about 235,000 kilo-

watt hours. This is due to the new chargers’ effectiveness of  

97 percent, among other factors. 

In addition, the freight specialist achieved a significant reduc-

tion in the consumption of mono batteries in 2018, which con-

tain numerous poisonous pollutants. While Lufthansa Cargo 

has used high-performance accumulators as an energy supply 

for its own cooling containers for many years – to cool highly 

sensitive pharmaceutical products, for example – environmen-

tally harmful mono batteries were still used as energy supply 

for the control element in some types of containers used by 

customers. Thanks to a suggestion from an employee, their use 

has been significantly reduced since the reporting year thanks 

to a special charger (Interim Power Supply, IPS). Lufthansa 

Cargo was thus able to reduce the number of batteries used at 

the Frankfurt location from 45,000 in 2015 to 24,000 in the 

reporting year. Given these positive results, the use of IPSs is 

being evaluated at all cargo stations worldwide.

Waste and recycling management  

on board

Permanently reducing waste quantities on board or increasing 

its recycling ratio are important considerations for the  

Lufthansa Group’s waste management.

However, there are limits to separating and recycling materials 

from different types of waste on board – for instance, waste 

from meal services. To exclude any health risk, the transport 

and disposal of such waste is regulated by the strict EU  

regulation EG 1774/2002. Accordingly, food leftovers and foils, 

packaging and transport packaging as well as beverage  

cartons or food cans that arrive by air in EU countries have to 

be consistently burned, deposited at special disposal sites  

or disinfected. 

Beyond these legal requirements, the initiative “Flygreener” 

contributes Group-wide to reducing waste volumes continu-

ously and to make the processes on board more sustainable.  

In recent years, the aviation group has implemented numerous 

measures on this basis. These ensure, for example, that correct 

stowage on board helps reduce waste and makes recycling 

possible in the first place.

At Flygreener, flight attendants act as “Ambassadors on Board”, 

support crews with their knowhow and raise their environmen

tal awareness (see page 55, Balance 2018). Additional support 

in this area comes from regular Flygreener product stands at 

different locations as well as guided tours in LSG facilities. 

Moreover, numerous measures were implemented to further 

optimize the loading of beverage trolleys. At Austrian Airlines 

this means weight reductions on specific flights of 10.3 kilos 

per trolley, to name but one example.

As the aviation group attempts to find a sensible equilibrium 

between unavoidable waste volumes, striving for weight  

reductions, fulfilling hygienerelated regulations and a perfect 

customer experience, the initiative follows a multifunctional 

approach. Flygreener therefore involves cabin and product 

management as well as the LSG Group and airports. Further

more, a project group was set up in 2018, preparing the 

development of a specialized recycling trolley to establish 

alternative options for the disposal of liquids.

Reduction of disposable  

plastic packaging on board

The Lufthansa Group continuously aims at improving sustain

ability on board. For this purpose, product management and 

operations efficiency experts continually analyze all products 

and processes. The Group pursues a demandoriented 

approach in doing so and already has successfully implement ed 

numerous measures. It is not only a concern for the Company 

to replace disposable plastic products with environmentally 

friendly alternatives in catering whenever possible, it is also a 

goal to avoid taking superfluous catering items on board in the 

first place (see page 100, interview with Annette Mann). 

Since January 2019, Austrian Airlines has its crew members in 

the Flygreener team to thank for a futureoriented project 

through which plastic cups used by passengers have been 

used to produce synthetic crude oil. Cups are collected sepa

rately from disposable waste and are subsequently cleaned 
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and shredded by a waste management company. The plastic 

waste is subsequently used in a pilot plant operated by oil and 

gas company OMV to produce synthetic crude oil, which is 

then processed into fuel and primary products for the plastics 

industry. Up to 100 tonnes of disposable waste annually  

can be avoided in this way.

Since May 2019, Eurowings has offered its passengers on 

short- and medium-haul flights the option of reducing plastic 

waste and supporting the construction of wells when buying 

still water. The background is the introduction of the first  

fullyrecycled PET water bottle marketed by the “Share” brand, 

which will help the airline conserve an estimated three tonnes 

of newlyproduced plastic per year. For each bottle of water 

sold, the Berlinbased social startup provides one person in 

distress with an equivalent product. Additionally, the water 

sold on Eurowings flights is expected to allow Share and its 

social partners to construct or repair at least three wells.  

Between February and April 2018, Eurowings passengers also 

had the option of bringing their own cups aboard, receiving  

a 20percent discount on hot beverages in exchange.

Electromobility: Project Airport eMove 

successfully concluded

Fuelefficient and quiet aircraft are the central, but not the only 

regulating options that can be applied to make air transport 

more environmentally compatible. On the ground, there are 

also numerous opportunities, in particular in ground handling 

processes as well as taxiing and towing processes of aircraft. 

At Frankfurt Airport, the Lufthansa Group places an emphasis 

on advancing projects aimed at reducing the consumption of 

gasoline or diesel by ground vehicles. This includes the initia

tive EPORT AN. Its goal is to switch individual vehicle types 

stepbystep to electric propulsion technologies (see page  

55 ff., Balance 2018).  

Austrian Airlines flight attendants Astrid Harrer (left) and Angelika Hönigmann of the Flygreener team collect plastic cups for the OMV ReOil® pilot project. 
100 kilos of plastic will be turned into 100 liters of synthetic crude oil.
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Part of the Lufthansa Group’s consortium project eMove was 

the development of the world’s first electrically powered  

tug for wide-body aircraft, which has been in operation  

at Lufthansa LEOS since 2016. The “eTug” helps avoid up to 

75 percent of emissions in comparison with conventional,  

diesel-powered aircraft tugs. In June 2018, the subsidiary com-

pany of Lufthansa Technik put a second vehicle of this type 

into service. Compared with the first “eTug” it features numer-

ous optimizations. The LSG Group developed the fully-electri-

fied catering lift truck “LSG eLift” in close cooperation with 

external partners in the context of E-PORT AN (see page 55 f., 

Balance 2018).

After the conclusion of Airport eMove, the Lufthansa Group 

continues its commitment to sustainable aircraft handling at 

the Frankfurt hub. Thus, since 2018 and in cooperation with  

Fraport AG, the Company has been testing the first remote- 

controlled aircraft tug. Lufthansa provides aircraft to be pushed 

back from parking positions and to be towed to runways by 

this electrically-powered tug.

 

In 2019, Lufthansa Cargo is planning to replace a diesel- 

powered forklift with a weight-bearing capacity of 12 tonnes 

with a modern 15-tonne electric forklift. The background is  

that most of the aircraft engines that the cargo specialist 

transports are getting ever larger. Additionally, significant 

quantities of diesel fuel can be conserved.

To underscore its commitment to sustainability, the aviation 

group intends to realize CO
2
-neutral ground operations in  

its home markets (Germany, Austria and Switzerland) by 2030. 

This is to be achieved by switching vehicles to electric and 

other emissions-free propulsion systems, using 100 percent 

electricity from renewable sources at the earliest possible time 

and using this eco-electricity as power supply for all buildings 

of the Lufthansa Group, if possible. To give this venture the 

necessary thrust, the Group’s Executive Board decided to  

establish a dedicated project management.

In its home markets – Germany, Austria 

and Switzerland – the Lufthansa Group 

is to switch its vehicles to CO
2
-neutral 

mode by 2030.

In the context of E-PORT AN, the LSG Group cooperated closely with external partners in the development of the fully electrified catering lift truck “eLift”.
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ACTIVE NOISE ABATEMENT

Operating aircraft causes noise, especially during takeoffs  

and landings. As a result, it is chiefly people living in areas  

surrounding airports who are affected by aircraft noise. At  

higher altitudes, such as during cruising flight, aircraft noise is  

without consequence. The noiserelated effects of the  

Lufthansa Group’s aircraft operations primarily affect hub  

locations and airports with high flight frequencies.

The Lufthansa Group supports numerous longterm activities 

and measures designed to decrease aircraft noise perceptibly. 

The main goals are to lower noise sustainably at the source  

and to develop optimized flying procedures in cooperation with 

system partners. In addition, noise protection efforts also  

have an economic element. Noiserelated airport fees are lower 

for quieter aircraft, while they are higher for louder aircraft.  

For this reason, modern fleets and noiseabatement measures 

pay off directly. 

Therefore, the Lufthansa Group has been working with deter

mination on operating the quietest aircraft possible and on 

making its existing fleet even quieter. These efforts have been 

successful: in 2018, 99.6 percent – and thus almost the  

entire operative Group fleet – fulfilled or exceeded the strict 

minus10decibel criterium of the ICAO Chapter 4 standard 

(see overview page 130). The aircraft noise experts from  

the Group’s different departments are closely connected within 

a network. In addition, they are active in aircraft noise com

missions, dialogue forums and research projects, which in 

some cases they initiated and have coordinated. For example, 

this includes participation in test projects under the umbrella 

of SESAR (Single European Sky ATM Research, see page 60 f.).

The Lufthansa Group’s commitment to active noise abatement 

comprises five dimensions (see graphic below). In addition to 

this issue of Balance, the Lufthansa Group also published this 

approach in its Annual Report 2018 as part of the combined 

nonfinancial report (see info box page 29).

Active noise abatement 

1.  Investments  

in quieter aircraft

2. Noise-reducing technolo- 

     gies for the existing fleet

3.  Participation in noise 

research

4.  Optimization of approach 

and departure procedures

5.  Dialogue with residents 

near airports and other 

stakeholders

Introduction of the latest 

aircraft such as the  

Airbus A320neo and  

Airbus A350-900

Retirement of older models

Retrofitting of noise- 

reduc ing vortex generators  

to the existing fleet

Continuous collaboration  

and exchange with partners 

from research and industry 

 

Development and analysis  

of new noise-reduction 

measures

Cooperation with system 

partners

Development and testing  

of new methods

Use of new navigation 

technology

Continuous exchanges with 

residents as in the Airport 

and Region Forum

Active participation in 

aircraft noise commissions
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1. Investments in quieter aircraft

The most effective lever for reducing aircraft noise is fleet 

modernization. In this area, the Lufthansa Group cooperates 

closely with aircraft manufacturers and actively influences  

the shaping of specifications and the technical status of new 

aircraft. In 2018, the aviation group put 29 new aircraft into 

service, including six further Airbus A320neos, six Airbus 

A350900s and 13 Bombardier C Series aircraft, all of which 

are equipped with modern engines (see page 42,  

Fleet management).

2. Noise-reducing technologies for the existing fleet

In addition to modernization measures, retrofitting the existing 

fleet can also produce measurable reductions of aircraft noise. 

At the beginning of 2014, Lufthansa was the first airline  

worldwide to start operations with an Airbus A320 equipped 

with noisereducing vortex generators, thus setting an industry 

standard (see page 49, Balance 2017). Aircraft with vortex 

generators are up to 4 decibels quieter during the approach 

phase. In the meantime, the Group has retrofitted all aircraft  

of the A320 family operated by Lufthansa and SWISS with 

these vortex generators.

At Austrian Airlines, all aircraft of the A320 family already in the 

fleet at the beginning of the reporting year had been equipped 

with this technical improvement by the beginning of 2019.  

A retrofit has been planned for all aircraft added to the fleet  

in 2018. The modification is carried out in the framework of 

routine technical maintenance cycles. Likewise, the largest part 

of the Eurowings A320 fleet has already been equipped with 

the noisereducing vortex generators. All A320 aircraft of  

the Eurowings Group, which are not yet equipped with vortex 

generators – including aircraft taken over from the former 

Air Berlin – are being retrofitted systematically.

Retrofitting aircraft with vortex generators is another example 

that shows how economy and ecology go hand in hand for 

many measures. With this project, the Lufthansa Group makes 

progress in active noise abatement and in particular lessens 

the noise burden on people close to airports. On the other 

hand, there is a positive economic effect as noiserelated fees 

at Frankfurt Airport are reduced in the context of calculating 

noise charges for aircraft equipped with vortex generators 

compared with charges for comparable aircraft without these 

parts, for example. In an environment with intensified competi

tion, the economic efficiency of such measures will gain 

increasing importance.

Noise contours compared
A350-900 vs. A340-300 / 600

Runway

Source: Airbus, information as of: 11 / 2016

Compared to previous models, the Airbus A350900 

shows a 40–50 percent lower noise contour. The 85 

dB(A) maximum noise level contours are shown for a 

takeoff with Lufthansa standard takeoff procedures 

and maximum takeoff weight (MTOW).  

By comparison, a maximum noise level of 85 dB(A)  

is produced by a truck passing at a distance of five 

meters (16 feet) in city traffic.
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3. Participation in noise research

For many years, the Lufthansa Group has been committed to 

noise research via projects such as MODAL (Models and Data 

for the Development of Active Noise Abatement Measures in 

Aviation, 2012 –2015), thus helping to create the foundations 

for successful active noise protection.

In 2017, the project “EffFlug” (Efficiency increases in flight op er

ations) was added. Its goal is to analyze efficiency measures 

more precisely with regard to their noise reduction potential 

compared with previous solutions. To this end, the existing 

evaluation methods are to be expanded and deepened. Digital

ization makes it possible to analyze flight operations data even 

more intensively and to link them with intelligent analytic tools. 

The prerequisite for the participation in “EffFlug” is a high 

de gree of expert knowledge and cockpit experience. In this 

project, the Lufthansa Group closely cooperates with the  

German Aerospace Center (DLR), Fraport AG and Flughafen 

München GmbH.

Beyond that, the DLR – with support from Lufthansa Technik 

and other partners – is conducting research into options for 

optimizing existing fleets. The DLR expects audible improve

ments from fairings on landing gears and innovative exhaust 

nozzles on engines in particular. The development, certification 

and testing of such noiseabatement measures require several 

years of preparations.

Continuous research and development work, especially  

by manufacturers, produce new generations of quieter aircraft 

and engines as well as desired optimizations on the aircraft in 

existing fleets. Therefore, it is of great importance for the  

Lufthansa Group to help shape this steady cycle of intensive 

research as well as new technologies and products in order to 

achieve further efficiency improvements in aircraft and engines.

4. Optimization of approach and departure procedures

Optimizing flight procedures and flight routings also contributes 

to noise reductions. The Lufthansa Group is active in this area 

in numerous ways by cooperating with international partners 

such as EUROCONTROL. In the framework of the project 

EMAS 1 (Early Morning Arrival Stream) Frankfurt, the time during 

which approaching aircraft are in the airport’s close range could 

be reduced by up to 20 percent. This project is supported and 

cofunded by the Environment and Neighborhood House (UNH) 

in Kelsterbach as a part of the Airport and Region Forum (FFR).

In July 2017, Deutsche Flugsicherung (DFS, air traffic control), 

Lufthansa and Fraport successfully tested and implemented 

new navigation technology on the socalled southern circum

navigation in Frankfurt in the context of SESAR. The newly used 

RadiustoFix (RF) functionality allows flying highlyprecise  

circularpath segments with fixed radius and fixed origin at a 

quality level that so far is unique in Germany. For people living 

in the region, this is likely to produce correspondingly positive 

effects on noise burdens. Operations will be accompanied  

by comprehensive monitoring in cooperation between DFS and 

the Environment and Neighborhood House.

5. Dialogue with residents near airports  

and other stakeholders

Since 2001, the Lufthansa Group has actively and continuously 

participated in measurement packages aimed at noise  

abatement in the framework of dialogue forums, in Frankfurt 

and Vienna among other locations.

One example is the “Alliance for Noise Abatement” in Frankfurt, 

in which the state government of Hesse, Fraport AG,  

Deutsche Lufthansa AG, the Airport and Region Forum (FFR), 

Deutsche Flugsicherung (DFS) and the aviation association 

BARIG participate. Moreover, the Lufthansa Group also works 

actively in some of the German aircraft noise commissions  

stipulated by Germany’s Civil Aviation Act.

In January 2018, the FFR presented 17 additional measures  

to reduce the noise burden in the areas surrounding Frankfurt 

Airport or to enable an improved political and legal framework 

for the expedited implementation of measures. Those involved 

took the first steps in this context in 2017. The new package  

of measures “Active Noise Abatement” builds on the 12 noise 

protection measures that were implemented in the past in 

standard operations, and also opens up new perspectives, such 

as the precision navigation system.

Simultaneously, Hesse’s Ministry for Economic Affairs and 

Transport, the Frankfurt Aircraft Noise Commission, Lufthansa, 

Condor, BARIG, Fraport and the FFR agreed on a voluntary 

upper noise limit at Frankfurt Airport. This agreement gives the 

airlines an additional incentive for flying even more quietly: 

doing so is the only way to increase the number of their aircraft 

movements. The Lufthansa Group welcomes such a reliable, 

clear and longterm regulatory framework that creates  

investment and planning security for future growth and fleet 

decisions. In May 2016, the state of Hesse and the aviation 

industry had already sealed the voluntary introduction of noise 

breaks in an “Alliance for Noise Breaks” (see page 60, Balance 

2016, and page 55, Balance 2015).
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THE ABILITY TO TRANSFORM

Changing market conditions and megatrends such as digital-

ization demand continuous adaptation and further develop-

ment of companies and their employees. To achieve this goal, 

employees have to acquire corresponding competencies on  

a continuous basis and be willing to take on new challenges 

again and again.

The goal is to establish a process that allows the 

Lufthansa Group’s administrative employees in particular to 

analyze their abilities and compare them with current and 

future requirements on their tasks.

The Lufthansa Group’s managers play an important role in  

this process of transformation as values, standards and  

convictions are formed by role models, who provide orientation 

in times of cultural change. The Lufthansa Group CAMPUS, 

which is open to all Group employees, therefore also supports 

managers and top management with qualification options and 

accompanies team development processes and organizational 

change. This internal learning platform helps complement 

existing continuing education offers and close possible  

knowledge gaps by means of innovative formats.

The responsibility for cultural aspects of transformation lies 

with a separate “process domain owner” (see page 67, Balance 

2018), who reports directly to the Executive Board’s Chief 

Officer Corporate Human Resources and Legal Affairs and 

heads a department with several staff members responsible  

for processes.

Working world of the future

Innovations and digital trends are changing both private and 

professional environments. Mobile and flexible work has 

become a fundamental building block and continues to gain 

importance. Digital change in particular opens up entirely new 

options for companies and their employees to collaborate in 

even more efficient ways (see interview, page 75).

For this reason, in the reporting year the Lufthansa Group 

began to roll out Microsoft Office 365 in the administrative 

areas under intensive employee participation. This software 

allows transparent and efficient ways of collaborating in  

networks and teams, and thus promotes the exchange of ideas 

across departmental boundaries. This creates not only trans

parency, but it also contributes to making the Lufthansa Group 

more nimble as a whole. This change, which benefits about 

45,000 employees and supports the current transformation 

process within the Lufthansa Group toward a modern corporate 

and collaborate culture, is to be completed in 2019. It is  

accompanied by rolling out new mobile work equipment.  

The new software is also a gain for operational employees who 

work on computers at least some of the time.

“open mind” represents the new culture of lifelong learning. This is the 
umbrella for all topics concerning learning and acquiring new qualifica 
tions within the Lufthansa Group.
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YOU HEAD THE LUFTHANSA GROUP’S DEPARTMENT “FUTURE 

DIGITAL WORKPLACE”. WHAT DOES THIS ENTAIL?

We benefit from numerous digital offers today that simplify 

everyday life. Social platforms such as Facebook and WhatsApp 

connect people like never before. This global trend also in-

cludes companies. At the same time, our employees’ expecta-

tions concerning their work situation are rising. The depart-

ment “Future Digital Workplace” is the link between the private 

forms of experiencing digitalization and their translation into 

meaningful support at the workplace – today and in the future.

WHAT IS THE IMPORTANCE OF DIGITAL CHANGE FOR 

TOMORROW’S WORK ENVIRONMENT?

Digital change has a very high level of importance for our work 

environment because digitalization, automatization and artificial 

intelligence provide entirely new technological options. Our 

task is to recognize digital trends early on and to transform 

them into user-friendly work environments for our employees. 

Doing so means we support efficient ways of working in a 

“Leading Digital Aviation Group”.

WHAT WILL THE FUTURE DIGITAL WORKPLACE BE LIKE?

In the future, employees will remain irreplaceable because of 

their creativity and competence in finding solutions. For the 

benefit of the Lufthansa Group we continuously assess what 

digital change means for our tasks and working methods as 

well as for the individual abilities and skills of each employee.

Working in networks is gaining more and more importance 

in the future working environment. Employees and their knowl-

edge are at the center of collaboration. They will be continu-

ously supported with appropriate tools, working methods and 

ways of using these effectively in order to experience the 

digital workplace actively for themselves.

WHICH INITIATIVES HAVE ALREADY BEEN LAUNCHED 

TO ACCOMPANY EMPLOYEES DURING THIS 

DIGITAL TRANSFORMATION?

At the moment we are in the process of introducing new 

technologies that will shape the future of digital collaboration 

within the Group. An example is the new software Office 365. 

This is a large project and we accompany and coach our em-

ployees throughout all transition phases. In addition, we offer 

new formats, such as “cloud-based collaboration”. Or we 

provide methodical support, for example for design thinking; a 

method that helps develop customer-oriented innovations, 

products and services.

In addition, our monthly virtual conferences focusing on the 

“digital journey” create an active community, which delves into 

the digital world by exchanging tips and tricks, and makes it 

evolve in accordance with the users’ needs. This is also a form 

of cultural change and one that is fun as well.

Four questions for

DR. ANJA DREẞLER 

Senior Director Future Digital Workplace, Lufthansa Group
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For the Lufthansa Group, diversity and equal opportunities are 

central elements of the Company’s strategic alignment. They 

are indispensable in positioning the Group as an attractive 

employer in a global and intergenerational setting – today and 

in the future. Diversity in all its dimensions is also a fundamental 

prerequisite for being able to innovate and change, and to 

secure a leading competitive position over the long term.

Against this background, the hallmark of the Lufthansa Group’s 

corporate culture is pronounced diversity, which makes the 

Company more open for different values, attitudes and life 

situations at the same time. For the aviation group, diversity is 

a decisive foundation of its modern service philosophy and 

customer centricity. In addition, diversity helps to minimize 

risks, as in mixed teams different points of view are contributed 

to development and decision-making processes.

Impressive proof of applied diversity are the 176 nationalities 

who are represented worldwide throughout all age levels 

among managers and employees across the Group. They 

contribute an enormous variety of points of view and compe-

tencies to the Company. Among other advantages, this  

perspective results in a differentiated understanding of needs, 

which, in turn, makes a significant contribution to customer- 

centric development of products and services. This is especially 

important against the background of the Lufthansa Group with 

its different business segments offering a broad spectrum of 

products and serving correspondingly varied customer groups.

Organizational anchoring

The Lufthansa Group pursues a comprehensive management 

approach, which understands diversity in the sense of variety 

with regard to gender, demography and internationality,  

creativity and mixing of perspectives.

Regular reports, such as on gender distribution, are used to 

evaluate the effectiveness of the management approach and 

related measures. Moreover, exchanges within networks or 

with other DAX-30 companies allow a comparison of develop-

ments against external benchmarks. Exchanges additionally 

provide insights on how effective certain measures are.

For more than 20 years, the Group has had an officer responsi-

ble for equal opportunities, whose task and role is the strategic 

further development of this topic within the Group. In 2016, 

the Lufthansa Group launched a project for promoting women 

in managerial positions, which has since been used to initiate 

and implement measures aimed at increasing the share of 

women in supervisory positions (see page 66, Balance 2017). 

DIVERSITY AND EQUAL OPPORTUNITIES
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EMPLOYEES IN THE 

LUFTHANSA GROUP

KEY DATA 2018 1

EMPLOYEES Group total

135,534

45.9 %

32.5 %
SHARE OF WOMEN with staff responsibility

15.9 %
SHARE OF WOMEN in management positions

6.2 %
SHARE OF WOMEN in the cockpit

1,087

150,000

APPRENTICES

JOB APPLICATIONS

FEMALE EMPLOYEES Group total

1 as of December 31, 2018

Goals and central action areas

The Lufthansa Group pursues several goals with its diversity- 

oriented personnel policy. The Company wants to even better 

take advantage of the enormous potential of the diversity that 

already exists among its roughly 135,000 employees, while 

simultaneously even further increasing diversity in profiles, 

competencies and experience up to the management level.  

In addition to its explicit goal of strengthening and expanding 

its attractiveness as an employer, the aviation group aims at  

using diversity management to secure its competitiveness and 

future viability, increase its ability to innovate, facilitate access 

to potential employee groups on the global labor market and 

further boost its distinctive customer orientation.

The Lufthansa Group approaches the task of realizing diversity 

and equal opportunities in accordance with defined goals from 

several directions. For example, the Company wants to increase 

the share of women in management and improve the compati-

bility of work and family – two central goals in the area of 

gender diversity to ensure equality between men and women. 

Further items on the agenda are an even stronger international-

ization of staff and the inclusion of people with disabilities.

Gender diversity

Company-wide, the Lufthansa Group employs nearly as many 

men as women. In management positions too, women have 

long been well-established. Nevertheless, it is especially at the 

management level that their numbers should be increased. At 

the end of the reporting year, 15.9 percent (2017: 15.1 percent) 

of managers worldwide were women.

Ambitious goals were set against the background of imple-

menting the German Act on equal participation of men and 

women in executive positions in the public and private sectors. 

Beyond the legally required definition of target values for the 

share of women on the management board and the first two 

management levels, the Lufthansa Group companies adopted 

shared target values. Each company contributes to reaching 

these target values, while consideration is given to the respec-

tive external conditions. In 2016, the Lufthansa Group defined 

targets that are to be fulfilled by December 31, 2021. For 

Deutsche Lufthansa AG, the target value for the Executive 

Board was set at 30 percent, for the management levels below 

the Executive Board at 20 percent for management level 1 and 
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30 percent for management level 2. For the Lufthansa Group, 

the target value for management level 1 was set at 18 percent 

and for management level 2 at 24 percent. The Group also 

publishes all values and target quotas on its website.

The Lufthansa Group applies a broad portfolio of measures and 

activities to increase the share of women in management 

positions. For example, since 2015 a transparent job advertise-

ment process for management positions has been used and 

diversity criteria have been applied in filling vacancies. 

Moreover, a rotation policy ensures that the staff composition 

at the management level changes regularly and that enough 

open positions are available for qualified talents to rise to  

the executive level. 

For administrative employees the aviation group has introduced 

a Group-wide standardized potential and performance data 

collection process with subsequent conferences in order to 

create transparency and allow targeted rotation-related consul-

tations. The internal development and mentoring program 

“GoAhead” launched its fourth generation in 2018. It is address-

ed at women who supervise teams and aim at a man agement 

position. During the reporting year, two innovations were 

introduced: first, a transparent applica tion and selection  

process; and second, the program was offered twice and thus 

allowed twice as many female talents to participate. From 

2019, an additional new program is to be offered to female top 

coordinators who are on their way to their first team-leader 

positions. For many years, the Lufthansa Group has also support-

ed female junior employees with cross-industry mentoring  

and internal Female Network Events.

Within the Group, the concept of equal opportunities has been 

anchored in collective bargaining agreements for a long time. 

The principle of “same pay for same performance” was applied 

within the Lufthansa Group as long ago as the 1970s. 

Collective wage agreements that can be consulted by all 

employees and company-wide non-tariff remuneration systems 

are proof of this approach (see page 65, Balance 2018).

In 2018, increasing awareness for the issue of “unconscious 

bias” was again an important building block in internal commu-

nications. With the goal of identifying and reducing uncon-

scious thinking patterns, all managers watch a short video 

before making personnel decisions. In this way, personnel 

selection is to be as objective as possible. This measure was 

Currently, 15 percent of future pilots in training at the Lufthansa Group are female.  
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devel oped in cooperation with the initiative “Chefsache”  

(“A Matter for the Boss”).

At the international level too, the Lufthansa Group supports  

the economic strength ening of women from all countries and 

strata of society. To this end, personnel manager Martina 

Niemann participated as Germany’s representative in the 

international Business Women Leaders’ Taskforce (BWLTF)  

in December 2018 at the G20 Summit in Buenos Aires.  

The BWLTF, which was founded in 2017, unites managers and 

supervisors who support promoting women in business.

Another central Human Resource goal at the Lufthansa Group 

is to inspire more women to pursue careers in the cockpit. 

Today, 15 percent of future pilots in training are female. 

Lufthansa Aviation Training actively recruits additional female 

applicants. During the reporting year, the employment of 

female pilots at the Lufthansa Group passed its 30th anniver-

sary. In 2018, their share among cockpit crews reached  

6.2 percent (2017: 6.1 percent).

LGBTI network “Diversifly – we colour the air” launched

The Lufthansa Group’s goal is to promote a work environment 

in which all employees are able to develop their talents inde-

pendently of their sexual orientation or identity and without 

fear. During the reporting year, the long-established informal 

LGBTI network was given a formal framework (LGBTI = lesbian, 

gay, bisexual, transgender and intersexual). Since then it has 

operated under the name “Diversifly – we colour the air”. To 

underscore the importance that is placed on a liberalminded 

and esteembased corporate culture, the LGBTI network’s first 

official event was supported in 2018.

 

“Diversifly” acts not only as contact and mediator in cases of 

discrimination and conflicts, it also drives the development  

and implementation of measures and guidelines that prevent 

discrimination. Furthermore, the network has taken up the 

cause of the internal and external exchange of experiences, 

and it is also available as a sparring partner in the development 

of new business ideas and projects focused on the LGBTI 

target group. Additionally, the Lufthansa Group has advertised 

all vacancies by including the third gender since 2019.

As an expression of its responsibility for enforcing the human 

rights of LGBTI employees, the Lufthansa Group also supports 

the UN Global LGBTI Standards of Conduct for Business. 

↗ www.unfe.org/standards  

International Business Women Leaders’ Taskforce (BWLTF). Lufthansa HR manager Martina Niemann is Germany’s BWLTF representative.
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Varied activities

The individual companies of the Lufthansa Group also  

pursue the goal of gender diversity and equal opportunities 

with vigor. For this purpose, they again successfully completed 

numerous programs during the reporting year. For example, 

Lufthansa Cargo ran the program “cargo.ahead” to specifically 

gain highly qualified employees from outside the aviation 

industry with an international career background for the  

company. In addition, with “GROW!” and “female talent  

program”, two internal continuing education programs were 

launched for female junior staff members. Ambitious female 

employees were also the focus of the “LSG Group Female 

Leadership Program”, which prepares participants for future 

management roles. 

Eurowings gave the starting signal in 2018 for the first two 

rounds of a cross-mentoring program for women who envisage 

a leadership position – in cooperation with the Cologne-based 

alliance MIT FRAUEN IN FÜHRUNG (In the lead with women), 

of which Eurowings has been a member. And SWISS con-

ducted two scientific studies in cooperation with the School  

of Management and Law at the International Management 

Institute (ZHAW). These aimed at developing measures and 

concepts for optimizing both corporate responsibility and 

diversity management at SWISS in consideration of  

the aspects of gender and age. 

Work-life integration

Traditional family and work models are undergoing change.  

The Lufthansa Group supports its employees and managers by 

offering flexible worktime models, which accommodate this 

development and the related varying needs in different life 

phases, for example with parttime and homeoffice options. 

For example, there are more than 100 different parttime 

models for cabin staff at Lufthansa alone. This allows not only 

a better equilibrium between professional and private demands, 

it also promotes employees’ motivation and health. The Group 

provides detailed information about the concrete options 

available on the intranet and in the context of various events. 

Numerous communication measures have contributed to in     

creasing the transparency of offers and strengthening demand.

Furthermore, there are the options of filling managerial positions 

in tandem (shared leadership) or taking limited time off work 

(sabbaticals). To ease the reentry into working life after paren

tal leave, the Lufthansa Group has set up specific coaching. 

The central element is a “business plan” that is jointly worked 

out by employee and supervisor before the beginning of 

parental leave. It defines central aspects, such as the leave’s 

duration, who assumes which tasks in the interim, how contact 

is maintained and how the employee remains informed with 

regard to work content, and whether the employee returns on  

a fulltime or parttime basis.

In Frankfurt, Lufthansa Group employees together with their 

children have the use of three parentchild offices when there 

are difficulties with child care; in Hamburg one such office  

is available. Offers such as the summer school vacation  

care program “Luftikusse” in Frankfurt and Munich, “pme 

Familienservice” at all German locations or the network  

“Väter gGmbH” (“Fathers, Inc.”) were continued during 2018 

(see page 86 ff., Balance 2016).

The topic of compatibility of work and caring for family mem

bers also plays an important role. In 2015, the Lufthansa Group 

signed the “Charter for care” in the state of Hesse. In accor

dance with the charter, the Group offers two regular care 

consultation hours in Frankfurt – a service that employees in 

Hamburg and Munich have also been able to use since 2018.

Programs aimed at making professional and private lives more 

compatible are also offered by the companies of the aviation 

group. Lufthansa Technik set up an “Innovation Classroom” in 

2018. This sevenweek personality coaching served to improve 

stress resistance, for example. In 2019, Eurowings is coordi

nating two dialogue events in cooperation with Colognebased 

alliance MIT FRAUEN IN FÜHRUNG, including one on 

“Leadership in parttime”.

Internationality

Given its diverse business segments with international  

locations and global business links, a broad range of cultural 

and linguistic diversity exists within the Lufthansa Group. The 

goal is to further strengthen this diversity, as it supports the 

Company’s business strategy with regard to future develop

ments. Therefore, the aim is an even higher degree of diversity 

among its employees. To advance the internationalization of its  

employees consistently, the Group launches new measures 
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step-by-step, such as the development of a Group-wide 

transfer guideline or even more internationality in the context 

of trainee and internship programs. 

Outside of Germany, the Lufthansa Group specifically hires 

local employees and supports them adequately in order to 

enable the sharing of know-how between regions and business 

segments by means of selective transfers on the one hand, and 

to promote employees’ individual development and the creation 

of intercultural competencies on the other.

Inclusion

For the Lufthansa Group, employment and inclusion of people 

with disabilities is not only a legal obligation, it also fulfills a 

social responsibility and is thus an important goal of personnel 

policy. The Group is committed to promoting people with 

disabilities professionally and treating them fairly and caringly. 

Measures designed to include people with disabilities are 

discussed and advanced in regular dialogue events involving 

top management, HR management and representatives of the 

severely disabled.

At the end of 2018, the employment rate for people with 

severe disabilities at the Lufthansa Group in Germany stood at 

4.3 percent (2017: 4.3 percent). While some Group companies, 

such as LSG Sky Chefs, reach employment rates of up to 

20 percent and thus overfulfill the legally defined minimum 

quota of 5 percent, the employment share of disabled people 

at the passenger airlines is significantly lower, in part due to 

legal requirements. Therefore, the Lufthansa Group also takes 

advantage of other ways of supporting people with disabilities, 

such as placing orders with Werkstätten für Behinderte  

Rhein-Main (see page 95). Further social projects within the 

Group companies include cooperation with the National 

Paralympic Committee Germany (DBS).
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The Lufthansa Group’s success depends greatly on the ideas, 

enthusiasm and commitment of its employees. Therefore,  

the aviation company attaches the greatest importance to 

providing its employees with an attractive work environment 

and appropriate salaries. In this context, the goal is always  

to find an equilibrium between the Company’s economic 

interests and the employees’ expectations. By developing 

appropriate standards in personnel policy, the Lufthansa Group 

positions itself as an employer acting with integrity and in 

responsible ways. Its successful personnel policy is character-

ized group-wide by a proactive approach in a business  

environment increasingly shaped by digitalization, flexibility 

and agile structures as well as the tightening of existing and 

the increase of new statutory regulations. Taking into account 

the dynamic development of social, political and legal  

frameworks while integrating social requirements is indis  

pens able in this context. The goal is to ensure sustainable,  

futureoriented work structures and tailormade resource 

management at the Lufthansa Group.

Partnership in collective agreements

It is triedandtested Company policy to settle clashes of 

interests between Company management and the bodies 

representing employees in a transparent manner. A fair  

approach to coexistence in all areas creates the balance 

needed to advance the Lufthansa Group’s position in  

the market. The Lufthansa Group employs its staff under 

conditions that guarantee them social and material security.  

In Germany, almost all Group companies are party to  

collective wage agreements (nearly 100 percent). These are 

established on the basis of collective agreements that the 

Company negotiates with its union partners Vereinte 

Dienstleistungs gewerkschaft (ver.di), Vereinigung Cockpit 

(VC), and Unabhängige Flugbegleiter Organisation e. V. (UFO).

The Lufthansa Group’s goal is to conclude longterm and 

economically viable agreements with its union partners (see 

Annual Report 2018, page 23). This allows sustainable success, 

the ability to plan, and security, for the Company and its 

employees alike. The guidelines for this joint effort are flexibility 

and the ability to react with sensitivity.

Active pay and social policy  

in Germany and abroad

Internationalization and globalization offer a broad range  

of opportunities for the Group’s business and personnel  

processes. As a company with international operations, the 

Lufthansa Group’s pay and social policies are guided by  

conditions in the various countries. The focus is on the long

term definition of the conditions of employment, which  

depend on the needs of the employees, operational require

ments, and the local labor market – with the inclusion of 

compensation rules, working conditions, and pension schemes. 

The Lufthansa Group defines these agreements in cooperation 

with internal labor committees and employee representatives. 

The Company is a party to collective wage bargaining  

with employees in about 25 countries. In all countries where 

Lufthansa acts unilaterally, the Company uses benchmarks and 

macroeconomic data such as inflation figures to review salaries 

usually once a year on the basis of market and competitiveness 

criteria. In countries with very high rates of inflation, this 

assessment, which usually leads to pay increases, is performed 

more often, in accordance with circumstances. In this way  

the Lufthansa Group offers continual review and adjustment of 

working conditions for its locally employed staff. As a signatory 

to the UN Global Compact and supporter of the UN’s 

Sustainable Development Goals, the Lufthansa Group has 

documented its support for freedom of association and the 

right to collective bargaining for all of its employees worldwide 

in its Code of Conduct (see info box page 32). Employees in 

any country where Lufthansa companies are active are free to 

EMPLOYMENT POLICY 
BASED ON PARTNERSHIP 
↗ GRI 10241

page 82 / Employees & society



lawfully organize themselves and become involved in defining 

their working conditions. For the reporting year 2018, it is 

assumed that no business activity within the Lufthansa Group 

jeopardized the free exercise of employees’ rights concerning 

their freedom of association and right to collective bargaining.

Employee survey “involve me!”

Regular employee surveys are an important instrument for  

the Lufthansa Group to measure employee commitment, 

identify action fields and initiate change where needed  

(see Balance 2018, page 67, interview Claudia Rautenberg).

In 2015, the Lufthansa Group conducted “involve me!”, its first 

standardized, voluntary employee survey. Since then, the 

number of participating companies has increased step-by-step 

and was extended in 2018 to the significant Group companies 

(with the exception of the LSG Group locations abroad).

On the basis of the results of this survey, management is able 

to directly compare data from the individual Group companies 

and engage in a transparent, Group-wide dialogue. In 2018, 

employees had the opportunity to respond to questions from 

four thematic areas. At 53 percent, the response rate was 

slightly higher than that of the previous year (51 percent).  

Every third employee gave additional feedback in more than 

25,600 constructive comments in this context. While a  

reduced set of questions (so-called quick check) was given  

to the employees in the survey carried out during the reporting 

year 2018, a comprehensive employee survey will again be 

conducted in 2019. This alternating cycle corresponds to the 

established practice.

In contrast to the comprehensive survey, the quick check 

concentrates on updating the central index values relating to 

commitment, leadership and health as well as on questions 

concerning the Group Executive Board. The quick check 

specifically poses questions concerning positive changes,  

as the focus is also to be shifted to the effectiveness of  

measures implemented in the individual companies.

The results of the employee survey are also reported to the 

Supervisory Board and the Executive Board. At management 

level and broken down for individual teams, the results are 

communicated and discussed in order to derive and implement 

strategic measures for the entire Lufthansa Group and indivi-

dual organizational units.

Employer attractiveness:  

Engagement Index provides transparency

The results of “involve me!” also serve as basis for the  

calculation of the Health Index (HI) (see page 88), Leadership 

Index (LI) and Engagement Index (EI). The EI indicates to which 

degree employees feel committed to the Group, to which 

degree they are willing to lend their support to their employer, 

and how much they are inclined to recommend the Company to 

others. It also gives insights into the Group’s attractiveness  

as an employer and allows comparisons with other employers 

across industry lines. The result is indicated on a scale from 

1 (best value) to 5 (lowest value).

During the reporting year 2018, the Lufthansa Group achieved 

an Engagement Index of 2.2. Compared with the preceding 

year, the EI again improved by 0.1 points and reached the 

target value projected for 2020 two years earlier than expect-

ed. The index has now reached the average level of comparable 

companies in Germany. The Lufthansa Group is aware of  

the fact that merely measuring employee commitment is not 

enough. The greatest challenge comes after the survey is 

completed. Progress can only be achieved if concrete measures 

are derived from the survey results and employees can thus 

see that the Group takes their responses seriously (see 

page 27 f., Stakeholder dialogue). In parallel to determining the 

Engagement Index, the Lufthansa Group again calculated the 

Leadership Index (LI), which is oriented by the Group’s five 

Leadership Principles (see page 73, Balance 2015). During the 

reporting year, the LI reached 2.1 and was thus at the favorable 

level of the preceding year. 
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Program to support voluntary 

professional reorientation

The Lufthansa Group is in a continuous process of moderniza-

tion (see page 74, The ability to transform) and in this context 

offers its employees attractive options for voluntary profes-

sional reorientation. During the reporting year, the program 

“myTurn” was launched, which addressed administrative 

employees of Deutsche Lufthansa AG in Germany. The goal was 

to create a movement that would help develop existing em-

ployees for new positions, both internal and external, and at 

the same time allow recruitment of new talents with important 

future-oriented competencies from the outside.

The myTurn offer was available from September 2018 to 

February 2019, complemented existing programs (see page 90, 

Balance 2016) and also comprised newly developed advice 

and compensation products. A significant component of myTurn 

was the broad-based dialogue between 

managers and employees. In orien-

tation talks, about 3,200 em-

ployees discussed their personal 

perspec tives and future options 

with their supervisors. After 

these talks, each employee could 

opt for participat ing in a profes-

sional consultation on available 

perspectives. As with previous pro-

grams, the “double voluntary” principle was applied to myTurn: 

no employee was obliged to accept an offer and no employee 

could make a claim for one. A total of more than 1,700 employ-

ees took advantage of consultative sessions. Of these, more 

than 300 employees opted for one of the products offered for 

professional reorientation outside the Lufthansa Group, such 

as starting up a company or self-employed business, a course 

of study or a bridge model for transitioning into retirement.

3,200
ORIENTATION

TALKS
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TALENT MANAGEMENT

The fascination for jobs within the Lufthansa Group is unabat ed: 

during the reporting year, about 150,000 applications were 

submitted and the Group has received top positions in re-

nowned employer rankings for many years. This also applies to 

the German ranking of employers, which is based on a repre-

sentative evaluation by the renowned market research institute 

YouGov and comprises more than 200 companies. After it took 

third place the preceding year, the Lufthansa Group ranked 

second on average during the reporting year. The aviation 

group’s goal is to continuously rank among the five most 

popular employers in Germany.

To gain qualified and motivated personnel for all management 

and employee levels, talent management has a key role in  

the Group’s HR strategy. In the organizational structure it is 

anchored via responsibilities, which were clearly defined  

in the context of the Group’s process-oriented reorganization. 

The topic is regularly on the agendas of the Executive Board, 

HR Board and Supervisory Board; these committees can thus 

initiate adaptations and complementary actions when needed. 

Beyond that, regular exchanges within networks ensure the 

validation of such measures.

In 2014, the Lufthansa Group implemented its talent manage-

ment philosophy under the motto “Every employee has talent!” 

(see page 83 f., Balance 2015). It gives all employees the 

opportunity to shape their own careers in the Group according 

to their individual talents and interests. A standardized Group-

wide potential identification process and subsequent training 

programs help them to do so. This both increases transparency 

and brings talents to the fore. Employees are thus encouraged 

in their own responsibility and managers are able to identify 

potentials and support these in concrete ways. In this process, 

the Lufthansa Group places great emphasis on diversity and 

equal opportunities. It is one of the Group’s particular concerns 

to promote the career development of female talents and  

to ensure a balanced proportion between men and women in 

management positions (see page 76 ff., Diversity and equal 

opportunities).

Meaningful data on the development of the Lufthansa Group’s 

employees has been provided annually since 2014 by the 

internal performance and talent assessment instrument 

“Profile”. It is based on the Group’s five Leadership Principles 

and allows the Company to evaluate how effective the  

measures concerning talent management are and to which 

degree goals were reached. In the reporting year 2018, about 

16,500 employees within the Lufthansa Group completed  

or started the standardized performance and talent process. 

Profile, and the related platform “eProfile”, were rolled out 

step-by-step for additional employee groups and companies 

during the reporting year.

Making talents visible

The Lufthansa Group’s talent management is addressed at all 

employees and is not limited to vertical promotions. It makes a 

significant contribution to supporting defined competencies, 

to identifying talents for specific job families and to broadening 

different career paths. The formats range from trainee and 

mentoring programs to initiatives at the top management level. 

In this context, strategic personnel planning always takes the 

employees’ different life phases into account. It is an essential 

goal for the Lufthansa Group to fill all positions on the lower 

management level potentially with its own talents.

During the reporting year, the Lufthansa Group introduced  

the platform-based Company-wide program “Makers of 

Tomorrow”. Its goal is to set up a visibility and development 

program for those talents below the top management level 

who shape the future – without limiting formal criteria such  

as working for a particular Group company or completed 

university studies. The selection was made on the basis of 

future-relevant abilities and competencies as well as sugges-

tions and evaluations from colleagues. Fifty of the more than 

1,200 applicants worldwide were included in the program.  

The participants receive an individual career plan and access  

to an internal Lufthansa Group network. “Makers of Tomorrow” 

has been continued in 2019.

Another important format is the visibility platform “Spotlight  

on Talent”, introduced in 2016 (see page 70, Balance 2018).  

The annual process aims not only at giving talents in specific 

job families more visibility across all boundaries of companies 

within the Group. It also gives the Lufthansa Group an overview 
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of the talent situation in job families that are particularly in 

demand. In addition to the areas finance, legal and procure-

ment, the IT and personnel areas have also participated in the 

visibility platform since 2018.

In 2018, the Lufthansa Group advanced the expansion of  

its trainee program “ProTeam”. The primary focus is on aligning 

ProTeam, together with the trainee programs of other Group 

companies such as StartCargo or StartTechnik, even more  

de cisively with the process organization. For this purpose, 

cross-company standardizations are to be established,  

especially in the area HR Marketing, Employer Branding and 

Recruiting. Implementation is expected to be completed  

in 2020.

Development of managers

A further important building block in the Lufthansa Group’s 

talent management is the long-term orientation of developing 

managers. It ensures that talents with potential are identified, 

individually supported and retained by the Company. In this 

way, critical key positions can be filled quickly and the potential 

loss of know-how can be avoided.

To take the life realities of managers and relevant young talents 

into account, for some years the Lufthansa Group has offered 

the option of flexible worktime models for employees at the 

management level. This also includes the concept of “shared 

leadership”, in which two employees who both work parttime 

fill one managerial role “in tandem”. The Group always has an 

eye firmly on women who aspire to a management position. 

For example, the internal development and mentoring program 

“GoAhead” is addressed to them (see page 78, Diversity and 

equal opportunities).

In 2018, the Lufthansa Group fundamentally renewed and 

adapted its longstanding program for managers to current 

requirements. In addition to the willingness to act as an  

influencer within the organization, another prerequisite for 

participation is proven openness to change.

Additionally, managers have the option of completing practical 

assignments in operative customer contact once a year. The 

program “Dive Into the Ops” provides opportunities for doing 

so. It aims at generating a deeper understanding of customer 

needs and expectations by interacting with employees  

in operative areas and making a contribution to improved 

customer and employee orientation.

In addition to the promotional and development measures for 

employees and managers, the Lufthansa Group sets the  

course for innovative forms of collaboration. For example, the  

work area of the Executive Board’s member for personnel  

at the Lufthansa Aviation Center in Frankfurt was specifically 

remodeled to make it a “collaboration workspace” (QLab).  

The Makers of Tomorrow Event “You are awesome” addressed applicants of the Lufthansa Group’s talent program.
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This new space promotes agile forms of cooperation and forms 

the basis for the swift development of focus themes and 

projects in cross-functional HR teams. About 3,500 employees 

used the Q-Lab during the reporting year.

Optimized recruiting for  

cockpit and cabin

To accelerate and modernize the recruiting process in order to 

gain more and better applicants within the shortest time 

possible – this is the goal of a large-scale digitalization project 

that the airlines of the Lufthansa Group, HR Recruiting and 

Lufthansa Aviation Training (LAT) launched in July 2018. It aims 

at winning more than 5,000 applicants annually and training 

500 future pilots at the flying schools of the European Flight 

Academy. Simultaneously, the standardized platform is to 

make a contribution to actively guiding applications between 

the Group airlines and thus to realize synergies, for example in 

the selection of suitable applicants. The platform successfully 

went live for the first time in January 2019. This digital trans

formation project is part of the newly set up Lufthansa Group 

Lean Program, which is expected to conclude during the  

first half of 2019.

Furthermore, Lufthansa Aviation Training comprehensively 

revised basic training for flight attendants, both from a content 

and a technical perspective. As a result, training has more 

strongly incorporated megatrends such as digitalization, 

connectivity and individualization since 2018, a development 

from which future Lufthansa cabin crews will benefit as well. 

Modern tablets are now the central focus, as well as teaching 

tools at the training locations Frankfurt and Munich. Another 

innovation is the option for future flight attendants to  

choose the time, place and location for individual learning 

phases themselves. In addition, personal tutors are at their 

sides, online and offline, to answer their questions.

REALIGNMENT OF EMPLOYER BRANDING

During the reporting year, the Lufthansa Group fundamentally revised 

its longexisting career portal and all channels and websites. Thus, 

belufthansa.com has featured a fresh design and new functions 

since the end of 2018. Another innovation: beLufthansa is to become 

↗ lufthansagroup.careers in the future.

Unlike in the past, the Lufthansa Group predefines only the framework 

on its career platform, while companyspecific content, images and 

colors permit the Group companies to present their own characteristic 

employer environments. The goal is to become significantly more 

visible on the application market. Beyond that, the aviation group not 

only wants to shift the focus to the diversity and strengths that are 

characteristic of specific business segments and their individual 

companies, but it also wants to further strengthen the positioning of 

regionally oriented Group brands. That the reorganization of employer 

branding has been successful is shown by the fact that the activities 

of the Lufthansa Group have an increasing resonance in social media 

and career networks, among other indications.

In the interest of uptodate personnel acquisition and to avoid 

staffing bottlenecks, the Group also operates “Active Sourcing” via 

external recruiting platforms. In connection with other social media 

channels, it takes advantage of the opportunities yielded by  

(inter)active communications with potential qualified employees  

and managerial staff. Under the formats “Talent Hub” and “Alumni 

Network” (see page 71, Balance 2017) the Lufthansa Group maintains 

contact with former employees.

The QLab at the Lufthansa Aviation Center facilitates agile and cross 
departmental work styles.
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OCCUPATIONAL SAFETY AND 
HEALTH MANAGEMENT

Occupational safety and health protection are central action 

areas for the Lufthansa Group. Their development is jointly 

managed by the Medical Services (including psychosocial 

counseling) as well as the Group occupational safety and  

health management functions. To promote employee health, 

the areas involved have implemented various measures through 

which the Group not only fulfills its duty of care, but also makes 

an important contribution to being an attractive employer.

Megatrends such as globalization, competition and digital-

ization are particular challenges for organizations such as  

the Lufthansa Group and its employees. In addition, there are 

internal challenges such as an increasing need for flexibility 

and restructuring, and the lack of qualified staff. The 

Lufthansa Group’s comprehensive approach to health and 

safety accompanies megatrends in society and supports 

internal changes. The goal is to safeguard its employees’  

health and motivation and to secure the Lufthansa Group’s 

future viability over the long term. Logically, the Group rated  

health protection as “very important” in its 2018 materiality 

analysis (see page 31).

Health Management

To further develop health protection Groupwide, the  

Company successfully launched the threeyear program 

Health Management@Lufthansa Group in 2016. At the end  

of the reporting year, the health management function was 

transferred into the line organization. The goal of the  

Groupwide health management is to maintain employees’ 

health and their ability to perform longterm and sustainably, 

and to encourage them to treat their health as a personal 

responsibility (empowerment). Furthermore, the key Group 

companies named more than 35 occupational health officers. 

Their task is to give the topics of health and wellbeing greater 

visibility and to assume responsibility in this area. They act  

as established contacts within their companies and as an 

interface with the overall health management.

Through the program Health Management@Lufthansa Group 

the Company has integrated health aspects into existing, 

general processes and instruments, and implemented measures 

in a specific manner. This includes counseling offers and 

information events for employees and managers alike. These 

address focal themes with Groupwide relevance, such as 

stress management and recovery capacities; additionally, 

various seminars and learning modules are available. To com

plement these options, the Lufthansa Group introduced a 

digital eHealth platform with numerous internal and external 

health offers in January 2019. These are initially available to all 

ground staff in Germany and then will be rolled out stepby

step to additional employee groups.

Health Management coordinates and manages the central 

steering committee “Health”, a forum which meets at regular 

intervals and includes representatives of the largest Group 

companies, employee representatives, occupational safety and 

disabled employees’ representatives as well as experts from 

the medical and psychosocial areas.

Health Index

As the primary performance indicator for measuring the overall 

healthrelated sense of wellbeing among all employees, the 

Lufthansa Group compiled the Health Index again in 2018.  

The results are based on the responses to relevant questions in 

the employee survey “involve me!” (see page 83). They serve to 

identify aspects of work that require adjustment and provide a 

basis to develop focused measures to strengthen individual 

health resources and to minimize the risk of inappropriate 

physical strain. As with the Engagement Index, the Health Index 

results are communicated to top management, team managers 

and the entire workforce.

The Health Index is depicted on a scale from 1 (best) to 5 

(worst). In 2018, it declined slightly by 0.1 to 2.4, which does 

not deviate significantly from the previous year’s value of 2.3.
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Medical Service

The Medical Service has a key role in the Lufthansa Group’s 

concept of occupational safety and health protection.  

Its permanent core task is to secure and improve the Group 

employees’ ability to perform and thus ensure reliable business 

activities and flight operations.

Medical Services at Lufthansa, SWISS and Austrian Airlines  

are holistic centers of excellence, permanently offering a full 

range of services. This includes aviation and occupational 

medicine, vaccinations and travel medicine, outpatient care,  

a comprehensive social and medical advisory service, and 

other preventive and healthcare treatments. Beyond these 

individual treatments, Medical Services provide advice to 

decisionmakers, committees and employee representatives 

concerning all issues of occupational health and safety.

In fall 2018, the requirements associated with the amendment 

of the German Civil Aviation Act were met with the introduction 

of a central interface with Germany’s federal aviation admin  

is tration for the transfer of pilots’ medical data. As a result, 

Deutsche Lufthansa AG fulfills the legal requirements for all 

three medical centers.

Following comprehensive preparation and training for em

ployees to become quality management officers, the successful 

recertification of all locations and functions was completed in 

August 2018 in accordance with the quality management 

system DIN ISO 9001:2015 (previously 2008). Many processes 

were adapted, standardized and optimized in this context; this 

process of evolution is pursued continuously.

Psychological and psychosocial factors also have a highly 

significant influence on health, safety and performance levels 

in work settings. For this reason, the Lufthansa Group has 

offered its employees, teams and organizational units individual 

counseling and mediation services under the obligation to 

maintain confidentiality, as well as different services of psycho

social organizational counseling for more than 30 years.

Beyond the obligatory features in the area of health protection, 

the Lufthansa Group offers its employees a wide range of 

preventive measures on a voluntary basis, both for administra

tive and flying personnel. These measures and campaigns  

are widely communicated within the Company.

Group occupational safety

Group occupational safety ensures all employees’ health  

and safety on the job. The goal of this function is to prevent 

accidents, health risks and occupational illnesses at the 

Lufthansa Group. The Company’s occupational safety experts 

check all professional activities as well as technical or infra

structural setups by means of risk assessments and safety 

inspections at the individual Group companies in accordance 

with the regulations.

Based on results thus obtained as well as legal requirements, 

Group occupational safety consistently implements and 

continuously develops preventive measures, such as the use  

of personal protective gear and various types of operating 

equipment, or conducting measurements of pollutants. In the 

same way, standardized and binding minimum standards are 

established that are applicable for all employees worldwide.

Obligatory and regular training sessions for employees as well 

as specialized and targetgroup oriented campaigns contribute 

to raising awareness among employees and managers; this 

approach also contributes to a sustainable safety culture.  

Low numbers of workrelated accidents and occupational 

illnesses at the Lufthansa Group are a measure of success for 

medical and technical aspects of occupational safety and 

occupational hygiene.

In addition to other legally required committees, a central 

committee meets at regular intervals. The Occupational Safety 

Committee (OSC) steers, bundles and monitors all issues 

related to job safety within the Lufthansa Group.  

In Germany, occupational safety committees with employer 

and employee representation are active at all relevant locations 

of the Lufthansa Group. In close cooperation they optimize 

processes and agree on measures to improve job safety.

In 2019, Group occupational safety is focusing especially  

on digital change and its influence on possible workrelated 

health risks. In this context, factors such as psychological 

stress on the job are evaluated from a technical and economic 

perspective; the possible use of modern technologies and  

new products for healthoriented and ergonomic design of  

work environments are also assessed.
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by educational projects worldwide, which are bundled and 

coordinated by the help alliance, the Lufthansa Group’s chari-

table aid organization (see page 93 f.).

In the reporting year 2018, the Lufthansa Group launched the 

further development of its corporate citizenship concept at the 

Network Airlines’ hubs. Essentially, this implies establishing  

or expanding local help alliance projects as well as supporting 

additional regional projects, at first in Germany and with a 

reference to the Lufthansa Group, all oriented by the topic area 

Education / Enabling. Implementation will begin in 2019. In this 

context, Deutsche Lufthansa AG has increased its annual 

donation amount for the help alliance by 800,000 euros. 

This commitment is complemented by a number of further aid 

projects supported by the Group airlines and Aviation Services 

(see illustration on this page). Beyond that, the aviation group 

CORPORATE CITIZENSHIP

As an aviation group with international activities, the 

Lufthansa Group also assumes responsibility for social and 

societal issues. Since 2016, the Company has been guided  

in particular by the United Nations’ global Sustainable Devel op-

ment Goals (see page 32 f.) and concentrates especially on  

the core themes Education / Enabling and Life / Health. 

The Lufthansa Group’s stakeholders expect a comprehensive 

social commitment (corporate citizenship) that reflects the 

Group’s importance and size, and that is transparent, credible 

and comprehensible at the same time. To meet this expecta

tion, responsible thinking and practice go far beyond the 

aviation group’s operative business activities.

The emphasis in the topic area Education / Enabling is on 

helping disadvantaged people to be able to lead successful, 

healthy and selfdetermined lives. This is above all facilitated 

Alignment of the Lufthansa Group’s corporate citizenship

Decentralized commitments specific 

to certain business segments

Expand corporate volunteering option  

for employees

Education / Enabling

In addition to the emphasis on education and training, 

the help alliance also supports business approaches 

(entrepreneurship).

Life / Health

Professional and fast emergency aid during humanitarian 

crises and catastrophes. Lufthansa Cargo cooperates 

with renowned aid organizations for this purpose.

The Lufthansa Group’s charitable aid organization currently combines more than 40 projects worldwide  

under its roof ↗ www.helpalliance.org

Local projects at the large  

Company locations

Make a measurable contribution to sustainable  

social development

Global flagship projects

The Lufthansa Group is 

committed to these areas

Central pillar of  

corporate citizenship

The projects are divided into

Goal of commitment
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such extreme cases. Lufthansa Cargo supported humanitarian 

campaigns on numer ous occasions in the past by transporting 

relief supplies (see illustration page 98 f., Balance 2016). To 

ensure that first aid in the event of crises or catastrophes can 

be launched quickly, the Lufthansa Group’s logistics specialist 

cooperates closely with renowned aid organizations.

This includes Germany’s Red Cross (DRK), with which 

Lufthansa Cargo signed a cooperation agreement at the end of 

2016. The goal of this cooperation is to accelerate and simplify 

the preparation of aid flights. This cooperation sustainably 

improves the effective support and provision for people in 

need in crisis and catastrophe situations. Additionally, at the 

end of 2016 the freight airline signed an agreement in principle 

with Airlink. This noncommercial humanitarian aid organization 

was founded in 2010 by employees of the International  

Society of Transport Aircraft Trading Foundation (ISTAT). At the 

beginning of 2013, Lufthansa Cargo entered into a longterm 

partnership agreement with the emergency aid association 

“Aktion Deutschland Hilft”. Under the motto “Helping faster, 

together” the preconditions were set up to be prepared for 

humanitarian emergency situations at any time and to allow 

swift implementation of a worldwide logistics chain.

respects the wish of its stakeholders to continue its support for 

the protection of the crane – the Lufthansa Group’s heraldic 

bird (see Balance 2018, page 81). Selected partnerships are 

maintained in the socially relevant areas of culture and sports.

A significant component of the Lufthansa Group’s approach  

to corporate citizenship is the selected social commitment of 

its employees. For this reason, the corporate volunteering 

activities and other participation formats are closely connected 

to the HR strategy. The Lufthansa Group continuously devel

ops the concepts of these offers. In the future, Lufthansa Group 

employees are to have the opportunity to spend a defined 

amount of their time getting involved in new help alliance 

projects in Germany during working hours.

Within the topic area Life / Health, for many years the Group  

has provided emergency aid to humanitarian crises and  

catastrophes by means of dedicated flights. Swift action and 

logistical knowhow are decisive factors to be able to help 

victims of natural catastrophes and humanitarian crises imme

diately and effectively. Given its expertise as an aviation group 

with international activities, the Lufthansa Group is able at any 

time to provide transport capacities aboard its freight aircraft in 

The help alliance supports about 23,000 people worldwide every year, including at iThemba in South Africa, its largest project.
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YOU HEAD THE HELP ALLIANCE PROJECT ITHEMBA. WHAT ARE 

YOUR TASKS AND WHAT IS THIS PROJECT ABOUT?

In the context of this project, since 2006 we have looked after 

underprivileged children in Cape Town’s townships and given 

them access to high-quality preschool education. As the 

primary responsible project coordinator, I oversee very diverse 

tasks. To begin with, there is fundraising, which includes 

negotiations with the ministry and the school authority. I am a 

member of the committee that selects and hires new teachers, 

and also of the School Governing Body where I make decisions 

concerning the school together with the other members. 

For a short while I have been supported by Christian Haude, 

a former volunteer at iThemba. After all, project coordination 

tasks are rather extensive and we do this work as volunteers.  

WHY ARE YOU COMMITTED TO THE HELP ALLIANCE?

As a purser I get around a lot and see where help is needed. 

The way the help alliance is set up, it does offer something 

special. It gives me the unique opportunity as a Lufthansa 

employee to work as a project coordinator. Beyond that, trans-

parency is important to me and I would not want to support an 

organization with a heavy administration. It is also wonderful 

to receive so much support. For a few months iThemba has 

been receiving support from Austrian Airlines. In addition, 

crews regularly visit our pupils, which is great for the children. 

As a linking force, the help alliance is not to be underestimated. 

Every Lufthansa Group employee can contribute, by getting 

involved directly, visiting, payroll giving or as a permanent 

donor. This strengthens the collective spirit.

HOW IMPORTANT IS CORPORATE CITIZENSHIP FOR A COMPANY 

SUCH AS THE LUFTHANSA GROUP?

Given the enormous problems in the world, the importance 

of corporate citizenship is rising. Young, well-educated people 

in particular are paying increasing attention to a potential 

employer’s social commitment. This type of commitment linked 

with our Company’s international character is a perfect combi-

nation. We receive support from many business segments and 

subsidiary companies. The project connects Lufthansa Group 

employees and together we achieve more for iThemba and 

the underprivileged children it serves.

WHAT ARE THE NEXT STEPS FOR THE PROJECT?

We will be busy with construction work well into next year. 

Once that is completed, we would like to realize our original 

goal, which is a community college. We will then open the 

school for high-school dropouts and for parents in the after-

noons and evenings, giving them the opportunity to catch up 

on subjects they may have missed. Nothing strengthens 

people more than good education. This is the only effective 

weapon against exploitation and abuse. 

Four questions for

SUSANNE FRENCH
Lufthansa purser and project coordinator of the 

help alliance project iThemba in South Africa
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The Lufthansa Group’s humanitarian emergency aid also 

benefits from the long-term experience of freight airline 

Lufthansa Cargo in the area of charters. Thanks to “network-

on-demand”, aid consignments can be transported swiftly, 

professionally and flexibly to any destination within or outside 

the network of the Lufthansa Group Airlines.

help alliance: Closer to the world. 

Closer to its people.

The help alliance is the Lufthansa Group’s central corporate 

citizenship pillar. The charitable aid organization acts as a 

catalyst for greater social engagement, combining proven 

projects initiated by employees with the power and network 

of the Lufthansa Group. Defined criteria ensure that the 

supported projects are sustainable. The importance of the 

help alliance is emphasized by the fact that the company 

reports to the Chairman of the Executive Board and CEO. 

The focus on social and humanitarian projects in the field 

of Education / Enabling makes it possible to deploy the 

avail able funding in an efficient and targeted way. The main 

objective is to help disadvantaged people lead a successful, 

healthy and selfsufficient life. This help primarily takes 

the form of educational opportunities.

In 2018, the Lufthansa Group covered all of the costs of admin

istration, project assistance, fundraising and communication 

at help alliance gGmbH. This ensures that 100 percent of all 

other donations can be used to fund aid projects. This also 

applies to voluntary donations made via salary deduction by 

employees of the Lufthansa Group. The option of the socalled 

payroll giving, introduced in April 2017, is initially open to about 

80,000 employees and retirees who are covered by the 

Lufthansa Group’s joint payroll system.

ON-BOARD COLLECTION PROGRAM 

“SMALL CHANGE – IT’S A BIG HELP”

With the goal of creating a bridge towards a better 

life for people in need, in 2001 the help alliance 

launched the onboard collection program “Small 

change – it’s a big help”. It offers passengers aboard 

Lufthansa Group longhaul flights the option to 

donate coins and banknotes in any currency. 

Small, sealable donation envelopes are available in 

the seat pockets for this purpose; they are collected 

by flight attendants and forwarded to the 

help alliance. Remaining currency can also be 

deposited in donation pillars placed in employee 

areas, Lufthansa lounges at German and selected 

international airports as well as the public areas 

at the Frankfurt and Munich hubs.

October 2002:

Start of Condor’s participation

July 2012:

Start of Austrian Airlines’ participation

November 2017:

Start of Edelweiss Air’s participation

May 2019: 

Start of Eurowings’ participation

2018

2017 283,127

2016 283,605

2015 362,662

2014 497,823

267,223

DEVELOPMENT OF DONATION 

VOLUMES IN EUROS
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Support for 23,000 people worldwide

In the reporting year, the help alliance was responsible for  

41 aid projects with a volume of 2 million euros and helped 

some 23,000 people around the world. Continuous monitoring 

and regular evaluations of projects according to a predefined 

catalogue of criteria ensure that the supported projects and 

programs improve the life situations of children, their families 

and the community in an effective and sustainable way, and 

that project funds are used effectively and efficiently.

One focus was once again on the biggest help alliance project 

so far, the “iThemba” project in South Africa, which enables 

children in the Capricorn township of Cape Town to receive  

a high-quality primary education (see interview page 92).  

The iThemba primary school was opened in January 2018 and 

teaches more than 100 children in three classes. With this 

project, the help alliance makes an intensive commitment to 

Sustainable Development Goal number 4, “high-quality  

education”, as defined in the United Nations Agenda 2030.

In the help alliance project “Broadening Horizons”, 30 young 

people from the socially disadvantaged area around Sao Paulo 

International Airport in Brazil successfully completed their 

training as bakers and pastry chefs during the reporting year. 

Ten of them were immediately hired by LSG Sky Chefs. The 

initiative was supported by employees from different areas 

within the Lufthansa Group, who acted as mentors.

↗ www.helpalliance.org

Cargo Human Care

In May 2007, employees of Lufthansa Cargo, together with 

German physicians, founded the humanitarian aid association 

Cargo Human Care (CHC). The basic idea was – and remains – 

to help destitute people as well as impoverished and under-

privileged orphans in Nairobi in uncomplicated, professional 

and sustainable ways. The focus of this charitable commitment  

is on providing medical care, education and accommodation. 

The Executive Board of Lufthansa Cargo has supported the  

aid project from the start.

Furthermore, Cargo Human Care is actively involved in many 

other areas and projects, and continuously expands its  

commitment. For example, in September 2017 the association 

signed the contracts for the construction of the Happy Child 

Education Centre (HCEC), located in the Kabiria slum area  

of Nairobi. On January 21, 2019, the HCEC was officially  

inaugurated and has since then provided a school education 

for 100 children from the surrounding area who lacked access 

to schooling. Financing was provided equally by CHC,  

help alliance and Regine Sixt Kinderhilfe Stiftung. 

↗ www.cargohumancare.de

With its project iThemba, the help alliance gives children in the Capricorn 
township in Cape Town access to high-quality pre-school education.

The Happy Child Education Centre, opened in January 2019 in a slum district 
in Nairobi, offers a school education to 100 children.
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SWISS

• Similar to the Lufthansa Group’s approach, philanthropic commitments 

focus on supporting children and young people; both in Switzerland,  

its home market, and internationally.

• The airline has supported SOS Children’s Villages Switzerland since  

its foundation – among other measures with flight tickets and on-board 

collections of funds in coins.

• Funds donated benefit projects located at SWISS destinations.

• In cooperation with the Foundation ProJuventute, SWISS made it  

possible for children and adolescents from the Zurich region to  

experience the airline and airport first-hand during the summer vacation. 

The Foundation’s goal is to energetically support adolescents in their 

development towards becoming self-confident and responsible adults.

• In its procurement process, SWISS takes special suppliers into  

consideration: every year, SWISS orders about 2,000 Business Class  

and 300 First Class clothes hangers from the Foundation “Orte zum 

Leben” (“Places to Live”). The foundation offers people with disabilities 

a place to live and work, and operates a carpenter’s workshop, among 

others. The Foundation Pigna, a workshop for people with disabilities 

in Kloten, looks after cleaning and readying for use about one million 

onboard headphones a year for SWISS.

AUSTRIAN AIRLINES

• Concentration on social projects in central and eastern Europe.

• The focus is on renowned organizations such as “Global 2000”, 

“Help for Children from Belarus”, and “Alliance for Children”.

• In the framework of the initiative “Flygreener”, discarded airplane  

blankets, crew suitcases, and mattresses from crew restrooms are  

donated to charitable organizations.

EUROWINGS

• May 2019: start of participation in help alliance’s onboard collection  

program on Eurowings longhaul routes.

• The donations collected at the Christmas party raffle 2017 and from 

tickets for the carnival party 2018 were increased by management to 

36,000 euros and donated to Kinder und Jugendhospiz Balthasar  

(Children and Youth’s Hospice Balthasar).

BRUSSELS AIRLINES

• Brussels Airlines set up the initiative b.foundation for Africa in  

2010 and has since then supported humanitarian projects on the  

African continent.

• In addition to supporting the social commitment of its employees,  

the airline also backs a number of nonprofit organizations.

LUFTHANSA CARGO

• Cargo Human Care e. V. (see page 94)

• For more than 35 years there has been a close cooperation with  

“Werkstätten für Behinderte RheinMain e. V.” (Workshops for the  

Disabled, WfB RheinMain) in producing lashing straps used for  

loading cargo aboard aircraft. WfB RheinMain’s goal is to give people 

with disabilities an opportunity to participate in working life and to  

integrate them into the job market.

• With a current order volume of almost 1.2 million euros, Lufthansa Cargo 

is the largest manufacturing customer at WfB RheinMain, thus  

securing more than 120 jobs at the workshop.

• The association was certified in 2016 by the European Aviation Safety 

Agency (EASA) as development company and by Germany’s Federal 

Aviation Office (LBA) as manufacturing company. WfB RheinMain is 

thus one of only six manufacturers worldwide that produce lashing  

straps certified according to the highest standards.

• The cooperation is to be intensified in 2019.

LSG GROUP

• Its regionally varying commitment includes educational projects,  

health promotion and sports events, among others.

Further social projects within the Group companies
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PRODUCT AND SERVICES

A high level of customer orientation is indispensable for a 

service company like the Lufthansa Group. For this reason, all 

products and services along the travel chain are continuously 

reviewed and new, innovative in-flight and ground products 

and services are developed that place the customer at the 

center. Digitalization and sustainability aspects play an impor-

tant role in better meeting differentiated customer needs.  

The customer’s travel experience should become even more 

convenient, especially through greater personalization of the 

products and services along the entire travel chain.

Responsibility for products and services for all Network Airlines 

in the Lufthansa Group is centrally pooled, with reporting 

responsibilities to the Executive Board member for Network 

Airlines. This ensures effective and efficient implemen tation in  

the airlines by taking advantage of synergies and continuously 

improving products and services for customers. Responsibility 

for in-flight and ground products for all airlines in the 

Eurowings Group lies with the Customer Experience & Product 

department, which reports to the Commercial Director.

To ensure the Lufthansa Group’s long-term success, customer 

needs play a preeminent role. Therefore, the Company applies 

systematic approaches to understand these even better.  

By surveying customers, their needs along the travel chain are 

identified. These results form the basis for strategic decisions. 

The systematic methods to continuously optimize and improve 

service, quality and customer orientation serve to ensure the 

Lufthansa Group’s long-term success and ability to create value.

The Network Airlines focus on the strategic vision of “New 

Premium” to fulfill customer needs along the entire travel chain 

and to improve weak points. In the reporting year 2018, focus 

initiatives were launched for customer-centric process 

improve ment concerning flight irregularities and baggage 

handling procedures.
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Continuous, worldwide  

customer surveys 

To obtain insights that are as differentiated as possible  

about their passengers’ travel experiences, the airlines of the 

Lufthansa Group count on regularly tracking satisfaction and 

conducting additional detailed surveys. Thanks to these world-

wide surveys, possible starting points for improving customer 

satisfaction can be identified.

By means of online surveys, the three Network Airlines  

determine on a daily basis how satisfied passengers are with 

the different services along the travel chain. Data collection 

and reporting are centrally steered at Group level. The team 

responsible comprises experts from all Network Airlines and is 

supported in this task by a market research institute. To obtain 

representative results, the Lufthansa Group ensures that the 

surveys include all service classes, traffic areas and passenger 

segments. In addition, complex statistical random sample logic 

based on monthly updated timetable data ensures that the 

values generated have both a high level of meaning and statis-

tical stability. The airlines compile the evaluations of individual 

products and services to formulate satisfaction indices 

concern ing the onboard and ground products, and concurrently 

generate a higher overall satisfaction index. The departments 

responsible as well as management receive monthly reports.

The satisfaction ratings allow differentiated insights into how 

elements such as adaptations in catering, lounge moderniza-

tions, new seat concepts, the introduction of new in-flight 

entertainment systems or changed service sequences influence 

passenger satisfaction. They can also be used as indicators for 

implementing improvements of services and products.

In a parallel move and dependent on the relevant target variable 

(for example satisfaction or recommendation), the Network 

Airlines collect data for additional central performance indica-

tors such as the loyalty index. Furthermore, the Net Promoter 

Score (NPS®)1 which has been generated since 2014 places the 

focus on the travel experience as the airlines’ central product 

or service category. To establish the NPS®, the airlines continu-

ously survey their customers, asking if they would recommend 

the company concerned, based on their travel experience.

Customer satisfaction at high level
↗ GRI 10244

Since 2018, Lufthansa Airlines, SWISS and Austrian Airlines 

have harmonized their methods and processes for measuring 

customer satisfaction in terms of both content and method

ology. Customer satisfaction data is tracked separately for 

different service aspects along the entire travel chain (inflight 

and ground products).

The main performance indicator for measuring satisfaction  

at the Network Airlines is overall satisfaction with products and 

services. This is the percentage of customers surveyed who 

said that they were satisfied or very satisfied with the quality  

of the inflight and ground products and services offered by 

the Network Airlines.

This performance indicator is derived from the Passenger 

Satisfaction Tracking (PST) study and is shown for all three 

Network Airlines. In the reporting year, the Network Airlines had 

a customer satisfaction value of 74, which is at a high level, 

even if the level declined over the course of the year due to the 

challenges experienced during the reporting year (see page 103, 

Operational stability).

Under a new concept, Lufthansa Cargo, the Group’s specialist 

for logistics services, conducts its global customer survey  

“My Customer’s Voice” once a year. During the reporting year 

2018, overall customer satisfaction improved in comparison 

with the preceding year and reached a high level at a value of 

5.3 (on a scale from 1 = very dissatisfied to 6 = very satisfied). 

Satisfaction with the aspects “social commitment” and “envi

ronmental protection”, which were also evaluated, at values of 

5.3 and 5.1 respectively, were situated above the level of other 

customer touchpoints in 2018.

1 NPS ® – Net Promoter Score, a registered service mark of Bain & Co., Inc., 

Fred Reichheld and Satmetrix Systems, Inc.
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RESPONSIBILITY FOR THE ENVIRONMENT AND SOCIETY IS A 

CENTRAL TOPIC FOR THE LUFTHANSA GROUP. 

WHAT DOES THIS MEAN FOR THE ON-BOARD PRODUCT?

Applying sustainability criteria to the on-board product is a 

very wide field. Many first think of avoiding disposable or 

crude-oil plastics, recycling or reducing weight on board. This 

is important and we are already doing a lot in this area. In the 

future, we will additionally replace more than 400 million 

plastic items per year, such as cups, cutlery and swizzle sticks 

with more ecological alternatives. But the most effective lever 

for us is to load aircraft with an even greater fit between the 

items on board and those that will actually be used during a 

flight. Unfortunately, we throw away too much food today 

because we want to have something on board for each passen-

ger, but perhaps the passenger does not even want it. 

Therefore, our goal is to set up a demand-driven system that 

focuses on customer wishes and quality, and that helps lower 

food waste and waste quantities to a minimum. Reduce – 

reuse – recycle, this is our credo driving sustainability on board.

ON WHICH SUSTAINABLE PRODUCT COMPONENTS ARE YOU 

WORKING AT THE MOMENT? 

We are working on developing an entire range of sustainable 

product components, including a new beverage cup made 

from recycled plastic and the avoidance of packaging for 

amenity kits. We have already implemented the exclusive use 

of reusable dishes on our long-haul flights in all service classes, 

the introduction of multiple-use coffee cups and the avoidance 

of plastic covers on reusable boxes. In Business Class we now 

use paper sleeves for blankets instead of plastic. And offering 

eJournals instead of classic newspapers and magazines 

reduces waste significantly and saves weight on board too.

WHAT ARE THE ALTERNATIVES FOR PLASTIC?

There are numerous alternatives. For dishes, for example, there 

is porcelain and metal. But we mustn’t forget that these are 

heavier materials. And increased weight means higher kerosene 

consumption. Washing these dishes needs energy and con-

sumes resources. For disposable items, we can use natural 

fibers made from sugar cane, for example. Wood, bamboo and 

organic plastic on the basis of corn starch are options for 

cutlery, containers and covers. Due to a lack of alternatives 

there are some areas in which we have to continue the use of 

conventional plastic. These include medical or hygiene 

products such as gloves, disinfectants or trash bags, which 

must be tearproof.

Three questions for

ANNETTE MANN
Vice President Onboard & Customer Services Network Airlines
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New products and services

In 2018, the Lufthansa Group again phased in new aircraft, 

programs and services, aimed at further improving the travel 

experience and thus also customer satisfaction. For example, 

the new Lufthansa Airbus A350-900 offers more comfort  

for passengers with its wider cabin and innovative lighting 

concept (see pages 29 f. and 54, Balance 2017). Furthermore, 

from 2020 Lufthansa is planning to introduce a completely 

new Business Class with the new Boeing 777-9, which will  

offer optimum sleeping comfort and plenty of privacy as well 

as more individual seating options. 

SWISS expanded its flagship fleet by two further  

Boeing 777-300ERs to a total of ten during the reporting  

year and is also planning to equip five Airbus A340-300s  

with a new cabin product in all three service classes.

Austrian Airlines completed the integration of the new 

Premium Economy Class for the beginning of the summer 

timetable 2018 on its entire long-haul fleet and expanded  

the latter by one Boeing 777-200. 

In 2018, Eurowings became the first low-cost airline to intro-

duce a “BIZclass” on selected long-haul routes, which includes 

classic Business Class product components such as a fully flat 

seat that opens to 180 degrees, lounge access, fast-tracked 

security checks and other amenities. These services are supple-

mented by new, up-to-date in-flight catering trends, partly in 

cooperation with innovative start-ups. Eurowings also offers 

fast broadband Internet access on more and more short- and 

medium-haul flights.

The same applies to the Network Airlines: in 2018 alone, 

69 short- and medium-haul aircraft were equipped with broad-

band Internet access; by the end of the reporting year, a total 

of 238 short- and medium-haul aircraft featured broadband 

Internet. Beyond that, all flight attendants are equipped with 

mobile devices which allow faster reporting about passenger 

satisfaction.

Digitalization and innovation initiatives support the 

Lufthansa Group in continuously developing new products  

and services that are focused on customers. By means of the 

Lufthansa Innovation Hub, the Company advances the  

systematic use of innovative online business models for the 

Lufthansa Group airlines and develops digital solutions along 

the travel chain for passengers and travel providers (see 

page 46, Sustainable innovation, research and development).

The new Lufthansa Business Class will enter service for the first time  

in 2020 aboard the Boeing 777-9.

Business Class seats aboard the first SWISS A340 with new cabin 

furnishings.
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Increasing demand for  

sustainable products and services

The Lufthansa Group is responding in various ways to custom-

ers’ wishes for sustainability aspects to play a greater role in 

products and services. As a result, passengers on flights with 

the Lufthansa Group airlines are increasingly offered organic 

and fair trade food and beverages, and the recycling of in-flight 

waste is being expanded. LSG subsidiary SPIRIANT, a leading 

global provider of in-flight service products and equipment, 

continuously expands the range of reusable and recycled or 

low-waste products for airlines.

In addition, product management experts are working under 

the tenet “Reduce – Reuse – Recycle” on establishing a  

demand-oriented system for even more sustainability on board 

(see page 100, interview with Annette Mann). The Group-wide 

initiative “Flygreener” also contributes to reducing waste 

volumes and making processes on board more sustainable  

(see page 66).

Customers are involved early

The Lufthansa Group includes its customers at a very early 

stage in the development process of new products, to be able 

to decide faster whether new concepts meet their needs.  

For example, the new Business Class seat was tested by 

customers during the development process. Customer panels 

have been set up in Frankfurt, Munich, Zurich and Geneva; a 

panel in Vienna will be set up next year. With the help of these 

customer panels, the Network Airlines are able to get very 

rapid feedback from customers for specific lines of enquiry, 

understand customers’ expectations and needs better and 

faster, and proactively fulfill the “New Premium” approach by 

actively involving customers in the process of product  

and service optimization.

Employees at all levels  

made aware of customer satisfaction

Development and training courses for employees on increasing 

customer satisfaction are continuously updated and expanded. 

They include the Management in Practice program that 

encourages managers to work for one day a year in operational, 

customer-facing areas of the Lufthansa Group. In competition 

with other traditional full-service carriers, on the one hand,  

and low-cost airlines, on the other, the Network Airlines must 

develop an understanding of the concept of “premium” that 

meets customer requirements and enables them to differen-

tiate themselves further. Various customer profiles were drawn 

up by using “Personas” to clarify the structure of their require-

ments. In the framework of the “New Premium” initiatives, 

employees at the Network Airlines have been trained in 

customer-centric methods since 2018. In training courses and 

on the job they learn the key concepts for analyzing, designing 

and sustainably improving customer experiences; for example 

by applying the innovative method of Design Thinking.  

In the future, these can be used in combination with the 

“Personas” to develop tailor-made products and services for 

individual customer needs.
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OPERATIONAL STABILITY

The top priority of all Lufthansa Group airlines is to ensure safe, 

punctual and dependable flight operations. However, in 2018 

the Group airlines’ passengers were also affected to a high 

degree by schedule changes, flight cancellations or delays. 

Among the reasons were infrastructure-related bottlenecks at 

many airports, lack of personnel, strikes at air traffic control 

and violent thunderstorms that caused delayed departures or 

cancellations for many flights.

At the beginning of 2019, Deutsche Lufthansa AG expanded  

its management with the new Executive Board function Airline 

Resources & Operations Standards. It bundles vital functions 

such as fleet management, flight operations standards, ground 

operations standards, infrastructure, system partners as well as 

Group safety. The Group-wide program Operational Excellence 

2019 is aimed at implementing especially those measures that 

improve the dependability of flight operations in summer 2019. 

Unlike the existing initiatives at the Network Airlines and 

Eurowings, this program’s focus is a functional, and thus com - 

prehensive, perspective. Dependability and punctuality are a 

concern not only for the Lufthansa Group’s airlines but also for 

industry representatives and system partners such as air traffic 

control and airports. For this reason, all parties concerned 

jointly search for solutions that can increase operational stabili-

ty over the long term. 

Numerous measures to increase  

operational stability

All airlines have adopted comprehensive measures for summer 

2019 to increase dependability and punctuality. This includes 

increased numbers of reserve aircraft and crews as well as 

longer time buffers in aircraft rotations by means of extended 

turn-around times on the ground. In addition, Eurowings 

has separated the scheduling of intra-German flights from 

European rotations to be able to operate these independently 

of overcrowded air spaces in southern Europe.

The Lufthansa Group has identified more than 400 individual 

measures to improve operative stability. These were developed 

on the basis of an analysis of several hundred millions of data 

sets from previous years, which indicates unequivocal causes 

for delays and flight cancellations. Based on this input,  

both airline-specific and Group-wide measures were initiated 

and implemented.

This includes the purchase of six additional Airbus A320ceos  

in September 2018 to compensate for the currently lower 

productivity of Lufthansa’s A320neos due to above-average 

maintenance work as well as delayed deliveries. After having 

put these aircraft into service step-by-step and increased  

the number of reserve short-haul aircraft to 37, the 

Lufthansa Group expects improved punctuality and depend-

ability for 2019. With the goal of ensuring operational quality, 

the Group is also hiring 600 new employees and training about 

500 pilots, who are to increase the number of reserve crews 

(see illustration on page 104). 

In addition, Lufthansa brought forward maintenance events 

during the winter and invested 100 million euros in spare-part 

supplies and engines in order to avoid cancellations due to 

technical reasons. Eurowings carried out additional checks on 

more than 120 aircraft. Beyond that, more than 200 aircraft 

mechanics are being recruited and trained so as to be able to 

react to unplanned technical problems even more flexibly.

Investments in optimized customer 

information and communication

It is of particular importance for the Lufthansa Group airlines  

to inform customers affected by flight irregularities or cancel-

lations as quickly as possible. Therefore, the Company has 

made significant investments in related services. For example, 

passengers can check a flight’s status at any time on the 

homepage or app. In case of a cancellation, customers who 

would like to change their reservation from flight to train can do 

so simply and transparently on the app, online, by chatbot or 

on the hotline. Rebookings on other flights are always made 

automatically. In the event of delays, passengers find informa-

tion about their rights directly on their mobile boarding pass, 

on the Lufthansa app or homepage and by SMS. To handle 

these tasks, Lufthansa specifically hired 250 additional  

em ployees in customer service. Additionally, Eurowings has  
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implemented standardized boarding processes and the strict 

application of rules concerning carry-on luggage. This guaran-

tees not only smooth boarding, but also encourages passengers 

to drop off their carry-on luggage at check-in. 

Wide-ranging initiatives launched 

together with system partners 

The airlines in the Lufthansa Group work closely with system 

partners, such as airport operators and German air traffic 

control (DFS), to find solutions for significantly reducing 

existing bottlenecks, particularly involving staff at the security 

gates, ground services and air traffic control centers. As a 

result, at the First Hamburg Aviation Summit in October 2018, 

attended by the Lufthansa Group, representatives of the 

German aviation industry and policymakers, a broad-ranging 

package comprising about two dozen measures was adopted 

to improve the reliability and quality of air traffic in Germany.  

In March 2019, representatives met again – for the Second 

Hamburg Aviation Summit – and confirmed the implementation 

of the measures adopted. In particular, this includes the  

re moval of bottlenecks in state-run air traffic control services, 

border controls at the large airports and recruitment of addi-

tional personnel for ground services. The same goal is pursued  

by the industry initiative Airlines for Europe (A4E), whose 

members include the Lufthansa Group and other renowned 

European airlines, which works to improve the framework of 

infrastructure conditions at airports and the European air traffic 

control authority (EUROCONTROL). The initiative has already 

set in motion numerous measures in cooperation with airports 

and German air traffic control, such as optimized use of control 

logic for air traffic in Germany. 

Performance indicator of punctuality  

of departures

The core performance indicator for judging operational stability 

is the airlines’ punctuality of departures. Flights are defined  

as punctual if they are taxiing to the runway no later than 

15 minutes after the planned departure time.

The punctuality of the Lufthansa Group airlines fell significantly 

in 2018, following the start of the summer flight timetable in 

April. The measures taken resulted in only slightly improved 

punctuality in August. A significant improvement only came in 

October 2018 with the transition to the winter timetable, which 

has considerably fewer flights in Germany and thus reduced 

pressure on German airspace. On average over the year, the 

punctuality of the Passenger Airlines in the Lufthansa Group fell 

to 72 percent (previous year: 77 percent).

 

The airlines of the Lufthansa Group are well prepared thanks to 

comprehensive investments and numerous measures, and they 

have adapted or regulated the flow of processes. But they are 

only able to influence about one-third of the issues themselves. 

Therefore it is even more important that all system partners 

involved make their indispensable contributions to the operative 

stability of air traffic in Germany and Europe.

FOR MORE STABILITY IN FLIGHT OPERATIONS, THE LUFTHANSA GROUP HAS INVESTED 250 MILLION EUROS

For example in:

600 additional employees   
in operating areas

Faster ground handlingImproved communications  
with passengers in the event  

of delays and cancellations

More engine and aircraft 
reserves
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FLIGHT SAFETY AND HEALTH PROTECTION

The Lufthansa Group’s success depends primarily on safe and 

reliable flight operations. The health and safety of passengers, 

crews and employees have the highest priority for the aviation 

group. Therefore, all Lufthansa Group airlines operate a com-

prehensive Safety Management System (SMS).

This includes continuous monitoring of flight operations:  

The Group airlines’ experts track performance ratios, carry out 

audits and inspections, evaluate risks, analyze flight data and 

investigate incidents. All these measures serve the purpose  

of identifying and steering safety-relevant trends at an early 

stage, and guarding against possible undesirable develop-

ments. Beyond the legally required reporting systems, the 

Lufthansa Group operates a low-threshold confidential  

reporting system that is open to all employees.

With regard to their safety management systems, the 

Lufthansa Group’s airlines take their bearings from legal require-

ments such as EU guidelines, as well as regulations issued by 

the European Aviation Safety Agency (EASA) and the U.S. 

Federal Aviation Administration (FAA). In addition, they fulfill all 

standards and recommendations of the International Civil 

Aviation Organization (ICAO). Every two years, independent 

experts audit the safety standards applied Group-wide in an 

IATA Operational Safety Audit (IOSA). All Group airlines fully 

apply the internationally accepted IATA standards for air safety. 

These external benchmarks are supplemented by the 

Lufthansa Group with internal guidelines, in particular the 

Executive Board’s Safety Commitment. These guidelines are 

compiled in the aviation group’s Safety Management Manual 

(SMM) and are additionally included in handbooks concerning 

flight operations, training, maintenance and ground handling 

services. The Executive Board and all managers and employees 

affected by operator regulations fulfill their tasks in accordance 

with the SMM.
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GERMANWINGS FLIGHT 4U9525

Four years after the crash of the Germanwings aircraft on March 24, 2015, 

the unity between all employees of the Lufthansa Group and the bereaved 

around the world remains as strong as ever. It is an important concern for 

the Group to keep alive the memory of the people who lost their lives in the 

accident that occurred in the Alps in southern France, and to support the 

next of kin. Relatives receive continued support in dealing with the effects 

of the accident by means of numerous forms of voluntary assistance 

provided by the Post Emergency Organization (PEO), which was set up 

immediately after the crash. In addition, the PEO coordinates all non-legal 

tasks related to the accident. To provide spaces for grieving, numerous 

private and public places of remembrance have been created since 2015.

The aid fund set up immediately following the crash to support social and 

cultural projects commemorating the victims (see page 74, Balance 2016) 

had already supported more than 53 projects1 by spring 2019. A particular 

priority is giving support to young people who lost one or both parents in 

the crash. Independent of claims for damages, an aid fund of more than 

5 million euros was made available for them to give financial support for an 

academic education or professional training in accordance with their 

preferences and abilities.

The aid fund’s board of trustees, in which representatives of the relatives 

have seats and voting rights, decides on all support initiatives.

Organization and responsibilities

Within the Lufthansa Group, independent departments monitor 

compliance with regulations and processes related to flight 

operations. At every Group airline, the safety management 

system is the responsibility of a safety manager. The safety 

manager reports both to the airline’s management and to the 

Group Safety Pilot, who has Group-wide responsibility for 

evaluating and developing procedures and standards relevant 

to flight safety. He reports directly to the Chairman of the 

Executive Board and CEO of Deutsche Lufthansa AG, 

Carsten Spohr.

Areas of emphasis in 2018

The organizational merger of the areas Security (protection 

from external hazards) and Safety (safe operations and flight 

safety), which began in 2017 was implemented in 2018. This 

change adapted the Group’s safety structures to the matrix 

organization. 

Further process adaptations were implemented in 2018 in this 

area. For example, risk analyses that concern more than one 

airline are now carried out in a standardized process. The 

classification and evaluation of reports, incidents and risk 

analyses have been adapted, which makes them interchange-

able and readies them for further analyses. As a central form of 

documentation, a Group-wide SMM was published, supple-

menting local manuals.

Among other areas of emphasis were the verification and 

safeguarding of the quality offered by wet-lease partners and 

the renewal of IOSA certification.

1 as of March 31, 2019
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Cabin air quality 

The Lufthansa Group has actively participated in investigating 

so-called smell events aboard aircraft for many years. In 

cooperation with national and international authorities, 

associa tions, research institutes and manufactur-

ers, the aviation group supports research on the 

composition of cabin air, the development of 

new innovative technologies and medical 

studies. So far, the Group has invested 

about 2 million euros in investigations and 

information in this area.

In addition, the Lufthansa Group set up a 

Cabin Air Quality Review Board as early as 

2012, whose members represent flight opera-

tions, the Medical Services, Lufthansa Technik, 

technical operations management, Group occupational 

safety and personnel representatives. This interdisciplinary 

committee decides which steps and measures are to be taken 

in this area within the aviation company.

Current studies prove that the air aboard aircraft is innocuous 

and sometimes even of better quality than in offices. For 

example, on March 23, 2017 the European Aviation Safety 

Agency (EASA) presented its final report on a study of cabin 

air quality aboard commercial wide-body aircraft, in which it 

continues to draw the conclusion that there is currently no 

provable correlation between cabin air and health problems. 

Rather, the air quality on measuring flights was comparable to 

the air quality found in ordinary indoor spaces, such as class-

rooms or offices (see page 57, Balance 2017). Earlier measuring 

sequences yielded the same result (see page 71, Balance 2016).

Special HEPA / carbon filters being tested

Additionally, the Lufthansa Group runs its own process tests 

with technical adaptations. For example, since May 2016 the 

aviation company has been testing the use of special 

HEPA / carbon filters. These cabin air recirculation filters 

are equipped with an additional layer of activated 

carbon and are intended to further increase 

cabin air quality by removing volatile sub-

stances and compounds from recirculated 

air more quickly. Lufthansa has already 

equipped numerous aircraft of the 

Airbus A320 family with these filters for 

test purposes, and analyzes cabin air 

quality before and after installation. If the 

filters’ performance turns out convincingly, 

the Lufthansa Group will install them on addi-

tion al aircraft. Furthermore, the Lufthansa Group is 

in discussion with a number of manufactur ers concerning 

a total air filter technology and sensor systems.

Detailed communications and information

The Lufthansa Group covers the topic of cabin air quality 

comprehensively in its internal and external media. Experts 

from the relevant Group departments regularly inform 

em ployees in operational areas at different company locations 

about measurement and research results as well as technical 

analyses and innovations. The Group has presented the 

HEPA / carbon filters several times at product stands in 

Frankfurt and Munich.

Furthermore, cockpit and cabin crew representatives from all 

flying companies within the Lufthansa Group as well as the 

airlines’ personnel and union representatives met on November 

21, 2017 for the first Group-wide Cabin Air Quality (CAQ) Forum 

in Frankfurt. The goal of this internal event was to provide 

and exchange information about measures implemented and 

insights gained so far, as well as on current developments 

concerning cabin air issues. More CAQ Forums are to take 

place in the future.

Cabin Air
Quality
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DATA PROTECTION AND DATA SECURITY

The Lufthansa Group companies collect, process and use 

personal data of customers, shareholders, employees and 

suppliers on a daily basis. For the business processes of the 

passenger airlines in particular, the Group depends on personal 

information about customers. The Lufthansa Group protects 

and secures all data according to the highest standards.

The secure handling of data is the basis for trusting business 

relations and is an increasingly important factor for the Group’s 

success. In addition, handling personal data in conformity with 

data protection legislation safeguards the rights of those whose 

data is involved and protects the Lufthansa Group against 

violations of legal requirements as well as sanctions, fines and 

reputational damage that might result from such cases.

Guidelines and  

organizational foundations

The legally required responsibilities are implemented by the 

Lufthansa Group in an integrated data protection organi  za - 

tion on all levels. The department Group Data Protection  

ensures the application of legal provisions across the entire 

Lufthansa Group. It familiarizes employees with legal require-

ments and regularly conducts data protection audits. In  

ad dition, data protection experts advise individual departments 

concerning the introduction of new systems and the design  

or change of processes. With the taking effect of the EU 

General Data Protection Regulation (EU-GDPR) on May 25, 

2018, the importance of data protection has been increased 

significantly, accompanied by comprehensive documentation 

and reporting obligations.

The framework for data protection within the Lufthansa Group 

is provided by the Group Data Protection Guideline which is 

based on laws such as the EU General Data Protection 

Regulation (EU-GDPR) and Germany’s Federal Data Protection 

Act (FDPA) as well as recognized principles. It defines roles and 

responsibilities, and also provides rules that ensure conduct  

in accordance with data protection requirements across the 

entire Group, make data protection risks transparent and guard 

against them. The Lufthansa Group applies instruments that 

ensure compliance with data protection universally and thus  

a uniform level of data protection. 

Data protection is the responsibility of the Executive Board 

member responsible for Corporate Human Resources and 

Legal Affairs of Deutsche Lufthansa AG (until 31.12.2018 the 

Executive Board member responsible for Finance) and the 

management of the respective Group company. In assuming 

this responsibility, they are supported by the Corporate Data 

Protection department. All companies that are required by law 

to appoint a data protection commissioner have done so. 

Additionally, data protection coordinators were installed in 

companies and process areas. The Group Data Protection Com- 

missioner defines and establishes standards, and the required 

core processes such as guidelines, sample contracts and forms 

with regard to data protection for the entire aviation group.

Furthermore, the Lufthansa Group has established a notifica-

tion process for data protection and data security incidents. 

Complaints and information requests from concerned parties 

are processed in a timely and comprehensive manner within 

internally set deadlines. The Lufthansa Group fulfilled the 

extended reporting obligations according to the EU-GDPR in 

all relevant cases of infringements against data protection. 

These affected customer data and, in individual cases,  

em ployee data. In addition, during the reporting year the  

companies of the Lufthansa Group received inquiries from 

supervisory authorities following complaints from those 

affected. The Group responded completely and conclusively  

to information requests or inquiries from those affected  

concerning the processing of their personal data. 

International data protection regulations

Data protection regulations in other countries play an increas ing 

role for the Lufthansa Group due to its international  

operations. Conflicts arise in the airline industry in particular 

because foreign authorities increasingly request passenger 
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data. However, providing such data would often be contrary to 

European data protection rules (see page 67, Balance 2015). 

Since June 2016, the “EU-US Privacy Shield” has regulated 

data transfers between the EU and the USA (see page 73, 

Balance 2016, and page 59, Balance 2017).

The Lufthansa Group has adapted its existing data protection 

management system to the EU-GDPR and has almost complet-

ed related projects necessary for its introduction within those 

Group companies affected. Nevertheless, individual national 

deviations from this norm will continue to be in application for 

the aviation group, such as those concerning the obligations to 

appoint data protection commissioners and with regard to 

em ployee data protection. In the context of her legal super -

vi sion function, the Group Data Protection Commissioner 

regularly monitors the situation in relation to the EU-GDPR and 

reports to the Executive Board. In 2018, the Group Data 

Protection Commissioner carried out the first verifications of 

Lufthansa companies domiciled in Germany. Insofar as gaps 

existed with regard to individual data protection requirements, 

the data protection experts defined measures to remove them. 

The implementation will be evaluated in the context of the next 

regular verifications of these companies. 

Employee sensibilization and   

targeted training

The Group Data Protection Commissioner supports employees 

and managers by means of training courses, web-based 

training programs and comprehensive communication in under-

standing data protection, its necessity and its principles within 

the Lufthansa Group. This includes important concepts, the 

organization of data protection and specific aspects concerning 

certain areas. The Group Data Protection Commissioner plans 

the necessary training measures as a recommendation, informs 

those responsible about their training obligations and super-

vises – as much as this is technically possible – by means of an 

automated monitoring system and concrete controls, that these 

training obligations are met.

Outlook

For 2019, the Lufthansa Group has planned to further expand 

its data protection organization and the corresponding knowl-

edge within individual departments. Furthermore, the data 

protection experts will evaluate compliance issues in the 

Group’s subsidiaries abroad.

IT security

The increasing digitalization of business processes within the 

Lufthansa Group also increases the necessity of prevention 

against cyber risks (see page 71 f., Annual Report 2018). At the 

Group level, the department IT Strategy & Security is responsi-

ble for implementing requirements concerning data protection 

and IT security. This includes the development of appropriate 

concepts and measures such as e-mail encryption, a cyber 

crime awareness campaign, and protection from criminal activ   -

 ity over the Internet (see page 59, Balance 2017). The risk and 

security management systems as well as selected measures 

are regularly checked by internal auditors.

The steadily increasing threat scenario from cyber attacks 

induced the Lufthansa Group in 2018 to assess the latest 

security status of its IT systems and to implement a compre-

hensive protection program. The goal is to increase the Group’s 

cyber resilience. The three-year cyber-security program adopt ed 

by the Executive Board outlines the Group-wide implementa-

tion of measures in different core areas as well as numerous 

projects. In addition, the Group decided in October 2018 to 

introduce the cyber-security trainings offered to supervisors 

since 2017 as an obligatory measure for all employees in 

managerial positions. The training sessions took place between 

February and May 2019.
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1 Actual fuel consumption in tonnes from flight operations, based on all 

flight events under the respective operative flight number. Recorded are 

consumption values from gate to gate, i. e. including taxiing on the ground, 

holding patterns and detours in the air. 2 For the reporting year 2018, the 

following companies have been included in Balance: Lufthansa (including 

Lufthansa CityLine and Air Dolomiti), SWISS (including Edelweiss Air), 

Austrian Airlines, Eurowings (including Germanwings and Luftfahrtgesell-

schaft Walter), Brussels Airlines and Lufthansa Cargo. Excluding the 

services of third parties as the Company cannot influence their performance 

(see table “Share of third parties”). 3 In part projections 4 Airlines outside 

the scope of consolidation of Balance, but operating services on behalf of 

Lufthansa, for example in the event of capacity bottlenecks. 5 Ferry flights, 

special flights, training flights, test flights, aborted flights. 6 Absolute 

emissions in tonnes resulting from flight operations (all scheduled and 

charter flights). Recorded are consumption values from gate to gate, i. e. 

including taxiing on the ground, holding patterns and detours in the air  

(see explanations on page 111). 7 Excludes road feeder services and partial 

capacity chartered by Lufthansa Cargo, as no fuel consumption and 

emissions values are available for this performance. 8 On the basis of freight 

tonne kilometers (FTKT), transported on both cargo and passenger aircraft.

SPECIFIC FUEL CONSUMPTION OF 

PASSENGER TRANSPORTATION COMPARED 2018 

in liters per 100 passenger kilometers (l / 100 pkm)

2018 2017 Changes in %

Group fleet 2 3.65 3.68 – 0.8

Lufthansa 3.76 3.76 + 0.1

SWISS 3.15 3.19 – 1.3

Austrian Airlines 3.79 3.83 – 1.0

Eurowings 4.00 4.18 – 4.1

Brussels Airlines 3.43 3.62 – 5.5

SHARE OF THIRD PARTIES 4, 7 2018

Flights 5.7 %

Passengers 4.5 %

Tonne kilometers transported, TKT (tkm) 3.5 %

Fuel consumption (tonnes) 3.7 %

CO
2
 emissions (tonnes) 3.7 %

FUEL CONSUMPTION 1 2018

in tonnes

Passengers Freight Total Share

Scheduled flights 2

Lufthansa 4,904,843 1,566,902 6,471,744 60.7 %

SWISS 1,263,938 431,841 1,695,779 15.9 %

Austrian Airlines 669,166 94,351 763,517 7.2 %

Eurowings 747,060 830 747,889 7.0 %

Brussels Airlines 513,029 62,406 575,435 5.4 %

10,254,365 96.1 %

Third parties 4 373,980 21,117 395,098 3.7 %

Other flights 5  20,950 0.2 %

All flights 10,670,412 100.0 %

ENVIRONMENTAL DATA

EMISSIONS 2, 6 2018

in tonnes

Passengers ± 2017 Freight ± 2017 Total ± 2017

CO
2

25,508,811 + 8.9 % 6,792,438 – 1.3 % 32,301,249 + 6.6 %

NO
X

126,975 + 9.0 % 34,452 – 1.4 % 161,427 + 6.6 %

CO 19,622 + 7.5 % 3,575 – 2.6 % 23,197 + 5.8 %

UHC 1,944 + 5.1 % 367 – 2.6 % 2,311 + 3.8 %
FUEL DUMPS 2 2018

2018

Changes compared

to 2017

Events total 26 ±  0

of which medical reasons 10 –  2

  technical reasons 13 + 2

  other reasons 3 ±  0

Quantity 3 820 t + 11 %

2018

2017   9,618,095

2016   9,055,550

2015   8,947,766

2014   8,825,774

in tonnes

FUEL CONSUMPTION 1, 2

10,254,365
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in liters / 100 passenger kilometers (l / 100 pkm)

SPECIFIC FUEL CONSUMPTION 

PASSENGER TRANSPORTATION LUFTHANSA GROUP

3.65

3.84 3.84 3.85 3.68

2014 2015 2016 2017 2018

in liters / 100 passenger kilometers (l / 100 pkm)

SPECIFIC FUEL CONSUMPTION 

PASSENGER TRANSPORTATION LUFTHANSA

3.76

3.88 3.86 3.88 3.76

2014 2015 2016 2017 2018

in liters / 100 passenger kilometers (l / 100 pkm)

SPECIFIC FUEL CONSUMPTION 

PASSENGER TRANSPORTATION EUROWINGS

4.00

4.50 4.45 4.46 4.18

2014 2015 2016 2017 2018

SPECIFIC FUEL CONSUMPTION

FREIGHT TRANSPORTATION 2, 8

in liters / tonne kilometers (l / tkm) 0.266

0.276 0.282 0.280 0.268

2014 2015 2016 2017 2018

in liters / 100 passenger kilometers (l / 100 pkm)

SPECIFIC FUEL CONSUMPTION 

PASSENGER TRANSPORTATION SWISS

3.15

3.48 3.53 3.44 3.19

2014 2015 2016 2017 2018

in liters / 100 passenger kilometers (l / 100 pkm)

SPECIFIC FUEL CONSUMPTION 

PASSENGER TRANSPORTATION AUSTRIAN AIRLINES

3.79

3.87 3.92 4.04 3.83

2014 2015 2016 2017 2018
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in grams / 100 passenger kilometers (g / 100 pkm)

PASSENGER TRANSPORTATION 3

CO
2
 emissions

NO
X
 emissions 

CO emissions 

UHC emissions 

in kilograms / 100 passenger kilometers (kg / 100 pkm)

in grams / 100 passenger kilometers (g / 100 pkm)

in grams / 100 passenger kilometers (g / 100 pkm)

DIRECT AND INDIRECT CO
2
 EMISSIONS  

OF THE LUFTHANSA GROUP COMPARED 1

in tonnes

2018 2017 2016

Scope 1 32,790,778 2

74.4 %

28,949,145

72.6 %

29,250,821

76.4 %

Scope 2 194,059

0.4 %

256,232 

0.6 %

275,161 

0.7 %

Scope 3 11,089,327

25.2 %

10,678,859

26.8 %

8,774,231

22.9 %

1 Scope 1 audited for the reporting year 2018 with the result High Assurance. 

For the first time including Brussels Airlines, Luftfahrtgesellschaft Walter as 

well as further aircraft taken over from Air Berlin. Scope 2 and 3 audited with 

the result Limited Assurance (see page 115). 2 In the version of the report 

published on 6 June 2019, the Scope 1 value was not displayed correctly. The 

value was therefore corrected in the present report on 19 June 2019.  

3 For the reporting year 2018, the following companies have been included 

in Balance: Lufthansa (including Lufthansa CityLine and Air Dolomiti), 

SWISS (including Edelweiss Air), Austrian Airlines, Eurowings (including 

Germanwings and Luftfahrtgesellschaft Walter), Brussels Airlines and 

Lufthansa Cargo. Excluding the services of third parties as the Company 

cannot influence their performance (see table “Share of third parties”,  

page 112). 4 On the basis of freight tonne kilometers (FTKT), transported  

on both cargo and passenger aircraft. 

2018   

2017   9.27

2016   9.71

2015   9.69

2014   9.69

9.19

2018   

2017   46.1

2016   47.0

2015   46.3

2014   45.8

45.8

2018   

2017   7.2

2016   7.1

2015   7.1

2014   7.3

7.1

2018   

2017   0.73

2016   0.68

2015   0.67

2014   0.72

0.70

in grams / tonne kilometers (g / tkm)

FREIGHT TRANSPORTATION 3, 4

CO
2
 emissions

NO
X
 emissions 

CO emissions 

UHC emissions 

in kilograms / tonne kilometers (kg / tkm)

in grams / tonne kilometers (g / tkm)

in grams / tonne kilometers (g / tkm)

2018   

2017   0.68

2016   0.70

2015   0.71

2014   0.70

0.67

2018   

2017   0.4

2016   0.4

2015   0.4

2014   0.4

0.4

2018   

2017   0.04

2016   0.04

2015   0.04

2014   0.04

0.04

2018   

2017   3.4

2016   3.5

2015   3.5

2014   3.4

3.4
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VERIFICATION STATEMENT SCOPE 1– 3 
1

1 In the verification statement published on 6 June 2019, the Scope 1 value was not displayed correctly. The corrected value, with a new verification 

statement, was replaced in the present report on 19 June 2019.
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PERSONNEL DATA

2018

2017 129,424

2016 124,306

2015 120,652

2014 118,781

Lufthansa Group, employees

as of December 31, respectively

EMPLOYEES IN TOTAL 1 

135,534

NUMBER OF EMPLOYEES BY PROFESSIONAL GROUP AND GENDER1

Lufthansa Group, employees as of December 31, 2018

  Female employees    Male employees

Female 

62,161 

Male  

73,373

45.9 %

54.1 %

Apprentices 

1,087

19.9 %

80.1 %

Ground 2 

89,278

37.8 %

62.2 %

Flight 3 

45,169

62.5 %

37.5 %

Cockpit 

10,801

6.2 %

93.8 %

Cabin

34,368

80.2 %

19.8 %

DISTRIBUTION OF EMPLOYEES

Lufthansa Group, employees as of December 31, respectively

2018 2017 Change

Group employees 135,534 129,424 + 4.7 %

of which Network Airlines 51,778 50,190 + 3.2 %

of which Eurowings 9,255 7,501 + 23.4 %

of which Logistics 4,505 4,511 – 0.1 %

of which MRO 23,219 21,502 + 8.0 %

of which Catering 35,512 34,563 + 2.7 %

of which Additional Businesses  

and Group Functions 11,265 11,157 + 1.0 %

JOBS THROUGHOUT THE WORLD

Lufthansa Group, employees as of December 31, 2018

Frankfurt 39,017

Hamburg 10,496

Munich 13,149

Cologne 2,238

Berlin 1,592

Rest of Germany 6,224

Total of Germany 72,716

Rest of Europe 28,979

of which Vienna 7,816

of which Zurich 10,712

Africa / Middle East 2,601

North / Central  

America 19,029

South America 3,187

Asia / Pacific 9,022

PART-TIME EMPLOYMENT 4

Lufthansa Group, in percent as of December 31, respectively

  Female employees    Total    Male employees

50

40

30

20

10

45.0 45.7 43.4 45.3 45.3

28.0 28.8 27.4 28.6 28.8

14.3 14.9 14.0 14.4 14.9

2014 2015 2016 2017 2018

page 116 / Service & information



1 Scope of application: Group scope of consolidation 2 Without apprentices 

3 Consists of cockpit and cabin 4 Scope of application: Group scope of 

consolidation; shares in percent; part-time including partial retirement 

(including blocks of free time); from 2014 including Aerologic (partial consol- 

i dation at 25%) 5 Scope of application: Group scope of consolidation, 

without Sky Chefs, Inc., Wilmington, USA; Western Aire Chef, Inc., 

Wilmington, USA; SCIS Air Security Corporation, Wilmington, USA; 

Sky Chefs De Mexico, S. A. de C. V., Mexico City, Mexico; Lufthansa Malta 

Corporate Finance Limited, St. Julians STJ, Malta; Lufthansa Malta Working 

Capital Solutions Limited, St. Julians STJ, Malta; LSG Sky Chefs Solutions 

Asia Limited, Hong Kong, China; LSG Sky Chefs Sverige AB, Stockholm, 

Sweden; Lufthansa Technik Component Services LLC, Tulsa, USA; 

Lufthansa Technik North America Holding Corp., Tulsa, USA; BizJet 

International Sales & Support, Inc., Tulsa, USA; Lufthansa Technik Shannon 

Limited, Claire, Ireland; LSG Sky Chefs Supply Chain Solutions, Inc., 

Wilmington, USA; Lufthansa Malta Aircraft Leasing Ltd., St. Julians, Malta; 

LHAMI LEASING LIMITED, Dublin, Ireland; LSG Sky Chefs Danmark A / S, 

Dragør, Denmark; Inflight Catering Services Limited, Dar es Salaam, 

Tanzania; Constance Food Group, Inc., New York, USA; LSG Sky Chefs 

Spain, S. A., Madrid, Spain; MIM IFE Limited, Dublin, Ireland

AVERAGE AGE 5

Lufthansa Group, in years as of December 31, respectively

  Male employees    Total    Female employees

45

40

43.1 43.3 43.4 43.5 42.1

42.3 42.3 42.2 42.2 41.5

41.3 41.3 40.9 40.9 40.8

2014 2015 2016 2017 2018

AGE STRUCTURE 5

Lufthansa Group, in percent as of December 31, 2018

60 and older 4.7

55 – 59 10.1

50 – 54 15.2

45 – 49 13.2

40 – 44 13.0

35 – 39 12.5

30 – 34 12.1

25 – 29 11.0

20 – 24 7.3

18 – 19 0.8

15 – 17 0.1

SHARE OF WOMEN IN MANAGEMENT POSITIONS (WORLDWIDE)

Lufthansa Group, in percent as of December 31, respectively

20

15

10

5

14.2 14.9 15.6 15.1 15.9

2014 2015 2016 2017 2018

SHARE OF WOMEN WITH STAFF RESPONSIBILITY (WORLDWIDE)

Lufthansa Group, in percent as of December 31, respectively

50

40

30

20

35.1 33.9 34.1 35.0 32.5

2014 2015 2016 2017 2018
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Carbon monoxide (CO)

Chemical compound consisting of one carbon and one oxygen 

atom, formed in the incomplete combustion process of sub-

stances containing carbon. For aircraft engines, the level of CO 

emissions depends greatly on the thrust level: The emissions 

per kilogram of fuel burned are higher at idle settings, while 

taxiing, and on approach than during the climbing and cruising 

phases.

CDP (previously Carbon Disclosure Project)

The CDP is an independent nongovernmental organization with 

a current membership of more than 525 institutional investors 

worldwide. Founded in 2000, this initiative gathers annual data 

and information on CO
2
 emissions, climate risks as well as 

reduction goals and strategies on behalf of investors from 

corporations and organizations by means of standardized 

questionnaires, which are completed on a voluntary basis. In 

2018, 7,000 companies and organizations published their 

greenhouse gas emissions and other environmentally relevant 

performance ratios in this way. The CDP administers the 

world’s largest database of its kind. Investors use this data to 

assess long-term opportunities and risks for the companies in 

their portfolios, to determine their investment strategy and to 

develop investment products and indices. ↗ www.cdp.net

Chapter 4 and Chapter 14 aircraft 

The ICAO distinguishes between different noise standards, 

which are defined in related chapters of Annex 16 to the 

Convention on International Civil Aviation. The Environmental 

Committee (CAEP) of the ICAO agreed on the Chapter 4 noise 

standard in September 2001, according to which all aircraft 

newly certified since 2006 must remain cumulatively below the 

Chapter 3 noise levels by 10 decibels or more. In 2014, the 

ICAO agreed on the new Chapter 14 noise standard, which 

requires that aircraft must cumulatively remain 17 decibels 

below the Chapter 3 noise levels. This standard is initially 

applied to new aircraft with a maximum takeoff weight of more 

than 55 tonnes that are certified after December 31, 2017.  

For aircraft below this weight the new certification values are 

applied from December 31, 2020.

CO – see “Carbon monoxide”

CO
2
 – see “Carbon dioxide”

A

Aerosols

Aerosols are solid and / or liquid particles that are suspended  

in the air. They reach the atmosphere by means of natural 

processes (wind, desert storms, volcanic eruptions) or human 

activities (combustion of biomass and fossil fuels). The most 

important aerosols are mineral dust, sea salt, cellular (bio-

logical) particles, soot, organic compounds, and sulfates.  

From a climatic perspective, aerosols are the opponents of 

greenhouse gases, as they can reflect incident light and  

thus have a cooling effect.

ATM – Air Traffic Management

Air traffic management ensures both the safe and the efficient 

movement of aircraft in all phases of operations.

Atmosphere 

Mass of air surrounding the Earth. It is divided into various 

layers, which are separated from one another by significantly 

different vertical temperature distributions. Important for air 

traffic are the two lower layers: the troposphere and, above it, 

the stratosphere. The troposphere’s upper boundaries vary 

depending on season and latitude. They lie at altitudes of 16 to 

18 kilometers above sea level at the equator, and at eight to  

12 kilometers above sea level at the poles. The temperature in 

the tropopause, the transition layer between troposphere and 

stratosphere, drops to about minus 60 degrees Celsius. It rises 

again in the stratosphere.

C

Carbon dioxide (CO
2
) 

Gas resulting in nature from the burning or decomposition of 

organic substances (e.g. plant material). The greenhouse gas 

CO
2
 remains in the atmosphere for about 100 years. Scientists 

attribute the increase in atmospheric CO
2
 over the last 100 

years to the burning of fossil fuels (e.g. coal, oil, natural gas)  

by humans. Per tonne of fuel, 3.15 tonnes of CO
2
 result from the 

combustion process. Currently, 2.83 percent of the CO
2 
emissi-

ons due to human activities are caused by global air traffic. 

(Source: International Energy Agency (IEA) 2018, 2016 values)

GLOSSARY

page 118 / Service & information



D

Decibel (dB)

Measuring unit for the intensity and pressure of sound. The 

difference in intensity between the softest sound the human 

ear can perceive and the pain threshold is 1 : 10 trillion. To 

depict this enormous range objectively, acoustics uses the 

logarithmic decibel scale. On this scale, the value “0” is as-

signed to the perception threshold (for a sound of 1,000 Hz) 

and the pain threshold at the value “130”. An increase of 10 dB 

corresponds to a tenfold increase in sound intensity. For the 

perceived volume, a difference of 10 dB corresponds to half or 

double the volume. However, the human ear is not equally 

sensitive across the entire range of frequencies. Low and high 

sounds are not perceived as being equally loud even at the 

same intensity. For measurements, this difference is equalized 

and noted accordingly. The best known such notation is the  

A value, marked by the index dB(A). To measure aircraft noise, 

the EPNdB (Effective Perceived Noise Decibel) unit is used 

internationally.

E

EBIT

Financial indicator; it denotes earnings before interest and 

taxes. From financial year 2015 it has been used as the central 

earnings indicator. It is calculated from total operating income 

minus operating expenses plus the result from equity 

investments.

EMAS – Environmental Management and Audit Scheme 

European regulations concerning environmental management 

and certification; colloquially referred to as EU eco-audit 

regulations.

Equivalent continuous noise level (Leq) 

The Leq is a measure for the energetic average of all sound 

pressure levels over a defined period of time. All sound events 

that differ in intensity and duration are summarized according 

to mathematical rules. The resulting average value is an  

accepted and proven measurement of the noise quantity 

occurring over an observed time interval.

F

Freight performance (FTKO / FTKT)

Airlines distinguish between freight performance offered 

(FTKO, freight tonne kilometers offered) and its sold freight 

performance (FTKT, freight tonne kilometers transported).  

See also “Tonne kilometers”.

Fuel dump 

Dumping of fuel in flight due to emergency situations to 

reduce a long-haul aircraft’s weight to the maximum permissi-

ble landing weight before unscheduled landings (e.g. in the 

event of technical problems or serious passenger illness). 

Special air space is assigned to the aircraft, if possible above 

uninhabited or thinly populated areas. Fuel is usually dumped 

at altitudes of 4 to 8 kilometers. A minimum altitude of 1,800 

meters and a minimum speed of 500 km / h are required. The 

aircraft may not fly a fully closed circle. The dumped kerosene 

is released from outlet vales and forms a fine mist behind the 

aircraft. So far, no contamination has been detected in plant  

or soil samples after fuel dumps.

G

Great-circle distance 

The shortest distance between two points on the Earth’s 

surface, measured in kilometers (great circle kilometers) or 

nautical miles. The center of a great circle is the center of  

the Earth.

Greenhouse gases 

Gaseous substances that contribute to the greenhouse effect 

and have both natural and human (anthropogenic) causes.  

The most important natural greenhouse gases are water vapor 

(H
2
O), carbon dioxide (CO

2
), and methane (CH

4
); the most 

important anthropogenic greenhouse gases are carbon dioxide 

from the combustion of fossil fuels and methane, primarily 

from agriculture and industrial livestock farming. Other artificial 

greenhouse gases are nitrous oxide (N
2
O), fluorocarbons (FCs 

and HFCs), sulfur hexafluoride (SF
6
), and chlorofluorocarbons 

(CFCs).
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H

Hub

In air transport, a hub is a central traffic point or an airline’s 

transfer airport. Passengers and freight are transported from 

their point of departure to one of the airline’s “home airports” 

(hub). From there, they are carried to their destination by a 

second flight alongside passengers and freight from other 

departure points, but with the same destination.

I

IATA – International Air Transport Association

The umbrella organization of international commercial aviation. 

↗ www.iata.org

ICAO – International Civil Aviation Organization 

A United Nations agency that develops internationally binding 

norms for civil aviation. ↗ www.icao.int

ILO standards

Work standards of the International Labor Organization, which 

include, among others, the bans on child labor, forced labor, 

and discrimination as well as the fundamental right of freedom 

of association for employees.

ISO 14001 – 

International environmental management system

Companies thereby receive an effective instrument that allows 

them to take environmental aspects into consideration in 

decisions relating to corporate policies and to continuously 

improve the situation of environmental care in relation to all 

daily tasks. ↗ www.iso.org

M

MRO 

Acronym standing for maintenance, repair, and overhaul of 

aircraft.

MTOW 

Acronym standing for maximum takeoff weight of an aircraft.

N

Nitrogen oxides (NO
X
) 

Chemical compounds consisting of one nitrogen and several 

oxygen atoms. NO
X
 is defined as the sum of NO and NO

2
 

compounds. Natural sources include lightning and microbes in 

the soil. Nitrogen oxides are also generated in combustion 

processes under high pressures and temperatures. Both of 

these parameters have been increased in modern aircraft 

engines to significantly reduce fuel consumption as well as 

emissions of carbon monoxide and unburned hydrocarbons. 

However, future combustion chambers of an advanced design 

could help reduce NO
X
 emissions by 85 percent. Air traffic 

contributes 2 to 3 percent of man-made NO
X
 emissions. 

Climate models show that nitrogen oxides have increased the 

concentration of ozone at cruising altitudes by a few percentage 

points.

Noise-related charges

Airports charge noise-related fees in the context of their tariffs. 

These reward airlines for operating quiet aircraft, while there 

are significant surcharges for noisy aircraft. In Europe, noise- 

related charges have become an important noise reduction 

instrument for areas surrounding airports.

NO
X
 – see “Nitrogen oxides”

O

OHSAS 18001 – 

Occupational Health and Safety Assessment Series

Job safety management system developed by the British 

Standards Institution in cooperation with international  

certification organizations.

Ozone 

Oxygen molecule consisting of three atoms, formed in the 

stratosphere as well as in the troposphere at lower altitude.  

The ozone layer located in the stratosphere has an important 

protective function, as it absorbs harmful ultraviolet light. 

However, it is broken down massively by chlorofluorocarbons 

(CFCs), which led to the formation of the ozone hole. In the 

troposphere, ozone is formed from numerous precursor sub-

stances under the influence of sunlight. Summer smog lowers 

the air quality and irritates the mucous membranes. Nitrogen 

oxide emissions from current levels of air traffic at cruising 
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altitudes cause – analogous to summer smog – an increase in 

atmospheric ozone estimated by scientists at 3 to 4 percent  

on the heavily-flown North Atlantic routes.

P

Passenger kilometer (PKO / PKT) 

Measure for transport performance in passenger carriage 

(number of passengers multiplied by distance flown). A  

distinction is made between available transport performance 

(PKO, passenger kilometers offered, or, synonymously, SKO, 

seat kilometers offered) and actual transport performance 

(PKT, passenger kilometers transported).

S

Seat kilometer 

Measure of the transport capacity available (SKO, seat  

kilometers offered).

T

Tonne kilometer (TKT / TKO) 

Measure of transport performance (payload multiplied by 

distance). A distinction is made between available transport 

performance (TKO, tonne kilometers offered) and the actual 

transport performance (TKT, tonne kilometers transported). In 

calculating payloads, passengers are taken into account by 

means of a statistical average weight.

U

UHC – Unburned hydrocarbons

Organic mixture of carbon and hydrogen that results from the 

incomplete combustion of fuels containing hydrocarbons or 

from the evaporation of fuel.

W

Water vapor 

The most important greenhouse gas, even ahead of carbon 

dioxide. Without the natural greenhouse effect, the tempera-

ture on the Earth’s surface would be minus 18 degrees Celsius. 

Water vapor and other greenhouse gases increase the mean 

temperature on Earth to plus 15 degrees Celsius. Natural water 

vapor is responsible for almost two-thirds of the natural  

greenhouse effect (33 degrees Celsius). For each kilogram of 

kerosene burned, 1.24 kilograms of water vapor are released. 

Concerns that current air traffic volumes might increase the 

concentration of water vapor in the stratosphere and thus 

change the climate have been refuted by scientific research. 

The German Aerospace Center (DLR) concluded that with 

today’s flight routing/flight altitudes even a one hundred-fold 

increase in the quantity of water vapor emitted by air traffic 

would not result in a detectable climatic signal.

Wet Lease

Leasing of aircraft from another airline, including cockpit and 

cabin crews as well as maintenance and insurance.
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GRI CONTENT INDEX 
↗ GRI 102-55

This report has been prepared in accordance with the GRI 

Standards: Core option. For the Materiality Disclosures Service, 

GRI Services reviewed that the GRI content index is clearly 

presented and the references for Disclosures 102-40 to 102-49 

align with appropriate sections in the body of the report.  

All of the GRI Standards listed in the GRI Content Index below 

were published in 2016.

GRI STANDARD DISCLOSURE TITLE PAGE NUMBER AND / OR URL / EXPLANATION

GRI 101: Foundation

GRI 102: General Disclosures

Organizational profile

GRI 102-1 Name of the organization Deutsche Lufthansa AG

GRI 102-2 Activities, brands, products, and services   page 4 f.

GRI 102-3 Location of headquarters   Deutsche Lufthansa AG is filed in the Commercial Register of Cologne 

District Court under HRB 2168 and has its headquarters in Cologne, 

Germany. The majority of Group functions are located in Frankfurt and 

Munich.

GRI 102-4 Location of operations  page 4 f. 

The airports served by Lufthansa Group airlines during the reporting year 

are located in more than 100 countries.

GRI 102-5 Ownership and legal form  Annual Report 2018, page 10

The shareholder structure, updated quarterly, can be accessed at:  

www.lufthansagroup.com/investor-relations

GRI 102-6 Markets served page 14 

Given their materiality, the information presented in the sustainability 

report refer to the worldwide route network of the Lufthansa Group airlines.

GRI 102-7 Scale of the organization page 2, page 4

Annual Report 2018, overview of performance indications, front cover 

page. For the Group consolidated balance sheet see page 102 f.

GRI 102-8 Information on employees and other workers   page 116 f.

No separation by gender and by region, as this data is not control relevant.

No description of staff by employees and staff subject to directives, and no 

indication of the share recognized as permanent freelance employees, and 

employees and staff subject to directives of contractual partners.

GRI 102-9 Supply chain  Balance 2018, page 8 f.; page 41 

In this report, the primary focus is on the product “flying” without 

upstream and downstream processes.

GRI 102-10 Significant changes to the organization and its supply 

chain

page 1

For changes in the scope of consolidation in 2018, see Annual Report 

2018, table page 180. The Lufthansa Commercial Holding GmbH acquired 

all shares in Luftfahrtgesellschaft Walter (LGW) effective January 9, 2018. 

For the reporting year 2018, reporting on fuel consumption and emissions 

therefore also includes LGW. On April 1, 2019, LGW changed over to 

Zeitfracht Gruppe.

GRI 102-11 Precautionary Principle or approach  The management of opportunities and risks is integrated in all business 

processes, see Annual Report 2018, page 61 ff. The Group risk manage-

ment system has included the effects of business activities on the 

non-financial aspects since 2017; this was updated in 2018.

GRI 102-12 External initiatives page 32, 35

An overview of the most important, voluntarily supported initiatives can 

be accessed at: www.lufthansagroup.com/responsibility

GRI 102-13 Membership of associations An overview of the most important, voluntarily supported initiatives can 

be accessed at: www.lufthansagroup.com/responsibility
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GRI STANDARD DISCLOSURE TITLE PAGE NUMBER AND / OR URL / EXPLANATION

Strategy

GRI 102-14 Statement from senior decision-maker page 3

GRI 102-15 Key impacts, risks, and opportunities Annual Report 2018, page 61 ff.

Ethics and integrity

GRI 102-16 Values, principles, standards, and norms of behavior page 32, 35 f. 

The Executive Board of Deutsche Lufthansa AG adopted a Code of 

Conduct in 2017 that serves as a basis for the Lufthansa Group’s value 

system. It is binding for all bodies, executives and employees of the 

Lufthansa Group. Beyond that, a number of Company-internal guidelines 

complement the principles and standards of conduct anchored in the 

Code of Conduct. This includes in particular the Lufthansa Group 

Compliance Program, see page 35

Governance

GRI 102-18 Governance structure As of January 1, 2019, the Executive Board was expanded from five to six 

members with the creation of a new area of responsibility, “Airline 

Resources & Operations Standards”, see Annual Report 2018, page 13.

Stakeholder engagement

GRI 102-40 List of stakeholder groups page 27

GRI 102-41 Collective bargaining agreements page 82

GRI 102-42 Identifying and selecting stakeholders page 27

GRI 102-43 Approach to stakeholder engagement page 27 – 29

GRI 102-44 Key topics and concerns raised page 27 – 31

For customer satisfaction value, see page 99

Reporting practice

GRI 102-45 Entities included in the consolidated financial 

statements

page 111

Composition of the Group, see Annual Report 2018, page 179. A list of 

major subsidiaries, joint arrangements and associated companies can be 

found in the Annual Report, page 194 – 201.  

The consolidated financial statements can be accessed at:  

www.lufthansagroup.com/investor-relations

GRI 102-46 Defining report content and topic Boundaries page 29

GRI 102-47 List of material topics page 30 – 31

GRI 102-48 Restatements of information page 111 

During the reporting year 2018, Luftfahrtgesellschaft Walter was included.

GRI 102-49 Changes in reporting In the current report, the sub-chapters “Ability to transform” and 

“Operational stability” were added for the first time, given the high level 

of relevance of both non-financial topics.

GRI 102-50 Reporting period / Reporting cycle page 1

GRI 102-51 Date of most recent report page 1

GRI 102-52 Reporting cycle page 1 (yearly)

GRI 102-53 Contact point for questions regarding the report page 134

GRI 102-54 Claims of reporting in accordance with the

GRI Standards

page 1, page 122

GRI 102-55 GRI Content Index page 122 ff.

GRI 102-56 External assurance page 115 

In this report, the Scope 1–3 emissions data were subjected to an  

external audit. In addition, the Lufthansa Group published a combined 

non-financial report for the financial year 2018 in its Annual Report.  

This combined non-financial report was the subject of a voluntary  

limited assurance engagement in accordance with ISAE 3000 (revised). 

The management approaches and concepts published in it were  

adopted for this report and complemented with supplementary 

information.

LUFTHANSA GROUP / Sustainability Report Balance / Issue 2019 / page 123



GRI STANDARD DISCLOSURE TITLE PAGE NUMBER AND / OR URL / EXPLANATION

Material Topics

Economic performance

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 25 ff.

Annual Report 2018, page 16 ff.

GRI 201: Economic performance

GRI 201-1 Direct economic value generated and distributed page 2

Annual Report 2018, notes to the consolidated financial statements,  

page 106 ff.

Anti-corruption

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 36 ff.

GRI 205: Anti-corruption

GRI 205-1 Operations assessed for risks related to corruption page 37

GRI 205-2 Communication and training about anti-corruption 

policies and procedures

page 37 

No further breakdown available.

Sustainable innovation, research and development

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 46 f. 

The Lufthansa Group and its subsidiaries, both individually and across 

business segment boundaries, continously work on product innovations 

as well as research and development projects. 

Energy

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 49 ff., page 54 ff., page 65

GRI 302: Energy

GRI 302-1 Energy consumption within the organization page 113 f.

In line with the aspect of materiality, the product of “flying” is primarily 

considered without upstream and downstream processes. Therefore, the 

focus of reporting is on the fuel consumption and CO
2
 emissions of the 

Lufthansa Group airlines. 

In addition, there is comprehensive reporting on the participation  

in the CDP climate change report, see: www.cdp.net

GRI 302-3 Energy intensity page 111  

The performance indicator for carrying a passenger over a distance of  

100 kilometers is: liters per 100 passenger kilometers (l / 100 pkm).

GRI 302-4 Reduction of energy consumption page 63

GRI 302-5 Reductions in energy requirements of products and 

services

page 54 ff.

The Lufthansa Group increased the fuel efficiency (l / 100 pkm) in 2018

by 0.8 percent compared to 2017.

Emissions

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 54 ff.

GRI 305: Emissions

GRI 305-1 Direct (Scope 1) GHG emissions page 55, page 114 

GRI 305-2 Energy indirect (Scope 2) GHG emissions page 55, page 114 

GRI 305-3 Other indirect (Scope 3) GHG emissions page 55, page 114 
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GRI STANDARD DISCLOSURE TITLE PAGE NUMBER AND / OR URL / EXPLANATION

GRI 305-4 GHG emissions intensity page 56 f. 

Values for specific CO
2
 emissions in kilograms 

per 100 passenger kilometers (kg / 100 pkm)

GRI 305-5 Reduction of GHG emissions page 61 ff.

Supplier Environmental Assessment

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 41 

GRI 308: Supplier Environmental Assessment

GRI 308-1 New suppliers that were screened using

environmental criteria

page 41

The project for Group-wide, standardized and structured supplier 

screening continues to be implemented.

Active noise abatement

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 69 ff.

Performance indicator Number of aircraft that meet the 10-dB criterium of  

the ICAO Chapter 4 standard.

page 129

Employment

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 73 ff. 

GRI 401: Employment

GRI 401-3 Parental leave The compatibility of work and private life is an important element for the 

Lufthansa Group to provide long-term support to employees to maintain 

their ability to work and perform. During the reporting year, 28.6 percent  

of the Lufthansa Group’s employees worked part-time, 72.9 percent of 

whom were women. Furthermore, numerous employees took family leave. 

A nuanced analysis of return rates is currently not yet possible, but is  

targeted for the future.

Labor / management relations

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 82 f.

GRI 402: Labor / management relations

GRI 402-1 Minimum notice periods regarding operational 

changes

In accordance with the stipulations of Industrial Relations Law and in the 

sense of an active social partnership, the responsible bodies of code - 

termination and the Company’s publics are informed at an early stage.

Performance indicator Engagement Index (EI) page 83

Performance indicator Leadership Index (LI) page 83

Ability to transform

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 74 ff.

Occupational health and safety

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 88 f.
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GRI STANDARD DISCLOSURE TITLE PAGE NUMBER AND / OR URL / EXPLANATION

GRI 403: Occupational health and safety

GRI 403-1 Workers representation in formal joint management-

worker health and safety committees

In Germany, work protection committees that include representatives  

of employees and employer are active at all relevant locations of the 

Lufthansa Group. They jointly optimize processes and agree on measures 

to improve work protection. All employees in Germany are represented in 

work protection committees.

GRI 403-4 Health and safety topics covered in formal

agreements with trade unions

The Medical Services and occupational safety provide comprehensive 

advice to employer and employee representations, for example in  

the context of implementing legal requirements or concluding collective 

agreements. Both departments are represented in numerous health- 

related committees of the employee representations of the different 

Lufthansa companies.

Performance indicator Health Index page 88

Training and education

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 85 f.

GRI 404: Training and education

GRI 404-3 Percentage of employees receiving regular perfor-

mance and career development reviews

page 85

Diversity and equal opportunity

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 76 ff. 

GRI 405: Diversity and equal opportunity

GRI 405-1 Diversity of governance bodies and employees The composition of the governance bodies is monitored with regard to the 

share of women and used for targeted control. An extension of this view 

to further diversity criteria, such as age and internationality, is planned as 

a perspective for management positions and the Executive Board / top 

management. Further differentiation is currently not control relevant for 

the Lufthansa Group. 

GRI 405-2 Ratio of basic salary and remuneration of women to men Internally, the concept of equal opportunities has been anchored in works 

agreements for a long time. The principle of “Same pay for the same 

performance” has been practiced at the Lufthansa Group since the 1970s. 

Collective pay agreements and company non-tariff remuneration systems 

that can be consulted by all employees are proof of this approach.  

The “Report on equality and and equal remuneration” was produced for 

Deutsche Lufthansa AG in accordance with articles 21 and 22 EntgTranspG 

and published on the Internet. Apart from a statistical part, it contains 

information about measures to promote the equality between men and 

women and their effects as well as measures to ensure equal remunera-

tion for men and women. www.lufthansagroup.com/responsibility

Freedom of association and collective bargaining

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 82 f.

GRI 407: Freedom of association and collective bargaining

GRI 407-1 Operations and suppliers in which the right to freedom 

of association and collective bargaining may be at risk

For the reporting year it is assumed that no business activity of the 

Lufthansa Group posed a risk for the employees’ free exercise of their 

rights concerning the freedom of association and collective bargaining.
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GRI STANDARD DISCLOSURE TITLE PAGE NUMBER AND / OR URL / EXPLANATION

Human Rights Assessment 

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 32, page 38 ff. 

GRI 412: Human Rights Assessment

GRI 412-1 Operations that have been subject to human rights 

reviews or impact assessments

page 40

Supplier Social Assessment

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 41 

GRI 414: Supplier Social Assessment

GRI 414-1 New suppliers that were screened using

social criteria 

page 41

The project for Group-wide, standardized and structured supplier 

screening continues to be implemented.

Customer health and safety

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 105 ff.

GRI 416: Customer health and safety

GRI 416-1 Assessment of the health and safety impacts of 

product and service categories

page 105 ff.

Customer Privacy 

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 108 f.

GRI 418: Customer Privacy 

GRI 418-1 Substantiated complaints concerning breaches of 

customer privacy and losses of customer data

page 108

Service and customer centricity

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 98 ff.

Performance indicator Customer satisfaction value page 99

Operational stability

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 103 f.

Performance indicator Departure punctuality page 104

Corporate citizenship

GRI 103: Management approach 

GRI 103-1, GRI 103-2,  

GRI 103-3

Explanation of the material topic and its Boundary / 

The management approach and its components / 

Evaluation of the management approach

page 90 ff.

Performance indicator Number of people supported worldwide page 94
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Active fleet of the Lufthansa Group on October 27, 2018, in EPNdB

The Lufthansa Group determines the effect of modernization 

concerning noise abatement of the operative fleet by means of 

the performance indicator “number of aircraft that meet or 

exceed the so-called ‘minus-10dB criterium’ set by the 

ICAO Chapter 4 standard”. This standard defines noise limits 

and stipulates that all aircraft newly licensed from 2006 to the 

end of 2017 must cumulatively fulfill the older Chapter 3 noise 

limits by a margin of 10 decibels or more. This “minus-10EPNdB 

criterium” (Effective Perceived Noise dB) is signified by the 

vertical broken line in the overview to the left. In 2018,  

99.6 percent of the aircraft – thus virtually the entire operational 

Group fleet – met this criterium.

The limits depend on the aircraft’s maximum takeoff weight 

and number of engines. The bar chart indicates the sum of the 

differences between the measured value and the threshold 

value at the three measuring points by type of aircraft 

(cumulated margin). Where necessary, the values are based on 

the reduced maximum takeoff weight prevailing in flight 

operations. The individual noise certificate data of all Group 

aircraft is included in the evaluation methodology. Different 

versions of an aircraft and its engines by year of construction 

are thus better taken into account. Accordingly, the value 

ranges from the lowest to the highest cumulated margin are 

indicated for many fleets. The analysis also takes into account 

any modifications to aircraft or engines that have been made in 

the meantime, thereby leading to modified noise data and 

cumulated margins in certain cases. Furthermore, additions and 

withdrawals in individual fleets lead to changes in the value 

ranges reported.

The data to calculate the indicator is gathered on the qualifying 

date “end of summer timetable”. Due to seasonal requirements, 

the fleet is largest at this point, which makes the measurement 

of the largest noise-related “footprint” possible. Accordingly, 

all aircraft in the possession of the individual flight-operating 

companies at the qualifying date are taken into account for the 

calculation of the performance index.

*  ICAO Chapter 4 limit, which has been effective for a new 

aircraft since 2006: – 10 EPNdB when compared to chapter 3.

MOST STRINGENT NOISE STANDARDS

FOR THE LUFTHANSA GROUP’S FLEET

MARGIN BELOW THE NOISE LIMIT OF ICAO CHAPTER 3 AND CHAPTER 4

Grouping of aircraft types according to MTOW (maximum 

takeoff weight): ● under 50 t  ● 50 to 150 t  ● more than 150 t

This division generally corresponds to a grouping of regional, 

continental, and intercontinental aircraft.

– 10.0 *
0

A330-200 SN  – 13.9 / – 14.0

A330-200 EW  – 12.8 

A330-300 LH  – 18.4 

A330-300 LX  – 18.4

A330-300 WK  – 18.3 / – 18.4

A330-300 SN  – 14.0 / – 18.4

A340-300 LH / CL  – 22.7

A340-300  SN  – 22.7

A340-300 LX / WK  – 22.1

A340-600 LH  – 23.0

A350-900 LH  – 32.3 

A380-800 LH  – 25.8 / – 26.7

B747-400 LH  – 13.6

B747-8 LH  – 25.6

B767-300 OS  – 16.5 / – 16.9

B777-200 OS  – 20.9 / – 21.1

B777-300 LX  – 16.0 

B777F LH  – 17.0 

MD-11F LH  – 13.4 / – 13.6

A319-100 LH  – 15.3 / – 19.3

A319-100 LX  – 17.4/ – 19.8

A319-100 EW  – 18.2/ – 19.4

A319-100 OS  – 19.3

A319-100 4U  – 17.5 / – 19.4

A319-100 SN  – 18.7 / – 21.2

A320-200 LH  – 13.5 / – 29.8

A320-200 LX  – 14.1 / – 16.0

A320-200 WK  – 14.3 / – 14.4

A320-200 OS  – 15.0 / – 16.0

A320-200 4U  – 13.5

A320-200 EW  – 15.0 / – 17.3

A320-200 SN  – 14.9 / – 15.4

A321-100 LH  – 15.5

A321-100 LX  – 10.0 / – 11.5

A321-100 OS  – 11.5

A321-200 LH  – 14.1 / – 15.1

A321-200 LX  – 14.4 

A321-200 OS  – 9.3

Bombardier CS100 LX  – 28.3 

Bombardier CS300 LX  – 26.6 

Bombardier CRJ900 CL  – 16.6

Bombardier DHC8-400 OS  – 23.9 / – 25.9

Bombardier DHC8-400 EW  – 23.6 / – 25.6

Embraer 190 CL  – 15.2

Embraer 195 CL  – 14.8

Embraer 195 EN  – 14.8

Embraer 195 OS  – 14.8 / – 15.3

LH = Lufthansa, Lufthansa Cargo

SN = Brussels Airlines

CL = Lufthansa CityLine

4U = Germanwings

EN = Air Dolomiti

EW = Eurowings

LX  = SWISS

OS = Austrian Airlines

WK = Edelweiss Air
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Airbus A340-600 LH: 18 aircraft, 297 seats, 12,900 km range

Airbus A350-900 LH: 12 aircraft, 293 seats, 12,650 km range

Boeing 747-400 LH: 13 aircraft, 371 seats, 11,850 km range

Airbus A380-800 LH: 14 aircraft, 509 seats, 12,400 km range

Lufthansa and regional partners

 THE OPERATING FLEET OF THE LUFTHANSA GROUP 
1

AS OF DECEMBER 31, 2018

Airbus A330-300 LH: 18 aircraft, 236 seats, 9,850 km range

Airbus A321-100 / 200 LH: 63 aircraft, 200 seats, 2,600 km /  4,150 km range

Airbus A320neo LH: 16 aircraft, 180 seats, 3,000 km range

Airbus A320-200 LH: 72 aircraft, 168 seats, 3,200 km range

Airbus A340-300 LH: 9 aircraft, 283 seats, 11,800 km range

CL: 6 aircraft, 300 seats, 11,500 km range

Boeing 747-8 LH: 19 aircraft, 364 seats, 13,000 km range

1 Operated by companies of the Lufthansa Group.  

2 Two A340-300s operated by Brussels Airlines. These aircraft are part of the Eurowings fleet.

Embraer 190 CL: 9 aircraft, 100 seats, 3,500 km range

Embraer 195 CL: 5 aircraft, 120 seats, 2,300 km range

EN: 12 aircraft, 120 seats, 2,300 km range

Airbus A319-100 LH: 30 aircraft, 138 seats, 3,350 km range

Bombardier CRJ900 CL: 35 aircraft, 90 seats, 2,100 km range

SWISS and Edelweiss Air

Airbus A330-300 LX: 14 aircraft, 236 seats, 9,850 km range





PRIZES AND AWARDS 2018 / 19

Every year, the Lufthansa Group and its subsidiaries receive 

numerous prizes and awards. Here is a selection:

2018

• At the Business Travel Awards 2018, Lufthansa received the 

award “Best Long-haul Airline”. Group company AirPlus was 

honored for the “Best Corporate Payment Product”.

• The IATA gave the Fast Travel Platinum Award to 

Austrian Airlines’ mobile self-services.

• SWISS was honored with the Randstad Award 2018 as most 

attractive employer in Switzerland.

• At the ADC Awards (Art Directors Club für Deutschland e. V.), 

Germany’s most important advertising award ceremony, 

Lufthansa received a total of 15 prizes, including one for the 

#LifeChangingPlaces campaign.

• In a Germany-wide consumer survey conducted by 

Deutschland test analysis and consulting house ServiceValue 

on the topic of sustainability, Lufthansa ranked first in the 

category “Airlines” and achieved the rank of “Test Winner”.

• Lufthansa Systems was honored for BoardConnect with  

the Onboard Hospitality Award in the category “Best Use  

of Onboard Technology”.

• Lufthansa was distinguished at the Business Traveller  

Middle East Awards as “Best European Airline Serving the 

Middle East”.

• Lufthansa Technik won the “Red Hat Innovation Award”  

for the IT platform AVIATAR.

• At the Dublin Aviation Summit 2018, Lufthansa Technik  

won three Aviation 100 MRO Global Awards: “Independent 

MRO of the Year”, “Component MRO Provider of the Year”  

and “Aircraft Technical Manager of the Year”.

• Lufthansa received the special award of the “German Light 

Design Prize 2018” for the unusual cabin lighting aboard the 

Airbus A350-900.

• The Lufthansa A350 Economy Class won the  

“German Design Award 2018” in the category “Excellent 

Product Design”.

• At the German Brand Award in Berlin, Lufthansa won gold  

in the category “Excellence in Brand Strategy, Management 

and Creation” and the “Best of the Best” award as 

“Corporate Brand of the Year”.

• At the Future Travel Experience Awards, Lufthansa was 

named “Most Innovative Airline in Europe” for the second 

time in a row.

• The Lufthansa Innovation Hub was again honored as best 

German innovation laboratory by business magazine Capital.

• Swiss WorldCargo and Lufthansa Cargo were presented  

with the DHL Care Award. It honors both air cargo service 

providers for their extraordinary performance in securely 

handling and transporting temperature-sensitive life-science 

products.

• SWISS was honored at the World Travel Awards for its 

Economy Class and First Class.

• Lufthansa, SWISS and Austrian Airlines received four prizes 

at the Business Traveller Awards 2018: SWISS took first 

place in the category “Best Airline for Business Travellers on 

German and European Routes”, Lufthansa took second  

place and Austrian Airlines third. In addition, lufthansa.com 

ranked first in the category “Best Internet offer for  

Business Travellers”.

• Lufthansa was voted “Best Airline in Europe” and  

“Best Western European Airline” by Skytrax. Austrian Airlines 

received the awards “Best Airline Staff Service in Europe” 

and “Best Business Class Onboard Catering”.

• Lufthansa Technik was honored by business magazine 

Capital for its excellent quality of professional training.

• Lufthansa Consulting won the consultant’s prize  

“Best of Consulting 2018” presented by business magazine 

WirtschaftsWoche in the category “Competitive Strategy”.
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• Lufthansa Systems secured the World Travel Award for 

BoardConnect as “World’s Leading Inflight Entertainment”.

• Lufthansa won the “Best Airlines Award” given by Business 

Traveller China as best European airline in China.

• Lufthansa won first place in the category  

“Best Airline Europe” at the Travel Weekly Asia 2018  

Readers Choice Awards.

• For its cooperation “Lufthansa Express Rail”, Deutsche Bahn 

and Lufthansa were honored with the Global AirRail Award  

in the category “AccesRail Integrated Partnership of the  

Year 2018”.

• In Tanzania, LSG Sky Chefs received “The Recycler” 

Award DAR in the category “Environment” and thus  

recognition as most innovative recycler.

• Lufthansa Cargo again achieved admission to the list  

of 75 “Green Supply Chain Partners” of trade magazine 

Inbound Logistics. With this initiative the magazine  

emphasizes companies that consistently promote sustain-

able supply chains and fulfill their responsibility in social  

and environmental issues.

• As a founding member of the initiative “Competitive Sport-

Friendly Employer”, SWISS received the eponymous label.

• Austrian Airlines was honored with the Prevention Award  

of European Regions for the project “Cabin Ready for 

Health” in the category “Austrian Companies”. “Cabin Ready 

for Health” also received the quality seal for corporate health 

promotion. It honors exemplary measures supporting  

health-promoting corporate culture and requires high-level 

commitment, adherence to particularly strict quality criteria 

as well as sustainability.

• Brussels Airlines was named “Best Transatlantic Airline” by 

U. S. magazine Global Traveler based on reader feedback.

2019

• Lufthansa was elected ATW Airline of 2019; the first time in 

14 years that the award goes to a European airline. This 

coveted air transport prize is given by the industry’s leading 

publishing company, Airport Transport World (ATW).

• The United States Association of Former Members of 

Congress (FMC) honored the Lufthansa Group with  

the Statesmanship Award for its corporate citizenship –  

a world first for an aviation group.

• In the Germany-wide consumer survey “Sustainable 

Commitment”, conducted by Focus Money, Deutschland 

Test and Service Value, Lufthansa was again elected the 

most sustainable airline in the category “Airlines”.

• The Chambers of Commerce (IHK) in the state of Hesse and 

the German Hotel and Restaurant Association (DEHOGA 

Hesse) recognized LSG Sky Chefs in Frankfurt as “Premium 

Training Company” for its apprentice program.

• At Air Cargo Africa in Johannesburg, Lufthansa Cargo was 

honored as best global cargo airline of the year.

• SWISS was again honored with the Randstad Award as 

Switzerland’s most attractive employer.

Honored for corporate citizenship: Carsten Spohr accepts the  

Statesmanship Award 2019.
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CONTACT

Deutsche Lufthansa AG

Steffen Milchsack

Head of Corporate Responsibility Communications 

Spokesperson

FRA CI/BC

Lufthansa Aviation Center

Airportring

D-60546 Frankfurt/Main

balance@dlh.de

You will find further information on sustainability  

within the Lufthansa Group at:  

↗ www.lufthansagroup.com/responsibility

View the Annual Report 2018 at:  

 ↗ www.lufthansagroup.com/investor-relations
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Anhang B: Finnair 

Anhang B I: Webseite 

B I 1a (Quelle: https://company.finnair.com/en/about) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 1b 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 1.1 (Quelle: https://company.finnair.com/en/about/code-of-conduct) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 1.2a (Quelle: https://company.finnair.com/en/about/history) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



B I 1.2b 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 1.2c 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 1.2d 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 1.2e 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



B I 2 (Quelle: https://investors.finnair.com/en) 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1 (Quelle: https://investors.finnair.com/en/finnair-as-an-investment) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.1a (Quelle: https://investors.finnair.com/en/finnair-as-an-investment/business-model) 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.1b  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.2a (Quelle: https://investors.finnair.com/en/finnair-as-an-investment/strategy) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.2b  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.2.1 (Quelle: https://investors.finnair.com/en/finnair-as-an-investment/strategy/growth) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.2.2 (Quelle: https://investors.finnair.com/en/finnair-as-an-

investment/strategy/customer-experience) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.2.3 (Quelle: https://investors.finnair.com/en/finnair-as-an-investment/strategy/people-

experience) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.2.4 (Quelle: https://investors.finnair.com/en/finnair-as-an-

investment/strategy/transformation)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.2.5 (Quelle: https://investors.finnair.com/en/finnair-as-an-

investment/strategy/corporate-responsibility) 
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B 2.1.3a (Quelle: https://investors.finnair.com/en/finnair-as-an-investment/operating-

environment) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.3b 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.3c 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.3d 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.4a (Quelle: https://investors.finnair.com/en/finnair-as-an-investment/factsheet) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.4b i 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.4b ii 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.1.4c 
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B I 2.2 (Quelle: https://investors.finnair.com/en/share) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.3a (Quelle: https://investors.finnair.com/en/shareholders) 
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B I 2.4 (Quelle: https://investors.finnair.com/en/financial-Information) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.5 (Quelle: https://investors.finnair.com/en/reports-and-presentations) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.6 (Quelle: https://investors.finnair.com/en/governance) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.7 (Quelle: https://investors.finnair.com/en/investors-calendar) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 2.8 (Quelle: https://investors.finnair.com/en/investor-relations/contact-information) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 3 (Quelle: https://company.finnair.com/en/media) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 4a (Quelle: https://company.finnair.com/en/careers) 
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B I 4.1 (Quelle: https://company.finnair.com/en/careers/working-at-finnair) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 5 (Quelle: https://company.finnair.com/en/corporate-responsibility) 
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B I 5.1a (Quelle: https://company.finnair.com/en/corporate-responsibility#Cleaner) 
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B I 5.2a (Quelle: https://company.finnair.com/en/corporate-responsibility#Caring) 
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B I 5.3a (Quelle: https://company.finnair.com/en/corporate-responsibility#Collaborative) 
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B I 5.4a (Quelle: https://company.finnair.com/en/corporate-

responsibility#Ethical%20Business%20Conduct) 
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B I 6 (Quelle: https://www.finnair.com/int/gb/emissions-

calculator?_ga=2.191795810.917285551.1564486958-764603592.1539690261) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



B I 7a (Quelle: 

https://www.finnair.com/int/gb/pushforchange?_ga=2.191795810.917285551.1564486958-
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Finnair’s objective is to create sustainable 

economic added value by producing flight 

services profitably, cost-competitively and in 

harmony with the needs of the environment 

and society.

• Push for Change

• Value Creation model

• Materiality Analysis 

• Management Principles

• Ethics and Responsible 

sourcing

RESPONSIBLE  
FINNAIR
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PUSH FOR CHANGE
The same journey can generate more or 

less emissions, depending on a number 

of factors. By selecting a sensible form of 

travel, a direct and lower-emission route as 

well as an airline that uses modern aircraft, 

everyone can reduce the environmental 

impact of their journey. In the name of 

ethics, companies should not compromise 

on their travel, but on their emissions.

Airlines decide whether to invest in modern 

technology, recycle waste appropriately, 

reduce energy consumption, and care 

for the wellbeing of employees. As the 

customer, you decide, however, on the kind 

of airline you support.

Tourism is one of the world’s biggest busi-

nesses. It employs more than eight per cent 

of the world’s labour force and produces 

more than ten per cent of the world’s gross 

domestic product. Tourism’s impact on the 

world – whether it be good or bad – is huge.

Does this ring a bell? Climate change and all 

our efforts to minimise its impacts keep the 

discussion going. This topic has been part of 

practically every evening conversation I’ve 

had recently. This actually makes sense –solu-

tions need to come fast. 

Already in 2008 the topic of climate 

change and its impacts was under the focus 

in Finnair’s first report on social responsi-

bility, which followed the guidelines of GRI. 

Even if the quotes above come directly from 

that report, they would still be relevant as 

part of this report for 2018, against the back-

ground of changes that took place over ten 

years around the world, in aviation, and 

particularly at Finnair. 

In 2012, the air transport industry joined 

the EU-wide Emission Trading Scheme 

(ETS). In 2016, the international community 

agreed on a global carbon offsetting and 

reduction scheme for international avia-

tion, which requires reporting from this year 

onwards. Finnair, for its part, has signifi-

cantly renewed its fleet and improved its 

operations so that the level of emissions for 

2009–2017 has decreased by 20 per cent 

/ revenue tonne kilometre. The aviation 

industry, including Finnair, keeps growing. 

That is why we must act even more deci-

sively. We must find new ways of reducing 

jet fuel consumption and rely more on alter-

native sources of energy. Many promising 

projects are already in the pipeline.

For us, at Finnair, responsibility includes 

more than the protection of the environment 

from emissions and other negative impacts. 

We take all areas of responsible business 

seriously. We also see importance in working 

together with our partners to ensure sustain-

able development. 

Over the past ten years, the number of part-

ners has grown. Finnair has remarkable part-
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”OUR RESEARCH RESULTS 

SHOW THAT THE MAJORITY OF 

THE FINNISH PUBLIC WOULD 

BE WILLING TO MAKE CONTRI-

BUTIONS IF THE FUNDS WOULD 

DIRECTLY OFFSET CARBON 

EMISSIONS OR SUPPORT 

FLYING WITH BIOFUEL.”

ners that cooperate with us on the advance-

ment of sustainability in the societies where 

we operate. The most prominent themes of 

this year included well-being and education 

for children and youth, women empower-

ment around the globe, equality and non-dis-

crimination, development of accessible 

services, prevention of human trafficking, and 

supporting the fight against cancer. Standing 

by our commitment to responsible business is 

crucial in today’s changing world.

Already in 2008, our customers, both 

individual passengers and organisa-

tions, wished they would be able to reduce 

emissions related to flying. Yet then, our 

customers did not show readiness to partic-

ipate in an offsetting programme.

Now the time is right. In January 2019, 

Finnair launched a service called Push for 

Change, which helps customers offset and 

reduce the emissions of their flights. We 

introduced this service based on research 

results from summer 2018, which show that 

the majority of the Finnish public would be 

willing to make contributions, if the funds 

would directly offset carbon emissions or 

support flying with biofuel. 

Our new initiative, Push for Change, offers 

customers both opportunities. A customer 

can purchase biofuel to be used in our flight 

operations or support the use of low emis-

sion cooking stoves in Mozambique.

Let us keep working together towards 

flying and tourism that are more responsible.

Kati Ihamäki

Director, Corporate Sustainability
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Human capital

Personnel of 6,360,

training hours 50.3/person, expertise

Financial

Adjusted interest-bearing debt  

€675.2 million,

equity capital €1,021.7 million

Immaterial

Traffic rights, overflight rights

customer data, quality certifications, 

route network, brand and customer base

Social and partnerships

Supplier and partners, joint businesses 

(AJB/SJB) and alliance cooperation, 

distribution channels, public affairs

Fleet and infrastructure

Modern and efficient fleet of 81 aircraft,  

COOL Nordic Cargo Terminal, Helsinki hub

Natural resources

Jet fuel use 1,031,123 tonnes, 

energy consumption of facilities 259,479 GJ,  

use of renewable fuels

Value creation 

INPUTS / RESOURCES VALUE CREATED / IMPACTS

SUSTAINABILITY

STRATEGIC 
FOCUS AREAS

EFFICIENCY

Value for society

Flight connections for business and 

leisure travellers, GDP contribution, 

taxes, innovative and sustainable 

products

Value for shareholders 

Market cap €907.8 million, 

return on capital employed (ROCE) 11.9%

Value for customers

The fastest connections between Europe 

and Asia, customer satisfaction NPS 48, 

safe and reliable operations

Value for personnel

Salaries and benefits €428.6 million, 

people experience 3.77/5

Environmental impacts

Greenhouse gas emissions  

3,243,538 (jet fuel), noise and waste

Network

Over 130 destinations in 

Finnair’s network and 

over 1,000 in oneworld 

network

Passenger 
transportation 

13.3 million passengers,

ancillary services

Cargo transportation 

158,140 tonnes

Travel services

Package tours,

dynamic travel products

Growth

Customer  experience

People experience

Transformation

PRODUCTS / OUTPUTS

OUR VISION, PURPOSE AND 
MISSION

OUR VALUES AND
CODE OF CONDUCT
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Finnair updated its materiality analysis 

for corporate responsibility in 2018 in 

accordance with the reporting principles 

of GRI 101 Foundation Standard. The mate-

riality analysis was used to identify the 

key economic, environmental and social 

impacts in Finnair’s value chain as well as 

impacts on business and stakeholder deci-

sion making. 

The materiality analysis was based on 

identifying corporate responsibility issues 

emerging from Finnair’s business envi-

ronment through an analysis of industry 

trends, legislation, corporate responsi-

bility reporting guidelines, the reporting of 

peer companies and issues highlighted by 

various stakeholders.

MATERIALITY ANALYSIS The identified corporate responsibility 

aspects were assigned priorities based 

on their business impact and stakeholder 

interest. The results of the prioritisation 

were reviewed with the representatives of 

key stakeholders. Finnair’s Executive Board 

and Board of Directors approved the results 

of the materiality analysis.

The material aspects defined as a result of 

the materiality analysis were grouped under 

four themes. This analysis was also used as 

the basis for reporting for 2018. Finnair’s 

sustainability themes, focus areas, mate-

rial aspects, and related GRI standards and 

boundaries can be found in the table below. 

Specific GRI disclosures for the material 

topics can be found in the GRI content index.
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FOCUS AREA MATERIAL TOPICS GRI TOPICS TOPIC BOUNDARIES

ETHICAL BUSINESS AND RESPONSIBLE SOURCING

Ethical business and responsible sourcing • Code of Conduct • Ethics and integrity

• Environmental compliance

• Socioeconomic compliance

Finnair’s own operations, partners and 

supply chain

• Anti-corruption and bribery • Anti-corruption

• Compliance with anti-competition regulations • Anti-competitive behavior

• Supply chain sustainability • Supplier social assessment

• Human rights assessment

CLEANER

Energy • Fuel efficiency • Energy Finnair’s own operations and indirect impacts

on greenhouse gas emissions (Scope 3) and

biodiversity
Noise and biodiversity • Biodiversity • Biodiversity

Emissions • Climate change mitigation

• Renewable fuels

• Emissions

Waste • Eliminating plastics

• Recycling of materials

• Effluents and waste

CARING

Caring for our employees • Employee experience

• Employee brand image

• Working conditions

• Equality

• Employment

• Labour/management relations

• Occupational health and safety

• Training and education

• Diversity and equal opportunity

• Human rights assessment

Finnair's own operations

Respecting our customers • Flight safety

• Customer experience

• Equality

• Responsible use of customer data

• Stakeholder engagement

• Customer health and safety

• Marketing and labelling

• Customer privacy

• Human rights assessment

Finnair's own operations and customers

COLLABORATIVE

Stakeholders • Stakeholder engagement 

• Public policy

Finnair’s own operations, society and local

communities

Economic impact • Economic responsibility • Economic performance

• Indirect economic impacts
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MANAGEMENT 
PRINCIPLES

Finnair’s management system 

is aimed at achieving strategic 

goals, creating added value for 

the company’s owners and other 

stakeholders, managing operational 

risks and improving the company’s 

performance. 

The company’s operations are guided by principles, 

policies and guidelines defined by the company, 

including the following:

• Code of Conduct

• Risk Appetite Statement

• Risk Management Policy

• Treasury Policy

• Disclosure Policy

• Compensation Policy

• Insider rules

• Board Diversity Principles

• Approvals Policy

• Insurance Policy

• Staff Travel Policy

• Occupational Health & Safety Policy

• Competition Policy

• Information Security Policy

• Data Protection Policy

• Corporate Responsibility Policy

• Business Continuity Management Policy

• Environmental and Energy Efficiency Policy

In financial reporting, Finnair applies the 

rules relating to listed companies as well as 

international financial reporting standards. 

Most of Finnair’s operational activities are 

based on official regulations and are subject 

to official supervision. Within the group, 

the legality and acceptability of operations 

is monitored as part of Finnair’s general 

control and audit processes. The respon-

sibility for regulatory compliance in flight 

operations lies with the persons defined and 

approved by the authorities. Finnair is also 

subject to supervision relating to finances 

and safety and security. 

Internal control and audit roles and 

responsibilities are compliant with the 

Finnish Companies Act, the Finnish Corpo-

rate Governance Code for Listed Compa-

nies and the regulations governing the 

aviation industry. Finnair’s governance 

model, control environment and activities, 

internal audit and the roles and respon-

sibilities related to these are described in 

detail in Finnair’s Corporate Governance 

Statement. 

Corporate Responsibility at Finnair 

concerns everyone and our aim is to incor-

porate the corporate responsibility aspects 

equally in all our processes and product 

design. The Corporate Responsibility func-

tion is headed by the Senior Vice President 

for Communications and Corporate Respon-

sibility, who is also a Member of the Finnair 

Executive Board. Reports and all key prin-

ciples and policies will be discussed by 

the Finnair Board of Directors. The devel-

opment, coordination and reporting is 

managed by the corporate responsibility 

function with the support of the steering 

groups for other key functions. 

Responsible Finnair 

Finnair’s corporate responsibility is 

reflected in its purpose “Enriching life by 

bridging the world”, strategy, vision and 

values of commitment to care, simplicity 

and courage. Responsibility is integral to 

all Finnair operations. The purpose of the 

responsibility strategy is to reduce the envi-

ronmental impact and increase the financial 

and social return for society. 

The key areas of corporate responsibility 

and sustainability strategy fall under the 

following themes: cleaner, caring, collabora-

tive. Finnair is committed to complying with 

international and national legislation in its 

operations, as well as the ethical business 

principles laid out in the Code of Conduct. 

Anti-corruption policies are outlined in 

Finnair’s Code of Conduct and Supplier 
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Code of Conduct as well as in the Rules for 

Anti-Bribery, Corporate Hospitality and 

Hosting of Public Officials. Finnair’s Code 

of Conduct includes an anti-corruption 

section, and the receiving and giving of 

bribes is strictly prohibited. During 2018, 

Finnair continued to train its employees 

on Finnair’s Code of Conduct in interactive 

workshops, and all new employees receive 

the mandatory e-learning module on the 

Code of Conduct. Finnair decided to renew 

its Finnair Ethics Helpline to increase 

transparency and effectiveness of inci-

dent reporting. The new Whistleblowing 

system will be launched in Q1 2019 and will 

be opened to both internal and external 

stakeholders.

The corporate responsibility aspects 

that are defined as material for Finnair are 

provided in the Materiality Assessment and 

the GRI content index. Finnair’s operations 

and services involve a number of financial, 

social and environmental considerations. 

These have been described in more detail in 

the following sections. 

Public affairs and lobbying 

Aviation is a strictly regulated industry. 

Therefore, it is important for Finnair 

to participate in discussions and deci-

sion-making regarding its operating condi-

tions. It is part of the company’s growth 

strategy to aim towards securing adequate 

traffic rights. 

Finnair pursues its interests in an ethi-

cally sustainable manner by appropriately 

introducing its views, perspectives and 

expertise. The company does not pressurise 

or support political decision-makers in any 

way in pursuing its interests. The legality 

and ethicality of lobbying activities is 

controlled as part of the company’s general 

supervision and audit processes. 

The aim of Finnair’s lobbying activities is 

to maintain relationships concerning rele-

vant policy and to participate in relevant 

negotiations and the operations of advocacy 

organisations. When lobbying on various 

civil aviation and industry regulation issues, 

Finnair typically cooperates with various 

organisations and chambers of commerce. 

Finnair is an active member of various avia-

tion industry organisations, such as A4E 

and IATA, but also in the Confederation of 

Finnish Industries (EK), and its sub-associa-

tions and in several chambers of commerce. 

Communications 

Finnair aims at open, honest and timely 

communications. In line with these princi-

ples, Finnair’s communications are also in 

compliance with regulations governing listed 

companies and limited liability companies, 

as well as the obligations of the Finnish Act 

on Cooperation within Undertakings and 

the communications guidelines of the State 

Ownership Steering Department. 

Finnair takes different perspectives into 

consideration and respects all stakeholders’ 

views of its operations. Finnair’s internal 

communications are based on reciprocity. 

Every employee has the duty to communi-

cate matters related to their area of respon-

sibility to the relevant target groups. Those 

in supervisory roles have a further duty to 

communicate goals, operations and results 

to their own work community and create 

a work environment that enables genuine 

constructive discussion. The company 

systematically develops its communication 

channels to enable more efficient commu-

nications and to facilitate constructive 

 discussion.

 

Economic responsibility 

Finnair as a whole has substantial direct 

and indirect financial implications on 

Finland’s national and local economies. 

Aviation is a significant industry for 

Finnish society and the national economy. 

The accessibility created by airline traffic 

is a necessity for Finland’s global competi-

tiveness and its economic impact is consid-

erable; aviation is estimated to account for 

3–5 per cent of GDP, employment and tax 

revenue. Finnair’s effective Asian strategy 

is a key element of the GDP contribution of 

aviation and its impact is estimated at 1–2 

billion euros. 

Finnair’s objective is to create sustainable 

economic added value by producing flight 
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services profitably, cost-competitively and 

in harmony with the needs of the environ-

ment and society. Responsible operations 

are the cornerstone of profitable business 

activity, and Finnair takes into account the 

effects of its operations on society. These 

effects are identified and assessed by the 

company’s corporate responsibility and risk 

management organisations, which work 

under the delegated authority of the CEO. 

Finnair’s Board of Directors has set the 

company’s financial targets, which are 

provided in information material for inves-

tors. As a public limited company, Finnair is 

committed to earning a profit for its share-

holders. The company’s profit distribution 

principles are expressed in Finnair’s divi-

dend policy. Finnair’s financial reporting 

aims to transparently provide information 

about Finnair’s financial position and devel-

opment. 

Purchasing practices 

As provided in Finnair’s Code of Conduct, its 

procurement operations are entirely based 

on the fair treatment of suppliers. The 

persons who make procurement decisions 

at Finnair must always be independent of 

the business partners concerned. A Finnair 

employee must declare himself/herself 

disqualified due to bias whenever they are 

required to make a decision pertaining to a 

contract or business relationship involving 

family relationships, ownership in the 

company concerned (with the exception of 

a reasonable share of ownership in a listed 

company) or any other business or debt 

relationship external to Finnair. Finnair 

does not accept corruption in any form 

and requires that its personnel and part-

ners comply with the principles of the UN’s 

Universal Declaration of Human Rights. 

Finnair’s procurement steering group is 

responsible for the steering of the group’s 

procurement activity. The management of 

the Procurement unit has the duty to ensure 

that the personnel carrying out purchasing 

has access to valid purchasing guide-

lines and that the guidelines are observed. 

Audits are performed in certain product and 

service groups and especially among stra-

tegic and key suppliers. Auditing focuses on 

quality and safety factors. 

Many of the company’s procurement cate-

gories are subject to regulation, requiring 

that the suppliers are approved by the 

authorities. This includes all procurement 

relating to flight safety. The sustainability 

of the supply chain is of major importance 

for airlines, which are using partners and 

service providers to an increasing degree. 

Conforming with the UN’s Universal Decla-

ration of Human Rights and all applicable 

laws and statutes is a minimum require-

ment. Finnair requires that its suppliers 

comply with essentially similar ethical 

standards as the company in its own oper-

ations. Finnair’s Supplier Code of Conduct 

provides clear principles to ensure ethical 

purchasing. Finnair’s Responsible Sourcing 

Manual complements the Supplier Code of 

Conduct as internal instructions for imple-

mentation.

Responsibility aspects are considered in 

cooperation with the corporate responsi-

bility unit. Finnair launched human rights 

assessments in autumn 2015, which were 

extended to the supply chain in spring 2016. 

Finnair has a process and guidelines for 

continuous improvement in supply chain 

responsibility and for handling non-com-

pliances. Finnair aspires to continuously 

develop practices that ensure that nega-

tive impacts, including human rights viola-

tions, can be mitigated and that responsible 

sourcing is favoured when possible. 

Environmental responsibility 

The biggest environmental impact of an 

airline is its engine emissions. Modern 

aircraft are always more efficient than 

previous-generation aircraft, and hence 

Finnair’s most significant environmental 

action is to invest in a modern fleet. 

Aircraft noise also has an impact on 

the areas surrounding airports and under 

takeoff and approach flight paths. Advances 

in aerodynamics and engine technology 

help mitigate aircraft noise. The noise 

level of the Finnair fleet has been signif-

icantly reduced thanks to the on-going 

fleet modernisation and noise attenua-

tion systems installed in older-generation 

aircraft. 

In addition, other normal operations, 

including running business and office 

premises and the fuel of ground vehicles, 

produce their share of emissions and envi-

ronmental impact. These are all managed 

under Finnair’s IEnvA environmental 

system. 

Finnair’s goal is to be a leading airline in 

the field of environmental responsibility. 

The company is committed to the common 

goal of the aviation industry to achieve 

carbon neutral growth by 2020 and to 

cut the emissions of our flight operations 

by half by 2050 from the 2005 level. We 

comply with current environmental legis-

lation, but our environmental work aims 

FINNAIR’S MOST  

SIGNIFICANT  

ENVIRONMENTAL

ACTION IS TO INVEST  

IN A MODERN FLEET.
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at exceeding statutory requirements and 

being a pioneer in evaluating, reporting and 

reducing environmental impacts. 

Finnair participates actively in civil avia-

tion environmental committees as well as 

in industry workgroups in Finland and the 

Nordic countries, promoting the reduc-

tion of the aviation sector’s environmental 

load. An open dialogue with different stake-

holders and continuous development of 

operations according to the latest avail-

able information are prerequisites for envi-

ronmental responsibility. We report on our 

environmental impacts regularly in annual 

reports and as a part of the Carbon Disclo-

sure Project (CDP). In addition, we commu-

nicate directly with various parties about 

our operations and gladly answer any ques-

tions from our stakeholders or private 

customers. 

Environmental responsibility is managed 

as part of Finnair’s environmental policy 

and environmental management system. 

Finnair Environment and Energy Policy 

described the goals of the company’s envi-

ronmental management. In 2014, Finnair 

became the first European airline to receive 

IATA Environmental Assessment (IEnvA) 

Stage 2 certification for its environmental 

management systems. IEnvA is an environ-

mental management system developed by 

IATA for airlines, which we apply to make 

use of the best practices in the industry. 

Our environmental management system 

has been assessed by third-party auditors 

authorised by IATA who are qualified to 

perform audits of environmental manage-

ment systems. To improve its performance, 

Finnair has identified the most significant 

environmental factors relevant to its opera-

tions and defined targets for them. 

Finnair takes into account environmental 

considerations in all its flight and ground 

operations. Besides energy solutions that 

reduce the environmental load, Finnair’s 

environmental strategy also includes the 

preservation and promotion of natural 

diversity, known as biodiversity thinking. In 

addition, among other things, Finnair has 

actively supported a rain forest reforesta-

tion and biodiversity project in Madagascar 

in collaboration with the Finnish Association 

for Nature Conservation for several years. 

Finnair signed the United for Wildlife 

(UFW) Buckingham Palace declaration of 

the Duke of Cambridge to prevent the illegal 

smuggling of wild animals. As a signatory, 

the company has undertaken to promote 

the awareness of different stakeholders 

about this topic. 

Social responsibility 

Finnair is a company in a complex, highly 

technical business. The company has oper-

ations and supply chain partners in dozens 

of different countries, each with varying 

laws and practices. The most important 

social responsibility areas concern safety, 

personnel, the supply chain and customers. 

Human rights 

Finnair’s own operations involve no signif-

icant human rights risks or impacts. 

However, indirect risks and implications 

may exist in relation to the supply chains 

and outsourced operations. 

In order to improve the monitoring of 

its own operations and those of its entire 

supply chain, Finnair continued to develop 

assessment of the realisation of social 

responsibility and human rights in 2017. In 

order to improve supply chain risk manage-

ment, traceability and the assessment of 

social impact, Finnair relies on the SEDEX 

system. 

Finnair’s human rights management is 

described in the Finnair Code of Conduct, 

The Supplier Code of Conduct and the 

company’s personnel management prin-

ciples. Finnair respects the UN Universal 

Declaration on Human Rights and the core 
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tion or other personal attributes or circum-

stances. 

Finnair does not condone harassment in 

the work community. Reporting infractions 

is every employee’s right and the company 

is determined to take steps to intervene in 

all cases brought to its knowledge. It is the 

duty of every group employee to act so that 

no one is accorded unequal status. 

Finnair offers equal opportunities to 

everyone with regard to recruitment, work 

performance, career progression and devel-

opment. Finnair implements the equal pay 

principle based on the Finnish Equality 

Act and gives both men and women equal 

opportunities for balancing work and family 

life. In 2011, Finnair signed the United 

Nations Women’s Empowerment Principles, 

which give guidance on the empowerment 

of women in the workplace, marketplace 

and community. 

Finnair complies with procedures jointly 

agreed by the employer and employees 

for the prevention of harassment, inap-

propriate conduct, and conflicts. Finnair 

has also promoted the prevention culture 

and processes of easily accessible services. 

The procedures are based on the Finnish 

Act on Occupational Safety and Health and 

complies with the model recommended by 

the Finnish Ministry of Social Affairs and 

Health. 

Leadership and competencies are devel-

oped on an individual, team, unit and 

organisation level. Learning and develop-

ment solutions are typically either adopted 

by the entire personnel or tailored for 

specific development needs within a unit. 

They may also be aimed at developing 

professional skills, based on official require-

ments or in support of personal develop-

ment. Finnair’s key focus areas for 2018 

included leadership development and a new 

exchange programme, where, for six weeks, 

an employee familiarises him-/herself with 

the market and culture in another country. 

Development needs in teams and the organ-

isation are identified and the wellbeing and 

commitment of the personnel are regularly 

monitored through a personnel survey.

 

Occupational health and wellbeing 

at work 

The target group for the wellbeing at work 

programme, which Finnair launched in 

2011, is aimed at the entire personnel. 

The aim of the programme is to promote 

the effect iveness and functionality of the 

work community through various annu-

ally launched projects and to ensure the 

wellbeing of personnel through all career 

stages. The programme also contributes 

to employee productivity, the company’s 

competitiveness and attractiveness as an 

employer as well as the implementation of 

the social component of corporate responsi-

bility. 

In 2018, Finnair continued building the 

management system for occupational 

health and safety, whereby the best prac-

tices of each unit are brought together 

within Finnair’s unified ERP system. The 

system is based on the Dupont’s 12 element 

model and covers all Finnair’s opera-

tions, premises and workplace principles. 

The management system for occupational 

health and safety also strengthens more 

than before the integration of occupational 

health care as part of a unified manage-

ment system for wellbeing at work. The 

results of the work on the management 

system can already be seen by the improve-

ment in safety and sickness absence figures 

in 2018.

At Finnair, the Finnair Health Services unit 

is responsible for occupational health care 

services. Finnair Health Services focus on 

conventions of the International Labour 

Organization (ILO). 

In 2013 Finnair signed the United Nation’s 

Global Compact initiative and undertook 

to comply with the Global Compact’s ten 

principles of corporate responsibility. As 

required by the Global Compact principles 

endorsed by Finnair, the company aims to 

prevent any violations of human rights and 

the use of forced labour both within its own 

operations and its supply chain.

 

Personnel 

A major aspect of social responsibility is to 

do with personnel and their working condi-

tions at Finnair. Personnel management 

policies cover all aspects of social responsi-

bility that have been identified as material. 

The impacts affecting the personnel and the 

working conditions are managed as based 

on the HR guidelines and the Finnair HR 

policy.

 

Management, development, 

training and employee wellbeing

Finnair does not discriminate based on 

gender, age, ethnic or national origin, 

nationality, language, religion, conviction, 

opinion, health, disability, sexual orienta-
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tion of workers and collective negotiations 

between the company and employee groups 

are part of normal practice. All Finnair 

employees have the right and opportunity 

to agree on terms of employment collec-

tively. The terms of employment of manage-

ment employees are agreed on locally. 

Personnel and management remunera-

tion principles are described Remuneration 

statement. 

Management of customer 

experience 

The aviation industry consists of a strictly 

regulated value chain comprised of multiple 

suppliers of products and services. As an 

airline and service company at the top of 

this value chain, Finnair creates added 

value for its customers by providing them 

with a comprehensive and high-quality 

service product in collaboration with its 

partners. Finnair is responsible for trans-

porting customers and their baggage to 

their destinations safely, smoothly and 

punctually. The most significant product 

responsibility aspects in the Finnair Group’s 

operations are flight safety, food safety, 

responsibility for individual customers, and 

responsibility for the cargo carried. 

At Finnair, situations that deviate from 

the norm are prepared for in advance. 

The group has developed processes for 

various unexpected situations and these 

are continually updated and maintained. 

Customers must be able to trust in the fact 

that they will be cared for throughout the 

entire service chain. Finnair has responsi-

bility towards its customers for the overall 

quality of their experience, regardless of 

the fact that some services are produced by 

Finnair’s partners rather than the company 

itself. Therefore, Finnair pays increased 

attention to the selection of its partners 

and the partners are required to comply 

with Finnair’s quality assurance policies and 

ethical guidelines.

 

Flight safety 

Safety is at the core of all Finnair’s oper-

ations. Flight safety and giving priority to 

it are part of all decision-making at every 

stage. Finnair maintains and develops 

the principles of ongoing development by 

adhering to its Safety Management System 

(SMS). It covers all aspects of flight safety: 

safety policy, flight safety risk manage-

ment, safety training and communications 

for the entire personnel and subcontractor 

chain, continual auditing of operations and 

the assessment of the potential impact of 

new factors in the operating environment. 

Official regulations and standards set the 

minimum standards for Finnair’s safety 

management, which the company aims to 

exceed in all areas. 

One of the central elements in Finnair’s 

safety system is the safety reporting 

concerning the entire staff. The company 

encourages its personnel and subcon-

tractors to actively report any processes 

or elements they come across that could 

potentially compromise safety. Each report 

is analysed and assessed for risk, followed 

by necessary corrective actions based on 

this, and the person submitting the report 

will be notified of the outcome of the inves-

tigation. Alongside subjective observations, 

Finnair extensively monitors and analyses 

objective indicators, such as flight data. 

preventive care. The model of early caring 

and the occupational ability risk manage-

ment system are examples of the guidelines 

governing preventive health care. 

Finnair Health Services and the Finnair 

Aeromedical Centre FAeMC coordinate and 

are responsible for the implementation 

of occupational health care in the entire 

Finnair group. The operational and service 

quality of Finnair Health Services is based 

on the European Foundation for Quality 

Management’s EFQM Excellence Model. The 

quality system is used to ensure that Finnair 

Health Services meets the requirements for 

good occupational health care practice in 

both aviation health care and aviation medi-

cine services. The occupational health care 

and aviation medical services are described 

in a quality manual. 

Freedom of association and 

collective negotiation 

Freedom of association and the collective 

right to negotiate on occupational issues 

are recognised as fundamental rights in 

Finland. There is a long tradition of trade 

union activity in the company. Labour 

market culture in the company has been 

constructed in such a way that the organisa-

PARTNERS ARE REQUIRED 

TO COMPLY

WITH FINNAIR’S QUALITY 

ASSURANCE POLICIES AND

ETHICAL GUIDELINES.
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larities are handled centrally from Helsinki, 

thereby gathering the necessary infor-

mation into one place. In this way, a more 

detailed overall picture of the multiplier 

effects and costs of the irregularities is 

obtained, and efforts are made to minimise 

inconvenience to the customer. 

Monitoring and supervision of customer 

service activity is based on regular auditing, 

customer feedback and customer satisfac-

tion surveys, as well as external measure-

ments. Our partners’ operations are also 

continually evaluated. Monitoring is system-

atic and is used to set targets and check 

that they are being met. Staff expertise is 

ensured through training. 

Customer data 

Finnair respects the privacy of its customers 

and is committed to ensuring that personal 

details and other customer informa-

tion are processed appropriately. In 2018, 

Finnair worked extensively to prepare for 

the implementation of a EU’s General Data 

Protection Regulation (GDPR) and to ensure 

compliance. We do our best to guarantee 

the confidentiality, security and accuracy 

of customer data under all circumstances. 

Ongoing monitoring and analysis enable a 

transparent risk level in all areas, which in 

turn enables prompt action on any indica-

tion of altered safety level. 

Events that seriously jeopardise safety 

are extremely rare and almost without 

exception an impartial safety investigation 

is launched on each event. Safety inves-

tigations are coordinated by public offi-

cials (Safety Investigation Authority) or, if 

the authorities elect not to investigate the 

event, Finnair will conduct its own internal 

safety investigation. The safety investiga-

tors always carry out the investigation inde-

pendently and the company’s management 

has no opportunity to influence the investi-

gation. 

A strong safety culture, objective moni-

toring of the company’s own opera-

tions, ongoing development and carrying 

out corrective measures as well as open 

dialogue with the authorities governing 

Finnair’s operations guarantee safe and 

high-quality airline operations. 

Customer care 

For exceptional situations, Finnair has its 

own separate unit. All flight traffic irregu-

The company processes personal details at 

all stages of travel in compliance with the 

legislation on personal data and regulations 

issued by the authorities in the countries in 

which we operate. 

Cargo and ground handling 

In cargo transport, Finnair and its subsid-

iary Finnair Cargo are responsible for trans-

porting customers’ cargo in the condition 

in which it has been entrusted to us, and 

in compliance with Finnair Cargo’s General 

Conditions of Carriage as well as interna-

tional and national regulations. The aim is 

to offer cargo customers efficient logistics 

services. This means, among other things, 

that cargo entrusted to Finnair Cargo for 

transport is delivered to its destination 

exactly as agreed with the customer. 

Finnair’s Ground Operations unit is 

responsible for the acquisition, quality 

criteria and quality control of ground 

handling services required at airports. The 

unit’s task is to ensure that the ground 

services used by Finnair fulfill the require-

ments set for them, both in terms of 

quality and in respect of safety and official 

regulations. 

To deliver on their service promises, both 

Finnair Cargo and the Ground Operations 

unit apply a systematic evaluation process 

when selecting subcontractors and part-

ners. Partners are required, for example, to 

ensure and maintain the expertise of their 

personnel, and also to ensure that vehicles, 

equipment and premises are appropriate. 

In addition to quality audits at airports, 

Finnair also regularly performs quality 

inspections that continually monitor both 

its own and subcontractors’ work. Finnair 

Cargo and Ground Operations are respon-

sible for maintaining and updating their 

own quality systems and ensuring that 

operations comply with requirements. 

Ground Operations also has an area 

manager, responsible for airport opera-

tions, who has a significant role in moni-

toring the compliance of operations with 

regulations. If some activity does not to 

some extent comply with the operations 

manual or prevailing legislation, the devi-

ation is documented and corrective meas-

ures effected immediately. 

More information about safety and quality 

audits on IATA website. 
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ETHICS AND RESPONSIBLE 
SOURCING

Finnair’s Actions for ethics and responsible 

sourcing in 2018:

• In 2018, Finnair continued cooperation with the SEDEX system 

and over 80 key suppliers are already using SEDEX self-assess-

ment. Best practices and development items in responsible 

sourcing were identified in a project with students in the Haaga-

Helia Aviation Business programme, and work in responsible 

sourcing will continue based on this. 

• During 2018, no incidents of corruption were notified through 

Finnair Ethics Helpline nor were there any material investigations 

on-going in the company. Finnair decided to renew its Whistle-

blowing line called Finnair Ethics Helpline to increase transpar-

ency and effectiveness of incident reporting. The new Whistle-

blowing system will be launched in 2019 and will be opened to 

both internal and external stakeholders.

• In June 2018, Finnair signed the IATA Resolution against modern 

slavery and human trafficking as well as publishing the Finnair 

modern slavery and trafficking statement.

GRI 102-17 Mechanisms for advice 

and concerns about ethics 

Finnair has a Whistleblowing line called 

Finnair Ethics Helpline, through which 

concerns for ethical business conduct can 

be raised. During 2018 no material inci-

dents of material misconduct were notified 

through the Finnair Ethics Helpline nor were 

there any investigations on-going in the 

company. 

GRI 205-2 Communication and 

training about anti-corruption 

policies and procedures

Finnair’s Code of Conduct includes an 

anti-corruption section, and the receiving 

and giving of bribes is strictly prohibited. 

Preventing corruption is the responsibility 

of everyone at Finnair, including the heads 

of business operations, compliance function 

and the internal audit. 

Finnair’s ethical business principles are 

outlined in its Code of Conduct. The Code 

applies to all Finnair personnel and all loca-

tions. Finnair requires that its suppliers 

comply with ethical standards essentially 

similar to those which Finnair complies with 

in its own operations. Finnair’s Supplier 

Code of Conduct provides clear principles 

to ensure ethical purchasing, including 

zero tolerance for corruption. Finnair is 

working to further integrate sustainability 

and ethical business conduct to an overall 

responsibility strategy. 

FINNAIR’S ETHICAL BUSINESS 

PRINCIPLES ARE OUTLINED IN 

ITS CODE OF CONDUCT. THE 

CODE APPLIES TO ALL 

FINNAIR PERSONNEL AND  

AT ALL LOCATIONS. 
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ment. The current policies and procedures 

were reviewed against the UN Declara-

tion of Human Rights as well as guide-

lines and best practices for businesses. 

Risks related to human rights violations in 

Finnair’s own operations, the operations 

of Aurinkomatkat Suntours and the supply 

chain were also assessed. 

Finnair implements the SEDEX system to 

improve risk management, the evaluation of 

social impacts and traceability in the supply 

chain. Assessment of the direct geograph-

ical and industry-specific social responsi-

bility risk of all suppliers that are significant 

regarding customer experience are made 

using a risk assessment tool. Finnair aims 

at including all new suppliers in the SEDEX 

system starting from the bidding phase.

Finnair has its own ethical guidelines 

for suppliers (Supplier Code of Conduct) 

and subcontractors, and all suppliers are 

required to comply with them. All partners 

and subcontractors, moreover, are obliged 

to comply with the principles of the UN 

Universal Declaration of Human Rights as 

well as local legislation.

Finnair continues to rely on the SEDEX 

system to improve supply chain risk 

management, traceability and the assess-

ment of human rights impacts.

GRI 414-2 Negative social impacts 

in the supply chain and actions 

taken

The sustainability of the supply chain is of 

major importance for the airline as Finnair 

uses partners and service providers to an 

increasing degree as it expands its interna-

tional route network. Conforming with the 

UN’s Universal Declaration of Human Rights 

and all applicable laws and statutes is a 

minimum requirement for suppliers. Finnair 

requires that its suppliers comply with 

similar ethical standards as the company 

does in its own operations. Finnair’s 

Supplier Code of Conduct was updated in 

2017 and it provides clear principles to 

ensure ethical purchasing. Responsibility 

aspects are considered in cooperation with 

the social responsibility unit. 

SEDEX system was used to evaluate all 

suppliers that are significant from the 

perspective of operations and customer 

experience. The need to audit the imple-

mentation of responsibility of suppliers 

is evaluated among other things by the 

system’s risk assessment tools, adjusted to 

each of the operational fields. 

Finnair is aware of the risks related to 

environment and human rights in geograph-

ical and industry-specific areas and aims 

at continuous improvement of preventive 

actions. The dialogue with the suppliers is 

continuous via themed supplier events.

Certain job descriptions at Finnair are such 

that they are considered to have a higher 

than normal risk of corruption associated 

with them. All those handling such tasks 

are offered the opportunity to participate 

in anti-corruption training in business units 

and subsidiaries. Finnair’s Code of Conduct 

and Guidelines for Anti-Bribery, Corporate 

Hospitality and Hosting of Public Officials 

are also communicated to the employees 

handling such tasks. The Group’s Guide-

lines for Anti-Bribery, Corporate Hospitality 

and Hosting of Public Officials specify more 

detailed guidelines concerning bribery 

and hospitality, and the group’s Conflict of 

Interest Guidelines cover the identification 

and avoidance of conflicts of interest and 

related conduct.

GRI 412-1 Operations that have 

been subject to human rights 

reviews or impact assessments

Finnair continued the project it began 

in the previous year to develop the real-

isation of social responsibility, human 

rights reviews, and related risk assess-
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CLEANER

Finnair’s environmental responsibility 

management is based on the principle of 

continuous improvement. Environmental 

responsibility is managed as part of Finnair’s 

Environmental Management System. On 

top of that, the Finnair Environment and 

Energy Policy describes the aspirations for 

environmental management.

• Energy consumption 

• Noise and  

biodiversity 

• Emissions

• Waste
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In 2014, Finnair became the first Euro-

pean airline to receive IATA Environmental 

Assessment (IEnvA) Stage 2 certification 

for its environmental management system. 

IEnvA is an environmental management 

system developed by IATA for airlines, which 

is consistent with ISO 14001:2005 standard. 

In this, Finnair makes use of the best prac-

tices in its industry. Finnair has integrated 

the Energy Efficiency System (EES+) as part 

of the management system.

To improve its environmental perfor-

mance, Finnair has identified the key envi-

ronmental aspects of its operations, their 

impacts, risks and opportunities involved, 

and set targets related to them. 

Finnair’s environmental responsibility in 2018

• Finnair continued the renewal of its fleet with next-generation Airbus A350 XWB aircraft that are on average 

20–25 per cent more fuel-efficient than their predecessors. At the end of 2018, Finnair’s fleet included twelve 

Airbus A350XWB aircraft.

• CO2 emissions from flight operations increased by 11.7 per cent from the previous year, while available tonne 

kilometres (ATK) increased by 13.0 per cent over the same period.

• Measured by the unit-specific CO2 emissions of revenue tonne kilometres (RTK), emissions increased by 2.0 

per cent from the previous year. 

• The volume of waste increased by approximately 9.1 per cent from the previous year.

• Finnair’s energy usage in facilities decreased by 5.6 per cent.

• As a part of Finnair’s fuel efficiency programme, a new vertical flight optimisation software (PACE) was 

brought into use in the A350 fleet in May 2018. It is located in the cockpit computers and provides the pilot 

with a tool to make operations as efficient as possible. In addition to fuel and cost savings, the software also 

offers environmental benefits as CO2 emissions drop in the same proportion. 

• During the summer Finnair conducted a consumer research study to find out what Finns think of the different 

ways to reduce or compensate emissions resulting from aviation. According to the study’s results, the 

majority of Finns are ready to pay to reduce the emissions caused by air travel but want the proceeds from 

possible additional charges to go directly to environmental work. Consequently, Finnair decided to introduce 

to its clients a new tool to make flying more environmentally responsible. As of early 2019, customers can 

choose to support either the use of biofuels or carbon capture initiatives when they fly with Finnair. 

• Finnair Kitchen defined new targets for sustainable catering. First visible actions of this programme were the 

replacement of milk jiggers with carton packed Finnish milk on European and domestic flights in November 

2018 and removing plastic wrapping around renewed amenity kits (from spring 2019). These small actions 

reduce generated waste by 5.0 tonnes and generated plastic waste by 10.0 tonnes annually. Finnair is also 

the first airline implementing the IATA environmental assessment catering module. The implementation has 

started and will be completed in 2019.

EMISSIONS FROM THE USE 

OF JET FUEL

FLIGHT NOISE

THE ENERGY 

CONSUMPTION OF 

PROPERTIES

CABIN WASTE

FINNAIR’S KEY ENVIRONMENTAL 

ASPECTS ARE:
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GRI 302-1 Energy consumption 

within the organisation (Scopes 1 

and 2)

Finnair’s primary energy consumption 

consists of the use of transport fuels. Avia-

tion is very energy-intensive, and Finnair’s 

largest environmental load arises from 

flying and particularly from the use of fossil 

jet fuel. 

ENERGY 
CONSUMPTION

2018 2017 2016 2015

Scope 1 non-renewable renewable

Jet Fuel, kg 1,031,125,265 0 921,519,796 874,148,241 834,512,184

Jet Fuel, GJ 44,132,161 0 39,441,047 37,413,545 35,717,121

Ground vehicles, kg 233,427 33,108 232,351 71,164 53,318

Ground vehicles, GJ 8,403 1,192 8,365 2,562 1,919

Solar Power, GJ 1,033

Solar Power, MWh 287

Total, GJ 44,140,565 2,224 39,449,412 37,416,107 35,719,041

11.9% 5.4% 4.8% 13.2%

Scope 2

Faclities, electricity, GJ 136,555 0 113,814 119,711 123,459

MWh 37,932 0 31,394 33,253 34,294

Faclities, heat, GJ 122,924 0 151,700 129,204 94,257

MWh 34,146 0 42,139 35,890 26,182

Total, GJ 259,479 0 265,514 248,915 217,716

-2.3% 6.7% 14.3% -33.4%

Grand total, GJ 44,402,268 39,714,926 37,665,022 35,936,757

11.8% 5.4% 4.8%

Energy Consumption

Fuel consumption

Finnair’s total consumption of jet fuel 

comprises flights operated by Finnair itself, 

flights operated by Norra on Finnair’s 

behalf, as well as so-called wet lease flights 

leased on a short-term basis from other 

operators due to lack of fleet or crew. In 

addition, jet fuel is consumed on transfer 

and training flights as well as test runs 

by technical services. 

In 2018, Finnair’s jet fuel consumption 

increased by 109,6 million kilogrammes 

or approximately 11.9 per cent compared 

to the previous year. The higher total 

consumption of fuel was primarily due 

to traffic growth and operational chal-

lenges. The breakdown of total consump-

tion in 2018 is presented in the adjacent 

chart. 

Energy and heating consumption of 

properties

In 2018, the energy consumption of 

Finnair’s properties amounted to 

72,078 MWh. Of this amount, electricity 

consumption accounted for 37,932 MWh, 

while heating energy accounted for 

34,146 MWh. 2018 was the first full year 

when solar panels installed on the Cool 

Cargo terminal generated electricity 

for the terminal use. The panels gener-

ated 287 MWh electricity (included in the 

Scope 1 consumption figure).

Finnair flights fuel consumption 

  Finnair 930,783 tonnes

  NoRRa 89,090 tonnes

  Wet Lease 11,252 tonnes

tonnes
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GRI 302-3 Energy intensity

Fuel efficiency of Finnair fleet

Owing to the energy-intensive nature of its 

operations and the resulting costs, Finnair 

naturally has a strong aspiration to make its 

operations more energy efficient, particu-

larly by striving to reduce jet fuel consump-

tion. Airlines with an environmentally 

friendly mindset, such as Finnair, strive 

to operate a modern fleet to reduce the 

required fuel and emissions.

Finnair’s measures to improve its fuel 

efficiency focus primarily on flights oper-

ated by the company itself. Finnair monitors 

the fuel efficiency of its flights primarily by 

the payload indicator (RTK), which accounts 

for the passenger load factor, the volume 

of cargo transported and the distance 

between the origin and destination. The 

following chart and table illustrate the fuel 

efficiency of all Finnair flights in 2015–2018 

(including Norra flights starting as of 4/2015 

and all wet lease flights). Finnair’s oppor-

tunities to have an impact on the fuel effi-

ciency of flight operations leased from 

NoRRA and other cooperation partners are 

mainly limited to route planning, fleet utili-

sation and load factor optimisation.

Energy efficiency of Finnair’s properties

The properties owned and leased by Finnair 

are mainly located in the Helsinki Airport 

area. The combined size in cubic metres of 

these properties was about 2.8 million m3 

in 2018, and the energy efficiency was 25.6 

KWh/m3. 

Energy consumption figures are not avail-

able for Finnair’s offices (sales etc.) abroad, 

as their energy consumption is typically 

invoiced as a fixed part of rent.

2018 2017 2016 2015

g/RPK 29.7 30 32.3 32.6

g/ASK 24.3 25 25.8 26.2

g/RTK 251.3 247.6 271.2 271.2

g/ATK 165.4 167 174.1 180.1

Finnairs Fuel efficiency

GRI 302-4 Reduction of energy 

consumption

The average age of the fleet operated by 

Finnair was approximately 9.5 years at 

the end of 2018. Next-generation aircraft 

consume approximately 20–25 per cent less 

fuel than their predecessors. The CO2 emis-

sions of the aircraft also decline by a corre-

sponding amount. In addition to one new 

Airbus A35 XWB aircraft, Finnair added one 

new Airbus A321 to its fleet in 2018.

The fleet investment, which has been the 

most significant in the company’s history, 

will see Finnair take delivery of a total of 19 

Airbus A350 XWB aircraft. They support the 

company’s pursuit of the target of reducing 

CO2 emissions by 17 per cent per RTK flown 

by the end of 2020, using 2013 as the base-

line. By the end of 2018, Finnair had twelve 

next-generation Airbus A350 XWB wide-

body aircraft. In addition to providing a five-

star travel experience, the new Airbus A350 

XWB aircraft offer 20 per cent more cargo 

and passenger capacity than their prede-

cessors.

Finnair strives to improve fuel efficiency 

also by other means, not just modern-

ising its fleet. The ongoing fuel conserva-

tion programme has achieved a reduction 

of several per cent in jet fuel consumption 

300
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264

Development in Finnair's  

fuel efficiency

fuel g/RTK 

RTK = revenue tonne kilometres, i.e. capacity 

use according to payload weight 

Flights operated by Finnair and NoRRA  

(Norra as of 4/2015)
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in recent years. A 1 per cent increase in fuel 

efficiency in Finnair’s traffic corresponds to 

approximately 10 million kilogrammes of 

fuel, which in turn corresponds to a reduc-

tion of over 30 million kilogrammes of CO2.

Finnair’s initiatives to improve the effi-

ciency of fuel cover all activities within 

operations, from flight planning to taxi in to 

the gates. Operational punctuality and fuel 

efficiency are the main focus areas in flight 

planning. Due to the flexible deployment 

of our Airbus fleet, it is possible to allocate 

an optimal aircraft type to each particular 

route on any given day of the year. During 

the operation stage, every flight is provided 

with an optimal flight path based on 

payload, weather forecast, and capacity of 

airspace. 

In 2018 Finnair implemented a new 

software (PACE) in its A350 fleet to opti-

mise flight profiles and trained pilots to do 

one engine taxi-out. The taxi-out proce-

dure itself saves about 120 tonnes of fuel 

 annually.

Besides weather factors and air traffic 

control, fuel consumption is affected by 

the weight of the aircraft and its load. The 

weight of the aircraft is followed up on a 

regular basis, as well as the efficiency of 

water uplift and refuelling of the aircraft. In 

2018 Finnair adjusted the standard water 

uplift volume, gaining annual fuel savings 

of 100 tonnes. By implementing new tech-

nologies and materials aircrafts’ empty 

weight has successfully been reduced in 

recent years. Weight is always considered as 

an important factor whenever new aircraft 

materials are being purchased. In addi-

tion to empty weight, having the correct 

take-off weight is crucial in fuel efficiency, 

as it means that unnecessary fuel is not 

carried in the tanks. In 2018 Finnair started 

to improve and measure the efficiency of 

loading ULDs’, saving fuel about 200 tonnes 

annually when unnecessary ULDs’ are not 

carried onboard. 

During 2018, Finnair introduced digital 

newspapers and magazines on its flights. 

This enables Finnair to offer breaking 

news for the passengers and less fuel 

consumption for each operated flight 

when paper magazines are not carried 

onboard. A re-configuration process for 

Finnair’s narrow-body fleet started on 

2017 continued into 2018. The modifi-

cation of cabin interiors has resulted in 

noticeable weight savings. On average, 

weight decrease has been about 150 kg per 

aircraft, decreasing fuel consumption by 

450 tonnes annually.

In 2016, Finnair Facilities Management 

joined a nation-wide energy efficiency 

agreement in the service sector, which is 

part of the implementation of Finland’s 

long-term energy and climate strategy and 

the framework decision of the Council of 

State on energy efficiency measures. The 

agreement obliges Finnair to reduce its 

properties’ energy consumption by 7 per 

cent from the 2016 level by 2025.

Finnair participates annually in the inter-

national Earth Hour by switching off its 

advertising lights at the airport and in 

various properties for a whole weekend and 

informing personnel of ways to conserve 

energy when at work as well as when on 

duty.

Finnair is an active member of the Nordic 

Initiative for Sustainable Aviation working 

group comprised of Nordic airlines, airport 

operators and government ministries who 

are working together with aircraft manu-

facturers to expedite the development of 

biofuel in the aviation industry.

IN 2018 FINNAIR  

IMPLEMENTED A NEW 

SOFTWARE (PACE) IN ITS 

A350 FLEET TO OPTIMISE 

FLIGHT PROFILES.

GRI 302-5 Reductions in energy 

requirements of products and 

services

Long-term work done to improve flights fuel 

efficiency has resulted in the continuous 

reduction of fuel used per passenger seat. 

The fuel used per revenue tonne kilometres 

increased in year 2018 as the full cargo 

capacity of the aircrafts was not success-

fully utilised. 
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FLIGHT NOISE AND 
BIODIVERSITY

Flight noise

One typical adverse environmental effect of 

air transport is noise. The noise produced 

by aircraft is mainly engine noise and aero-

dynamic noise. The level of engine noise is 

greater in take-offs, while the level of aero-

dynamic noise grows during approaches.

Finnair has reduced noise by modern-

ising its fleet and by scheduling take-offs 

and landings at less undesirable times 

from a noise perspective. However, Finnair 

also operates flights in the evenings and at 

night, at which times noise is perceived to 

be more disruptive. The use of the contin-

uous descent approach (CDA) also helps 

reduce flight noise within ten kilometres 

of the airport. However, the use of CDA 

requires uncongested airspace and good 

weather conditions. During the busiest 

afternoon hours at Helsinki Airport, for 

example, when there are a lot of parallel 

approaches, using the CDA is not possible. 

Finnair aims at increasing the annual 

amount of CDA landings in Helsinki by one 

per cent during 2018–2020.

The International Civil Aviation Organisa-

tion (ICAO) has specified noise certification 

limits for aircraft and their engines. Over 95 

per cent of Finnair’s fleet is compliant with 

the specifications for Chapter 4, which is the 

newest and quietest ICAO noise category. The 

remaining below five per cent of Finnair’s 

aircraft are categorised in Chapter 3. 

GRI 304-1 Operational sites 

owned, leased, managed in, or 

adjacent to, protected areas and 

areas of high biodiversity value 

outside protected areas

Finnair takes environmental aspects into 

consideration on the ground and in the 

air. Besides energy solutions that reduce 

the environmental load, Finnair’s environ-

mental strategy also includes the preser-

vation and promotion of natural diversity, 

known as biodiversity thinking. Finnair has 

assessed the ecosystem services, or bene-

fits provided to people by nature, that are 

most relevant to its business, as well as its 

most significant impacts on them.

Of the different categories of ecosystem 

services, cultural services and regulating 

services are the most relevant to Finnair’s 

business. Cultural services include tourism, 

spiritual value and aesthetic value. Regu-

lating services include the regulation of 

air quality and climate, disease control, 

pest control and pollination. Finnair’s core 

business and key product areas benefit 

ecosystem services in various ways. Cultural 

services are particularly important for 

travel services. Accordingly, Finnair’s travel 

agency, Aurinkomatkat-Suntours, has 

participated in various local projects to 

maintain biodiversity at various destina-

tions for several years.

In planning its destination programmes, 

Aurinkomatkat-Suntours carefully evaluates 

their potential effects on the environment 

and biodiversity. The operations aim to 

avoid excursions to sites where visits could 

pose a threat to biodiversity. The customers 

are informed at destinations on appropriate 

conduct to preserve biodiversity.

For several years, Finnair has also actively 

supported a rain forest reforestation and 

biodiversity project in Madagascar in collab-

oration with the Finnish Association for 

Nature Conservation, although the company 

does not operate any flights to the area.

In the airline business, Finnair supported 

both cultural and regulating services by 

prohibiting the transportation of hunting 

trophies or memorabilia originating from 

NEXT-GENERATION 

AIRCRAFT CONSUME 

APPROXIMATELY 

25%
LESS FUEL THAN THEIR 

PREDECESSORS.
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of biofuel, measures must be taken not to 

indirectly lead to changes in land use (ILUC). 

The objective is to ensure that arable land 

used for growing food crops is not used to 

produce raw material for biofuel, which 

would result in either the clearing of forests 

or wetlands to create space for food produc-

tion or a decline in food production.

Regulating services have a significant 

impact on both the airline business and 

travel services. The local decline of biodi-

versity erodes the operating conditions of 

the tourism industry and increases the risk 

of infectious diseases.

Climate change can lead to an increase 

or exacerbation of extreme weather 

phenomena, which in turn could restrict 

aviation or, in the worst case, prevent it 

entirely in some regions. 

endangered species or their parts in its 

cargo network. Furthermore, Finnair 

signed the United for Wildlife (UFW) Buck-

ingham Palace declaration of the Duke of 

Cambridge to prevent the illegal smuggling 

of wild animals. As a signatory, the company 

has undertaken to promote the awareness 

of different stakeholders about this topic.

The significance of biodiversity in 

Finnair’s airline business will be high-

lighted further in the coming years through 

climate change mitigation measures. When 

biofuels replace fossil fuels in the future, 

the company wants to ensure that the 

primary production of raw materials for 

renewable energy sources is used in line 

with the principles of sustainable develop-

ment and does not compromise ecosystem 

services. For example, in the manufacturing 
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2018 2017 2016 2015

Scope 1

Jet Fuel, t CO2 3,248,045 2,902,787 2,753,567 2,628,713

Ground vehicles, t CO2 751 747 227 170

Total, t CO2 3,248,795 2,903,534 2,753,794 2,628,883

11.9% 5.4% 4.8%

Scope 2

Faclities, electricity, t CO2 10,102 9,48 8,843 7,544

Faclities, heat, t CO2 9,049 11,167 9,583 6,415

Total, t CO2 19,151 20,647 18,426 13,959

-7.3% 12.1% 32.0% -33.4%

Scope 3

Fuel transportation & production, t CO2 701,701 627,113 594,875 567,902

Business travel 1,700

Grand total 3,971,347 3,551,294 3,367,095 3,210,744

11.8% 5.5% 4.9%

Emissions

GRI 305-1 Direct (Scope 1) 

greenhouse gas (GHG) emissions 

Nearly all of Finnair Group’s greenhouse 

gas emissions arise from flight opera-

tions. Flying primarily causes two kinds of 

direct greenhouse gas emissions: carbon 

dioxide and water vapour. Water vapour 

is the most important greenhouse gas 

in the atmosphere, but it is not gener-

ally examined directly as a human-de-

rived greenhouse gas emission, because 

the water vapour in the atmosphere is 

mainly the result of natural evaporation. 

Air transport is in a special position in this 

respect because the water vapour gener-

ated by the engines is released high in the 

atmosphere, which increases the atmos-

phere’s H2O content above the cloud layer. 

However, not much is yet known about the 

potential impacts of water vapour emis-

sions from aviation.

In 2018, the greenhouse gas emissions of 

Finnair’s traffic amounted to approximately 

3,248,045 tonnes of CO2 equivalent. This 

figure covers 82 per cent of Finnair’s total 

greenhouse gas emissions. 

GRI 305-2 Energy indirect (Scope 

2) greenhouse gas (GHG) emissions 

In Finland, the energy consumption of 

buildings accounts for more than a third 

of total greenhouse gas emissions. Finnair 

uses means such as repairs, alterations, 

preventive maintenance as well as user 

training, to ensure the energy efficiency 

of its business premises to mitigate the 

greenhouse gas emissions arising from the 

energy consumption of its buildings.

In 2018, the CO2 emissions arising from 

the production of heating energy amounted 

to 9,049 tCO2, calculated according to the 

emission factor reported by the heating 

energy supplier (265 kg CO2/kWh). The loca-

tion-based emissions of heat consumption 

amounted to 6,917 tCO2, calculated based 

on the average emission factor for Finnish 

district heating joint generation areas (176 g 

CO2/kWh).

The CO2 emissions attributable to the 

production of electrical energy in 2018 were 

10,102 tCO2, according to the supplier-spe-

cific emission factors (265 g and 198 g CO2/

kWh).

GRI 305-3 Other indirect (Scope 3) 

greenhouse gas (GHG) emissions

The greenhouse gas emissions arising from 

the production of jet fuel constitute a signif-

icant proportion of Finnair’s indirect green-

house gas emissions balance. More than 55 

per cent of the jet fuel used by Finnair and 

Norra is produced at the Neste refinery in 

Porvoo’s Kilpilahti district. The greenhouse 

gas emissions arising from the produc-

tion and transport of jet fuel amounted 

to an estimated 701,701 tonnes of CO2 in 

2018 Business travel by Finnair employees 

primarily involves the company’s own 

flights, the emissions of which are reported 

under Scope 1.

Significant material flows are generated 

by Finnair Kitchen, which provides catering 

for the flights that depart from Helsinki. 

The emissions arising from these mate-

rials, such as food and beverages served 

on flights, were not reported in 2018. The 

greenhouse impacts of the material flows 

could not be estimated.

Information on truck transport by Finnair 

Cargo is absent from this report. Finnair 

Cargo purchases transport services from 

truck companies, and the statistical prac-

tices of these companies do not allow actual 

emissions to be calculated at present. Finnair 

Cargo’s main partners in truck traffic use 

vehicles classified as EURO 4 at a minimum.

When there is humidity in the air and the 

temperature is close to or below freezing, 

airlines use de-icing and anti-icing to ensure 

the safety of their operations. De-icing 

involves cleaning impurities on the exte-

rior of the aircraft, while anti-icing involves 

spraying the exterior with a protective 

substance, propylene glycol (hereafter 

referred to as glycol), to prevent ice from 

accumulating on it. 

The greenhouse impact of glycol could 

not be estimated, since no emission factor 

is available for it.

EMISSIONS
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This offsetting will bind 1,700 tCO2 from the 

atmosphere back to the ground. In autumn 

2018 Finnair started to provide biodiesel in 

ground equipment refuelling reducing 2018 

CO2 emissions already by 103,3 tonnes. As a 

continuum, Finnair has provided customers 

at the beginning of the 2019 with an easy 

way to offset or reduce the CO2 emissions of 

their flights. Customers can choose between 

offsetting their CO2 emissions through an 

emissions reduction project, and/or through 

the support of biofuels.

GRI 305-6 Emissions of ozone-

depleting substances (ODS)

Halons are found to be major contributors 

to ozone depletion. Airline operators are 

bound to use aircraft manufacturer certified 

and safe fire extinguishers. The manufac-

turers are constantly working on replacing 

halons from aircrafts but currently there 

are locations where decent replacements 

are not yet found. Finnair has reported 

six events where halon 1211 or 1301 was 

emitted to the air. The amount of halon 

1211 emission was 0.48 kg (used in portable 

extinguishers) and halon 1301 12.8 kg (used 

in engines).

GRI 305-4 Greenhouse gas (GHG) 

emissions intensity

The emissions intensity of an aircraft goes 

hand in hand with its energy intensity. 

In other words, as the energy consump-

tion of the aircraft increases, its emis-

sions increase. The ratios for jet fuel and 

the energy consumption of properties are 

reported under GRI 302-1 Energy inten-

sity. Finnair uses RTK (revenue tonne kilo-

metres) to divide its carbon emissions, 

since it measures emissions in relation to 

the distance travelled and the volume of 

passengers and cargo. 

GRI 305-5 Reduction of GHG 

emissions

Finnair’s long-term target is to reduce the 

carbon emissions in its flight operations 

relative to the revenue tonne kilometres 

(RTK) by 17 per cent from the level of 2013 

by 2020. The ongoing fleet renewal plays 

the most significant role in achieving this 

target. Work done in reducing the energy 

intensity of the flights contributes directly 

to reduced emissions. Description of the 

progress in that field is reported under GRI 

302-4 Reduction of energy consumption. 

Finnair will offset all business travel 

flights its personnel made during 2018. 

FINNAIR’S LONG TERM 

TARGET IS TO REDUCE THE 

CARBON EMISSIONS OF 

ITS FLIGHT OPERATIONS 

RELATIVE TO THE REVENUE 

TONNE KILOMETRES (RTK) BY

17%
FROM THE LEVEL  

OF 2013 BY 2020.
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WASTE GRI 306-2 Waste by type and 

disposal method

The total amount of waste generated by 

Finnair increased by approximately 9.4 

per cent, or over 396.5 tonnes, from the 

previous year, total mass being 4,601.9 

tonnes. The increase in the total weight 

of waste is primarily attributable to traffic 

growth.

The company placed even more focus on 

waste recovery and sorting. Finnair has set 

waste management objectives of increasing 

waste recovery, cost efficiency and safety, 

as well as reducing the volume of waste. 

In practice, this means that waste will be 

utilised as either energy or material.

The combination of mixed waste and energy 

waste is made possible by the thermic 

processing of waste at Fortum’s power 

plants in Riihimäki. Following a change in 

applicable regulations, food waste origi-

nating from outside of the EU that is subject 

to the EU by-products regulation can now 

be directed to thermic processing, allowing 

it to be utilised with other waste in gener-

ating district heating and electricity. 

Finnair has set long-term targets aiming 

for sustainability in inflight catering. Actions 

towards these goals are ongoing and Finnair 

aims to reduce the environmental impact of 

inflight catering provided by reducing CO2 

emissions, reducing generated waste and 

improving waste material recycling. Specific 

actions will include reducing the use of 

single use plastics, improving plastic recy-

cling and implementing responsible deci-

sion making in our inflight services by 2022. 

Some of the first concrete changes were 

replacing milk jiggers with carton packed 

Finnish milk on European and domestic 

flights in November 2018 and removing 

plastic wrapping around renewed amenity 

kits (renewed amenity kits on flights in early 

spring 2019). These actions reduce gener-

ated waste by 5.0 tonnes and generated 

plastic waste by 10.0 tonnes annually.

2018 2017 2016 2015

Hazardous Non-hazardous Hazardous Non-hazardous Hazardous Non-hazardous Hazardous Non-hazardous

Incineration 81,743 3,587,845 85,160 3,111,214 164,143 2,940,074 63,076 2,742,482

Recycling 11,326 850,869 11,748 915,810 16,975 834,432 8,757 794,915

Composting 0 65,626 0 73,068 0 77,519 0 67,636

Other 3,039 1,201 0 8,410 2,447 10,201 2,206 10,200

Landfill 0 300 0 0 0 0 0 0

Total 96,108 4,505,841 96,908 4,108,502 183,565 3,862,226 74,039 3,615,234

Total weight of waste
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CARING

Finnair’s operations are by nature very 

diverse and in a certain way highly technical. 

Our organisation and partners are present 

in dozens of countries around the globe 

and are subject to a wide range of laws and 

regulations. The core areas of our social 

responsibility include safety, care for our 

employees and customers, and supply chain 

management.

• Caring for our employees

• Respecting our customers
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CARING FOR OUR 
EMPLOYEES

A core part of Finnair’s social responsibility 

involves taking care of its employees and 

their working conditions. In this respect, 

Finnair is a notable employer. The policies 

of personnel management cover all aspects 

of social responsibility that have been iden-

tified as material. 

Finnair’s strategic HR guidelines and 

HR policy cover all factors that may 

impact personnel and working conditions. 

Finnair’s values – Commitment to Care, 

Simplicity and Courage – which serve as 

a guideline for everyone at Finnair are 

increasingly reflected in day-to-day oper-

Finnair’s responsibility for personnel during 2018

• Finnair introduced ePassi Sport benefit to all employees in Finland to 

encourage employees to exercise. 

• Finnair published its own occupational safety policy that steers the 

OHS management, decision making and everyday actions. Finnair 

also introduced a new mobile application for Finnair personnel for 

reporting occupational safety observations and e-learning in physical 

occupational safety for managers and employees. 

• Finnair implemented a Workability Management System (Aino Health 

Manager) first modules during 2018.

• A programme of internal conciliators was launched to enhance inter-

action and problem-solving skills and improve the working atmosphere 

and understanding between the different parties. Finnair also intro-

duced e-learning Harmoniously at the workplace to all employees. 

• In order to support work-life balance, a new summer camp concept 

was introduced for summer day care of employees’ children.

• Finnair’s Equality and Non-discrimination plan was renewed. 

• Finnair participated in the Confederation of Finnish Industries (EK) 

campaign against discrimination at work (Työ ei syrji campaign).

• In 2018 Finnair executed an extensive internal safety campaign. ”Their 

safety. Our priority”. 

• According to the survey We Together@Finnair, the level of job satisfac-

tion was 3.77/5.0, which is almost the same as in 2017 (3.78).

• Finnair’s employer brand image remained very high in 2018. According 

to the survey by Universum, business students considered Finnair 

again as the most attractive employer of the year.

ations according to Finnair’s personnel. 

The survey We Together@Finnair helps 

the company determine what areas it has 

been successful in and what areas need 

improvement. The employee survey covers 

the following key themes: My Job, Manage-

rial and Supervisory Work, Teamwork, and 

My Employer.

Leadership development continues to be 

one of Finnair’s key HR focus areas. Finnair 

identifies regularly the needs for team and 

organisational development, and moni-

tors the welfare and commitment of the 

personnel by an employee survey.
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GRI 102-8 Total number of 

employees by employment type, 

employment contract, region and 

gender 

In 2018 Finnair’s total number of employees 

increased significantly. At the end of 2018, 

the number of Finnair employees in active 

employment relationships was 6,462, which 

is 544 more than during the previous year. 

A large majority of the personnel works 

in Finland, mostly at the Helsinki-Vantaa 

airport or in the neighbouring area. 

On 31 December 2018, there were 530 

Finnair employees in active employment 

relationships working outside Finland. 

Of these, 188 worked in business service 

center operations in the Baltic countries. 

Full-time staff accounted for 91 per cent 

of Finnair employees in 2018, and 96 per 

cent of staff were employed on a permanent 

basis. The average age of employees was 42 

years. 

  

GRI 102-41 Percentage of total 

employees covered by collective 

bargaining agreements 

All Finnair employees in Finland have the 

right and opportunity to agree on their 

terms of employment through collective 

bargaining. Senior management constitutes 

Finnair does not limit its employees’ rights 

to participate in trade union activities.

GRI 401-1 New employee hires and 

employee turnover

During 2018 Finnair hired 1055 new 

employees, of which 337 were flight 

personnel. At the same time, about 80 

employees retired from Finnair. The 

employee turnover has been rather low 

(4 per cent) in Finnair. 

Finnair’s employer brand image has 

developed positively. According to the 

survey by Universum, business students 

considered Finnair the most attractive 

employer in 2018. Students and profes-

sionals in other fields also consider Finnair 

an interesting employer, Finnair was for 

 
Work-related 

accidens
Workplace 
accidents

Loss time injury 
frequency

Business trip 
accidens

2018     
Airline’s flight personnel 87 71 22 16

Airline’s ground personnel 27 16 5 11

Finnair Technical Service Oy 8 3 3 5

Finnair Cargo Oy 1 0 0 1

Finnair Flight Academy Oy 1 0 0 1

Aurinkomatkat Oy 2 0 0 2

Total 126 90 12 36

During 2018 no suspected 
occupational diseases

example considered #17 and #5 attractive 

employer among IT students and profes-

sionals respectively.

GRI 403-2 Types of injury and rates 

of injury, occupational diseases, 

lost days, and absenteeism, and 

number of work-related fatalities

Work-related accidents comprise workplace 

accidents and business trip accidents. The 

table below shows all work related or busi-

ness trip accidents that resulted in at least 

one day of sick leave.

LTIF= Loss time injury frequency refers 

to the number of workplace accidents per 

million of working hours. 

Airline’s ground personnel include group 

management, support services, ground 

crew, and operative ground personnel.

an exception to this, as its terms of employ-

ment are agreed on locally or individually. 

Finnair currently has employees abroad 

in 27 countries. The employment contracts 

and terms of employment are based on 

local legislation. Employees have the oppor-

tunity to agree on their terms of employ-

ment through collective bargaining in coun-

tries in which that is the local practice. 

%

Employees by group

  Cabin Crew 32%

  Pilots 15%

  White Collar Employees 15%

  Abroad 8%

  Finnair Kitchen 8%

  Technical Services 7%

  Ground Service 6%

  Technical Employees 3%

  Aviation Employees 3%

  Travel Guides 1%

  Management 1%

  Travel Agency Staff 1%

FINNAIR PERSONNEL  

GREW BY

544
NEW EMPLOYEES  

IN 2018

GRI 403-2
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Medical check-ups at 

Finnair in 2018

Finnair Group 1,550/5,300

Customer Experience 

Helsinki Airport Customer Service 134 /300

Cabin crew 840/2,104

Operations 

Cockpit 257/980

Cargo 20/120

Finnair Flight Academy 9/32

Technics 290/736

Average hours of training (1.1.2018–31.12.2018) Employees 31.12.2018 (only active employees) Training hours per employee  

Women Men Total Women Men Total Women Men Total 

Employees 17,884 28,328 46,212 Employees 918 850 1,768 Employees 20 33 26

Office staff 7,027 23,112 30,139 Office staff 594 753 1,347 Office staff 12 31 22

Cabin 119,168 23,211 142,379 Cabin 1,841 218 2,059 Cabin 65 107 69

Pilots 96,090 Pilots 25 864 889 Pilots 108

Management 487 1,367 1,853 Management 24 48 72 Management 20 29 26

Total 143,004 166,073 314,820 Total 3,402 2,733 6,135 Total 51

GRI 404-1 Average hours of training per year per employee

GRI 403-3 Workers with high 

incidence or high risk of diseases 

related to their occupation

Medical examinations pertaining to expo-

sure at work include examinations concen-

trating on the effects of carcinogenic 

substances, solvents and other chemicals, 

noise, vibration and working night shifts. 

To prevent/minimise exposure to such 

work-related health hazards, the primary 

focus is on implementing working methods 

and procedures that involve minimal expo-

sure to hazards.

Cosmic radiation assessments were 

conducted for a total of 26 pregnant 

members of flight personnel in 2018. 

Finnair Health Services has monitored the 

radiation exposure of all flight personnel 

on a quarterly basis. Radiation expo-

sure levels have not exceeded the annual 

maximum level (6 mSv). All flight personnel 

can check their cumulative radiation expo-

sure by accessing a browser-based system 

that provides information on actual hours of 

flight duty performed and a mathematical 

calculation of cosmic radiation exposure 

based on the routes flown.

GRI 404-2 Programmes for 

upgrading employee skills and 

transition assistance programmes

 Maintaining employee competence has a 

significant effect on the implementation of 

strategy. Competence development needs 

are surveyed by unit and by individual in 

conjunction with performance reviews. 

Thanks to the renewal of the My Journey 

development discussions, learning and 

development is more emphasised in the 

discussions. As the largest airline company 

in Finland, it is particularly critical that 

Finnair maintains an appropriate level of 

aviation-specific competencies.

The strategic development of compe-

tencies requires cooperation with various 

parties. Learning and development solu-

tions are built at the company, unit, team 

and individual levels. In addition to tradi-

tional classroom teaching, competence 

is developed by a variety of methods, 

including learning on the job, online 

learning, workshops, coaching, shadowing, 

and mentoring. On-the-job learning is an 

exemplary method of professional develop-

ment, especially in the context of digitali-

sation and continuously changing working 

tools and practices that require self-guided 

learning. Mapping competence devel-

opment areas is an integral part of stra-

tegic workforce planning processes and My 

Journey development discussions. 

The professional training for flight 

personnel is conducted in cooperation with 

Finnair Flight Academy, while Finnair’s tech-

nical services unit handles its own profes-

sional technical training. The People Devel-

opment unit is responsible for strategic 

competence development. 

GRI 403-3
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A. Development of managerial and 

supervisory work 

• Leading our Daily Operations – development 

programme for leading operative work

• My Leadership Lab – the programme to 

support individual development of managers

• Two new Talent programmes: Finnair Trans-

formers and Customer Service Future Leaders 

• Global Exchange – programme to support 

understanding of markets and cultures

• MOVE onboard - a coaching programme for 

new supervisors 

• Continuing with project management train-

ings 

• Programs and events across units to support 

development of supervisors

• Captain & CPU Leadership Day, where 

captains and chief pursers develop their 

managerial roles and their cooperation in 

leading customer experience and people 

experience

B. Customised personnel development 

solutions (examples)

• IT Development Managers Learn to Grow - 

development programme 

• Renewed Cabin crew -basic training course 

started in Dec 2018

• Ground operations Experience Day, aiming at 

improving customer service quality 

• Training towards the transformation of 

cargo operations and the implementation of 

Skychain

• Professional technical training for pilots 

in connection to growth strategy and new 

education for pilots 

• Training to support the integration of new 

working tools: Office 365 and various applica-

tions for operative work

C. Team development and coaching

• Individual coaching programmes for key indi-

viduals continued 

• Group coaching programmes for different 

target groups continued

D. Professional competence development 

and induction training 

• #JoinFinnair induction training for all new 

employees

• Safety training for all employees, with 

targeted training for special groups

• General competence development, including 

the development of competencies related 

to systems, languages and purchasing. New 

programmes included Harmonious Work 

Community and GDPR -e-learnings for all 

employees.

• Open House sessions (i.e. Cyber-security, 

self-management, Nordic Business Forum)

Development areas in 2018 included the following: 

TRAINING HOURS  

PER EMPLOYEE 

51 HOURS

TRAINING HOURS IN TOTAL 

314,820
HOURS
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GRI 405-1 Diversity of governance 

bodies and employees

At the end of 2018, 56 per cent of Finnair’s 

employees were women and 44 per cent 

were men. Three of the eight members of 

Finnair’s Board of Directors are women. The 

average age of Finnair’s personnel in 2018 

was 42 years. Of the personnel, 27 per cent 

were over 50 years of age, while 17 per cent 

were under 30 years of age. Finnair does 

not maintain statistics based on ethnicity. 

Permanent themes include the Code of 

Conduct, occupational safety and health 

in aviation, work induction, occupational 

safety and health awareness for supervi-

sors, and occupational safety card training.

Other professional training organised in 

2018 included outstation training, first aid 

and emergency training, basic and recur-

rent training, systems training and coopera-

tion with various educational institutions. 

The Finnair Aviation Academy, founded 

in 1964, is a special vocational educational 

establishment maintained by Finnair Plc, 

which operates as a special educational 

establishment under the Act on Vocational 

Adult Education (631/1998). Its task is to 

arrange further vocational training leading 

to a vocational or special vocational qual-

ification as well as other further voca-

tional training required for the practice of 

Finnair Plc’s and its subsidiaries’ operations 

(Further Vocational Training Arrangement 

Permit 551/530/2006, 13 December 2006). 

As a privately-owned educational estab-

lishment, the Aviation Academy funds its 

operations in accordance with government 

aid practices and it is a member of Busi-

ness Education Establishments ELO (Elinkei-

noelämän oppilaitokset Elo ry). 

BY THE END OF 2018 

56%
OF FINNAIR STAFF  

WERE WOMEN

THE AVERAGE AGE OF 

FINNAIR’S PERSONNEL  

IN 2018 WAS

42
YEARS



R E S P O N S I B L E  F I N N A I R C L E A N E R C O L L A B O R AT I V E A N N E X

S U S TA I N A B I L I T Y  R E P O R T  2 0 1 8

34

C A R I N G

CARING FOR OUR 
CUSTOMERS 

Finnair has responsibility towards its 

customers for the overall quality of their 

experience, regardless of the fact that some 

services are produced by Finnair’s part-

ners rather than the company itself. There-

fore, Finnair pays increased attention to the 

selection of its partners and the partners 

are required to comply with Finnair’s quality 

assurance policies and ethical guidelines.

GRI 416-1 Assessment of the health 

and safety impact of products and 

services

The aviation industry consists of a strictly 

regulated value chain comprised of multiple 

suppliers of products and services. As an 

airline and service company at the top of 

this value chain, Finnair creates added 

value for its customers by providing them 

Finnair’s Product responsibility in 2018 

• According to a research conducted by Sustainable Brand Index to identify the most sustain-

able and responsible Nordic brands, Aurinkomatkat-Suntours (a tour operator within 

Finnair Group) was perceived by Finnish consumers as Finland’s most responsible tour 

operator. The survey was based on the ten principles of UN’s Global Compact initiative. 

• Finnair also took measures to better accommodate different needs of passengers by 

changing its booking process and developing the Inflight Entertainment system to make 

services more accessible. Inflight entertainment system has now a special channel 

devoted to support Responsible Finnair-concept communications. 

• Finnair performed well in several quality and customer satisfaction surveys conducted 

within the industry or among passengers during 2018. Finnair’s Net Promoter Score meas-

uring customer satisfaction increased, despite the headwinds experienced, to 48 (47). In 

JACDEC’s 2018 Airline Safety Ranking, Finnair was listed as the safest airline in the world 

among the 100 largest airlines measured by RPKs.

with a comprehensive and high-quality 

service product in collaboration with its 

partners. We are responsible for trans-

porting customers and their baggage to 

their destinations safely, smoothly and 

punctually.

The most significant product responsi-

bility aspects in the Finnair group’s opera-

tions are flight safety, food safety, respon-

sibility for individual customers, and 

responsibility for the cargo carried. 

Finnair’s Safety Management System 

(SMS) covers all aspects of flight safety: 

safety policy, operational risk management, 

safety training and communications, safety 

assurance including continuous auditing 

of operations and the assessment of the 

potential impact of changes in the operating 

environment. Official regulations and stand-

ards set the minimum requirements, which 

the company aims to exceed in all areas. 

Finnair Kitchen is responsible for food 

and product safety for all Finnair inflight 

services. Quality and safety of catering 

operations are covered by Finnair Kitchen 

Quality Management System. Official regu-

lations and industry standards set the 

minimum requirements, which the company 

aims to exceed in all areas.

Finnair’s Ground Operations unit is 

responsible for the acquisition, quality 

criteria and quality control of ground 

handling services required at airports. The 

unit’s task is to ensure that the ground 

services used by Finnair fulfill the require-

ments set for them, both in terms of 

quality and in respect of safety and official 

regulations. 

To deliver on their service promises, 

Finnair Cargo, Kitchen and the Ground 

Operations unit apply a systematic evalu-

ation process when selecting subcontrac-

tors and partners. Partners are required, 

for example, to ensure and maintain 

the expertise of their personnel, and 

also to ensure that vehicles, equipment 

and premises are appropriate. In addi-

tion to quality audits at airports, Finnair 

also regularly performs quality inspec-

tions that continually monitor both its own 

and subcontractors’ work. Finnair Cargo 

and Ground Operations are responsible 

for maintaining and updating their own 

quality systems and ensuring that opera-

tions comply with requirements.
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Finnair’s objective is to create sustainable 

economic added value by producing flight 

services profitably, cost-competitively and in 

harmony with the needs of the environment 

and society. Responsible operations are the 

cornerstone of profitable business activity, 

and Finnair takes into account the effects of 

its operations on society.

• Stakeholders

• Economic responsibility

COLLABORATIVE



The responsibility strategy is geared at 

preserving the license to operate from key 

stakeholders and contributing to good repu-

tation and long-term shareholder value of 

Finnair. It also helps protect Finnair from 

the downside risk that breaches of environ-

mental regulations, human rights abuses or 

governance issues, such as corruption, can 

bring to a company.
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STAKEHOLDERS
Subjects Channels

Customers Travel experience, customer service issues, product quality, on-time 
performance, emissions and noise reduction, safety, recycling, 
responsible sourcing, responsible tourism, corporate responsibility 
projects via Finnair Plus. 

Surveys, research, written feedback, Finnair website, social media, 
customer events, customer service encounters at every stage of the 
journey, messages to Finnair Plus customers, Finnair mobile app, Blue 
Wings inflight magazine. 

Personnel Occupational health and wellbeing at work, target setting, Code of 
Conduct and ethical issues, safety and security, changes to improve 
profitability, values and business practises, increasing trust, reducing 
environmental impact on the job, corporate responsibility in 
partnerships, changes affecting personnel. 

Intranet, internal blogs, theme weeks, Yammer, personnel events, We 
Together @Finnair- Wellbeing At Work survey, occupational health 
services, performance evaluation and development planning, discussions 
with labour organisations, Leadership forum.

Shareholders and 
investors

Market environment and competitive landscape, the company’s 
operations, corporate responsibility, goals, reporting, strategy and 
financial position.

Stock exchange bulletins under periodic and ongoing disclosure 
obligation; interim reports, financial statements, report of the Board of 
Directors, Corporate Governance Statement. Annual General Meeting; 
investor, analyst and media meetings and events; corporate website; 
Carbon Disclosure Project.

Aviation sector Safety, emissions and noise, reduction, emissions reduction schemes, air 
traffic management, biofuel and supply chain development, sustainable 
tourism, economic impacts of the sector.

Membership in IATA and A4E; cooperation forum for sustainable tourism; 
membership in oneworld alliance; Joint Businesses; cooperation with 
Finavia and other airport operators; sector seminars and working groups; 
manufacturers.

Authorities and 
government

Competitiveness, market access, safety, emissions trading and reduction 
schemes, air traffic management, supply chain responsibility, reporting, 
economic contribution of aviation, impact of operations on environment 
and noise, disruptions and irregularities, biofuels, employee relations, the 
Transport Code.

Dialogue with local, national, EU-level authorities and governments; 
dialogue with governments and authorities in destination and overflight 
countries, events and other cooperation with the Finnish Consumer 
Agency, Flight Safety Authority (TraFi), embassies and other relevant 
Finnish and foreign actors. 

NGOs Greenhouse gas emissions AND environmental impact reduction, public 
health measures, human rights, disaster relief, wildlife protection, 
common interest projects for sustainability and development 
cooperation, supply chain responsibility.

Cooperation with the Finnish Association for Nature Conservation, 
UNICEF, Finnish Red Cross, Cancer Society of Finland and other NGOs. 
Membership in the Carbon Disclosure Project and the Climate Leadership 
coalition, Commitment 2050 -cooperation. 

Suppliers Cooperation efforts to reduce emissions and other environmental 
impacts, monitoring of responsibility and business ethics everywhere in 
the value chain.

Contractual cooperation, Finnair procurement guidelines and Supplier 
Code of Conduct.

Media Company strategy and business, Finnair products and network, daily 
operations irregularities,  investments, emissions reduction, personnel 
relations, financial sustainability, economic contribution of aviation, 
ethics, cooperation projects with NGOs, trends in travel and traffic, 
biofuels, emissions trading and reduction schemes, noise, impact of 
aviation on local economy and mobility.

Press releases, press conferences, visits by reporters, press trips, 
interviews, Finnair media desk calls and emails, websites social media, 
Blue Wings magazine. 

General public Customer service, product quality, labour relations, economic 
contribution of aviation, ethics, emissions reduction, presence in local 
economies, cooperation projects with NGOs, corporate citizenship.

Communications via media, websites, email and lectures; social media 
including blogs, Facebook, Twitter and Sina Weibo.
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ECONOMIC 
RESPONSIBILITY

Finnair’s Board of Directors has set the 

company’s financial targets, which are 

provided in information material for inves-

tors. As a public limited company, Finnair is 

committed to earning a profit for its share-

holders. The company’s profit distribution 

principles are expressed in Finnair’s divi-

dend policy. Finnair’s financial reporting 

aims to transparently provide information 

about Finnair’s financial position and devel-

opment.

GRI 201-1: Direct economic value generated and distributed 

EUR mill. 2018 2017 2016 2015

Direct economic value generated

Revenue 2,834.6 2,568.4 2,316.8 2,254.5

Other operating income 73.7 77.0 75.5 85.2

Sales gains and losses on aircraft and other transactions 42.7 44.1 30.4 121.5

Financial income -2.9 -0.3 1.0 1.3

Total 2,948.2 2,689.3 2,423.7 2,426.5

Economic value distributed

Materials, services and other operating expenses 2,155.9 1,909.6 1,834.5 1,864.8

Staff costs 428.6 418.9 356.4 355.6

Payments made to shareholders and loan providers 70.1 41.9 30.7 25.0

Dividend 38.4 12.8 0.0 0.0

Hybrid bond interests and expenses 15.8 15.8 19.1 15.3

Financial expenses 16.0 13.4 11.5 9.7

Payments to governments 8.1 7.2 9.8 11.2

Donations and other charitable payments 0.0 0.0 0.0 0.0

Total 2,662.7 2,377.5 2,231.3 2,256.6

Economic value retained for operational development 285.6 311.8 192.4 205.9

Investments in tangible and intangible assets and acquisitions of 
subsidiaries

331.0 511.5 518.9 329.7

Comparable operating result 169.4 170.4 55.2 23.7

Return on capital employed (ROCE), % 11.9 13.6 8.9 12.2
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GRI 201-2: Financial implications 

and other risks and opportunities 

due to climate change

In combating climate change, the main 

measures are directed at reducing the 

combustion of fossil fuels. The jet fuel used 

by Finnair is fossil fuel and fuel costs are 

Finnair’s single most significant cost item. 

Therefore, all the factors influencing the 

price of jet fuel similarly influence Finnair’s 

operating costs. The need to reduce fuel 

consumption and the resultant carbon 

dioxide emissions has a significant impact 

on the company’s business operations. In 

2017, fuel made up approximately one fifth 

of Finnair’s operational expenses; there-

fore efficiency has a material impact on the 

development of shareholder value.

In order to reduce its fuel consumption, 

Finnair follows a strategy comprised of 

four elements: technological development, 

improvement of operational efficiency, 

development of infrastructure and support 

of a global market-based measure to offset 

CO2 emissions. Finnair operates a modern 

fleet and has invested from 2015 onward 

in fuel-efficient next-generation aircraft to 

maintain its competitive advantage. In 2017 

the first stage of fleet renewal was accom-

plished. 

For several years now, Finnair has 

voiced its support for a global market-

based measure for offsetting greenhouse 

gas emissions that would complement the 

industry’s technological, operational and 

infrastructural efforts to reduce emissions. 

In 2018, Finnair participated in the Euro-

pean Union’s Emissions Trading Scheme 

(EU-ETS), which concerned only Intra-Eu-

ropean flights. The direct costs incurred by 

Finnair from emissions trading totalled 11.6 

million euros in 2018. In total Finnair paid 

environmental related costs and fees over 

45 million euros in 2018. The direct costs of 

market based emission reduction schemes 

in the coming years are difficult to esti-

mate due to open details of the system and 

accepted carbon credits. 

Finnair is a leading airline in carbon 

dioxide emissions reporting and reducing 

emissions. The risks, opportunities, finan-

cial effects and management methods 

related to climate change are described 

in detail in Finnair’s responses in various 

reporting frameworks.

GRI 203-2: Significant indirect 

economic impacts

Finnair’s current route network and its 

future expansion ensure that Finland will 

have more direct flight connections to 

other parts of the world than domestic 

demand alone could support. This has a 

significant impact on the travel oppor-

tunities of Finns and on the Finnish busi-

ness sector. In addition, the aviation sector 

is a major job creator in Finnish society. 

According to a research conducted in 

autumn 2017 by ETLA, the Research Insti-

tute of the Finnish Economy, Finnair is the 

sixteenth most significant company for the 

Finnish economy in terms of Gross Domestic 

Product, with a contribution of 587.6 million 

euros.



Tax principles 

Finnair’s principle is to pay, collect, remit 

and report the indirect and direct taxes it 

is subject to in each country according to 

local laws and regulations. High-quality 

tax returns and reports are very impor-

tant to Finnair and, as a result, we prepare 

tax returns carefully and submit them on 

time. Finnair also discusses openly with tax 

authorities. The aim of Finnair’s tax prin-

ciples is to support business decisions and 

to ensure their appropriate implementa-

tion, also from the perspective of taxation. 

The Finnair group does not have any struc-

tures in place to transfer taxable income 

from Finland to jurisdictions with lower tax 

rates.

Taxes related to international business 

operations

Finnair’s international business opera-

tions are mainly related to the sales of 

flight tickets and cargo through Finnair 

Plc’s foreign sales units, as well as local 

sales promotion activities. Sales units are 

not separate legal entities. The sales units’ 

income is taxed pursuant to the regula-

tions and double tax treaties pertaining to 

the international airline business as part 

of the parent company’s taxable income in 

Finland. The operations of Finnair’s foreign 

subsidiaries in 2018 and 2017 have been 

primarily related to travel and back office 

services, and they are very minor in scale 

relative to the group’s business operations 

as a whole. Finnair has also had minor hold-

ings (less than 20 per cent) in some insur-

ance captives located in Guernsey for busi-

ness reasons, the results of which are 

subject to taxation in Finland. 

Finnair’s taxable operations in individual 

countries outside of Finland are minor in 

scale. Thus, the below table presents Finland 

separately and all other countries together. 

Country level information for subsidiaries 

can be found in the second table on this 

page. Country level specification for taxes 

paid and collected outside Finland is found 

on the next page.

Finland 2017 figures include Finnair 

Kitchen Oy for the time it was already part 

of the group. Finnair Group’s foreign oper-

ative subsidiaries are located in Estonia, 

where income tax is due in connection with 

distribution of dividends. The group has 

also a dormant subsidiary in Russia. Spec-

ification for foreign subsidiaries’ external 

revenue, result before taxes, income 

tax payable and number of personnel is 

presented in the adjacent chart.

2018 2017

Finnair’s operations in Finland and in 
other countries Finland*

Other 
countries Total Finland*

Other 
countries Total

Revenue, EUR million 2,824.4 10.2 2,834.6 2,557.7 10.8 2,568.4

Result before taxes, EUR million 189.1 -0.5 188.6 210.6 0.5 211.1

Number of personnel 5,350 502 5,852 5,034 492 5,526

* Figures from 2017 include also an acquired subsidiary during the time it was already part of Finnair group. Internal revenue has 
been eliminated. 

2018 2017

Finnair’s operations in other countries Estonia Russia Total Estonia Russia Total

Revenue, EUR million 10.2 0.0 10.2 10.8 0.0 10.8

Result before taxes, EUR million -0.5 0.0 -0.5 0.5 0.0 0.5

Income tax payable, EUR million 0.0 0.0 0.0 0.0 0.0 0.0

Number of personnel 191 0 191 186 0 186

Profits of sales units are taxed in accord-

ance with regulations and double tax trea-

ties pertaining to the international airline 

business and, hence, revenue, result before 

taxes, income tax payable and number of 

personnel in other countries are not sepa-

rately adopted in financial statements. 

Specification of taxes paid and collected in 

other countries is presented overleaf. 

R E S P O N S I B L E  F I N N A I R C L E A N E R C A R I N G A N N E X

S U S TA I N A B I L I T Y  R E P O R T  2 0 1 8

39

C O L L A B O R AT I V E

TAX FOOTPRINT



2018 2017

Direct taxes payable, EUR million Finland*
Other 

countries Total Finland*
Other 

countries Total

Employer contributions 2.7 2.3 5.0 3.3 2.1 5.3

Property taxes 0.9 0.0 0.9 0.4 0.0 0.4

Other taxes 2.2 0.1 2.2 1.4 0.1 1.4

Public subsidies received -1.7 0.0 -1.7 -2.1 0.0 -2.1

Taxes included in direct 
operating expenses and 
subsidies in total 4.1 2.3 6.4 2.9 2.1 5.1

Income taxes payable* 25.9 0.0 25.9 20.1 0.0 20.1

Total direct taxes payable 30.0 2.3 32.3 23.0 2.1 25.1

* Income taxes payable are tax expenses recorded based on the taxable result, which has partly been utilised against confirmed tax 
losses. Figures from 2017 include also taxes of an acquired subsidiary during the time it was already part of Finnair group. 

2018 2017

Indirect taxes collected for the 
financial year, EUR million Finland*

Other 
countries Total Finland

Other 
countries* Total

Value added taxes, sales 107.0 0.9 107.9 90.4 1.0 91.5

Value added taxes, purchases 136.9 5.1 142.0 118.8 4.9 123.8

Value added taxes, net -29.9 -4.2 -34.1 -28.4 -3.9 -32.3

Withholding taxes on wages and 
salaries and other indirect taxes 100.0 2.8 102.8 92.6 2.5 95.1

Excise taxes 0.5 0.0 0.5 0.4 0.1 0.5

Total 70.5 -1.4 69.2 64.6 -1.4 63.2

* Figures from 2017 include also an acquired subsidiary during the time it was already part of Finnair group. 

Other taxes primarily include environmental 

and electricity taxes. Due to the nature of 

the international airline business, jet fuel is 

tax-free. Public subsidies consist of subsi-

dies received for training and they are 

primarily related to the aviation training 

services provided by Finnair. The reported 

public subsidies do not include subsidies paid 

to the airline business by the authorities in 

various countries, as they are considered 

business secrets. The reported public subsi-

dies, however, include a subsidy of 0.1 million 

euros (0.1) relating to Enontekiö region’s 

tourism promotion received from a Finnish 

authority. 

Finnair has confirmed losses in taxation 

from previous tax periods amounting to 

approximately 68 million euros. The esti-

mated amount of confirmed tax losses after 

2018 taxable result is approximately 0.3 

million euros. The confirmed tax losses can 

be utilised against positive taxable income 

over the next ten years. 

More detailed specification of employer 

contributions paid in other countries is 

found on the next page.

More information on direct taxes, such 

as the taxes pursuant to the consolidated 

income statement, deferred tax assets and 

liabilities and the adjustment of the effec-

tive tax rate is presented in Note 5.1 in 

Finnair’s consolidated financial statements.

The most significant indirect taxes collected 

during the financial year are withholding tax 

liabilities, value added tax and excise taxes. 

The passenger tariffs collected from flight 

passengers are not considered as tax-like 

payments remitted to the authorities subject 

to reporting as part of the tax footprint as 

these payments are usually remitted to the 

private or public party responsible for airport 

operations. More detailed specification of 

taxes collected in other countries can be 

found overleaf.

Country specific information for 2018 

is presented in the adjacent chart only 

regarding countries where the amount 

of taxes paid, collected or deducted is at 

least 0.05 million euros. Countries where 

this threshold is not met are presented as 

two areas below. The figures below include 

taxes paid and collected by subsidiaries and 

sales units.

Employer contributions paid relate to 

mandatory employer payments regarding 

employees located outside of Finland. 

Withholding taxes on salary are collected 

based on local legislation. Value added tax 

on sales and purchases relate mainly to 

passenger sales and cargo services.

Total amount of excise taxes outside 

Finland in 2018 and 2017 has been less than 

0.1 million euros and, hence, this infor-

mation is not presented on a country-by-

country basis.

Country specific information for 2017 

is presented in the table on the left only 

regarding countries where the amount 

of taxes paid, collected or deducted is at 

least 0.05 million euros. Countries where 

this threshold is not met are presented as 

two areas below. The figures below include 

taxes paid and collected by subsidiaries and 

sales units.
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2018

Employer 
contributions

Value added 
taxes, sales

Value added 
taxes, 

purchases
Value added 

taxes, net

Withholding 
taxes on 

wages and 
salaries Total

Country specification, EUR 
million

Countries

Estonia 1.0 0.2 0.2 -0.1 0.5 1.4

China 0.3 0.0 0.0 0.0 0.3 0.6

Belgium 0.1 0.0 0.0 0.0 0.3 0.4

USA 0.0 0.0 0.0 0.0 0.2 0.2

Greece 0.0 0.1 0.0 0.1 0.0 0.1

Italy 0.0 0.1 0.0 0.0 0.0 0.1

Russia 0.0 0.0 0.0 0.0 0.1 0.1

Germany 0.0 0.1 0.2 -0.1 0.1 0.1

Spain 0.1 0.1 0.1 -0.1 0.1 0.0

Switzerland 0.0 0.0 0.1 -0.1 0.1 0.0

Sweden 0.2 0.0 0.4 -0.4 0.2 0.0

Singapore 0.0 0.0 0.1 -0.1 0.0 0.0

Australia 0.0 0.0 0.1 -0.1 0.0 -0.1

France 0.0 0.0 0.2 -0.2 0.0 -0.1

Denmark 0.0 0.0 0.2 -0.1 0.0 -0.1

South-Korea 0.1 0.0 0.2 -0.2 0.1 -0.1

Japan 0.3 0.0 1.2 -1.2 0.6 -0.3

Norway 0.0 0.0 0.6 -0.6 0.1 -0.5

Thailand 0.0 0.0 0.6 -0.6 0.0 -0.6

UK 0.0 0.1 0.7 -0.7 0.1 -0.6

Areas

Other European countries* 0.1 0.2 0.2 0.0 0.0 0.2

Rest of the world** 0.0 0.0 0.0 0.0 0.0 0.0

Total 2.3 0.9 5.1 -4.2 2.8 0.9

*    Austria, Bulgaria, Croatia, Cyprus, Czech Republic, Hungary, Ireland, Latvia, Lithuania, Malta, the Netherlands, Poland, Portugal, 
Slovakia and Slovenia

** Canada, India and United Arab Emirates

2017

Employer 
contributions

Value added 
taxes, sales

Value added 
taxes, 

purchases
Value added 

taxes, net

Withholding 
taxes on 

wages and 
salaries Total

Country specification, EUR 
million

Countries

Estonia 0.9 0.2 0.2 0.0 0.5 1.3

China 0.3 0.0 0.0 0.0 0.4 0.7

Belgium 0.1 0.0 0.0 0.0 0.2 0.2

Greece 0.0 0.2 0.0 0.2 0.0 0.2

USA 0.0 0.0 0.0 0.0 0.1 0.1

Italy 0.0 0.1 0.0 0.1 0.1 0.1

Russia 0.0 0.0 0.0 0.0 0.1 0.1

Spain 0.1 0.1 0.2 -0.1 0.1 0.1

Australia 0.0 0.0 0.1 -0.1 0.1 0.0

Switzerland 0.0 0.0 0.1 -0.1 0.1 0.0

Sweden 0.2 0.0 0.3 -0.3 0.2 0.0

Singapore 0.0 0.0 0.1 -0.1 0.0 0.0

France 0.0 0.1 0.1 -0.1 0.0 -0.1

Denmark 0.0 0.0 0.1 -0.1 0.0 -0.1

South-Korea 0.0 0.0 0.2 -0.2 0.0 -0.1

Germany 0.0 0.1 0.4 -0.3 0.1 -0.1

Norway 0.0 0.0 0.5 -0.5 0.1 -0.4

Japan 0.2 0.1 1.2 -1.1 0.5 -0.4

Thailand 0.0 0.0 0.5 -0.5 0.0 -0.4

UK 0.0 0.1 0.8 -0.7 0.0 -0.7

Areas

Other European countries* 0.1 0.2 0.1 0.1 0.1 0.2

Rest of the world** 0.0 0.0 0.0 0.0 0.0 0.0

Total 2.1 1.0 4.9 -3.9 2.5 0.6

*    Austria, Bulgaria, Croatia, Cyprus, Czech Republic, Hungary, Ireland, Latvia, Lithuania, Malta, the Netherlands, Poland, Portugal, 
Slovakia and Slovenia

** Canada and India
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• Reporting principles

• Global Compact content index

• GRI content index

ANNEX 

Finnair was one of the first airlines in the 

world to communicate on its corporate 

responsibility issues under the Global 

Reporting Initiative reporting framework 

starting from 2008.
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Finnair was one of the first airlines in 

the world to communicate on its corpo-

rate responsibility issues under the Global 

Reporting Initiative (GRI) reporting frame-

work starting from 2008. This GRI-section 

is integrated to the Annual Report 2018 and 

the Report has been prepared in accord-

ance with the GRI Standards: Core option 

based on the materiality.

The report covers the parent company, 

and all Finnish subsidiaries.

Finnair group does not report on the 

operations of foreign subsidiaries, because 

they are deemed not to be of key signif-

icance in terms of the group’s corporate 

responsibility issues as minor operators. 

Any exceptions to this are mentioned sepa-

rately in connection with each indicator. 

Finnair does not report on outsourced 

operations, either. The business units and 

subsidiaries covered by the report are listed 

in the adjacent table.

Finnair’s maintenance organisation 

consists of two independent companies: 

Finnair Technical Services Oy and Finnair 

Engine Services Oy. This approach is justi-

fied by the fact that the operations of both 

technical services subsidiaries are the 

repair and maintenance of aircraft and 

their components, and for this reason their 

corporate responsibility aspects are conver-

gent at the group level. Hence, they are 

treated in this report as one unit, Finnair 

Technical Services.

Information sources, 

measurement and Finnair group 

calculation methods

The information of the report has been 

collected from the group’s internal statis-

tics systems and also from various subcon-

tractors. In terms of measurement and 

calculation methods, the GRI topic-specific 

accounting principles have been adhered 

to whenever the available data have so 

allowed. If some other measurement or 

calculation method has been used, this is 

mentioned in connection with the key figure 

concerned. The figures have been presented 

in time series when this has been appro-

priate and reliably possible.

Figures on economic responsibility are 

mainly derived from the financial state-

ments. Other information with respect to 

economic responsibility is derived from the 

group’s various operators.

Indicators on personnel are based on 

active employment relationships as at 

31 December 2018. The figures exclude 

dormant employees and Aurinko Ou, 

REPORTING 
PRINCIPLES
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aircraft’s auxiliary power unit (APU) on the 

ground.

Where Method A cannot be used, we are 

using actual leg consumption (fuel onboard 

- remaining fuel) adding average APU 

usage. 

Fuel mass is converted to volume using 

densities provided by fuel vendor. If density 

is not available we are using default value 

0.80.

For wetleased flights fuel burn is 

requested from wet-lessor. If not received 

then fuel burn is calculated by aircraft 

manufacturer specifications or lessor’s 

information on aircraft type fuel burn per 

block hour.

Data gaps and erroneous data are 

handled using substitution data as close to 

actual values as possible. The electricity and 

heat data are based on metered consump-

tion data, and on estimations based on 

surface area, where direct metering data 

was unavailable.

Finnair has assessed its Scope 3 emissions 

based on GHG Protocol’s Corporate Value 

Chain (Scope 3) Accounting and Reporting 

Standard). Category 3 (Fuel and Energy 

related activities not included in Scope 1-2) 

primary data originates from Finnair’s fuel 

data base. Emission factor source: 

SFS-EN 16258 standard for JET A-1. Emis-

sions of Extraction, production and trans-

portation of the fuels = amount of fuel * 

0,0159 tonnes CO2/GJ.

In relation to material streams, the 

amounts of waste and energy consumption 

of properties, data have been obtained 

from service providers, goods suppliers 

and on the basis of invoices paid. With 

respect to Finnair Technical Services, 

environmental data are also obtained 

from monitoring and measuring systems 

required by their environmental permits. 

In terms of Technical Services’ use of 

materials, only chemicals are reported, 

because the statistical practice of raw 

materials and spare parts does not allow 

a comparable way of presentation. Finnair 

Technical Services is not, however, a signif-

icant user of raw materials, and its main 

environmental aspects relate to storage 

and use of chemicals.

Information on personnel comes from 

Finnair’s HR information system and from 

parties responsible for the wellbeing of 

employees. Accident statistics are obtained 

from the insurance company and they are 

updated retroactively, as a result of which 

the 2018 figures may be subject to further 

adjustment. 

Suntours’ Baltic subsidiary (number of 

personnel on 31 December 2018).

Finnair’s largest single material cost item 

is jet fuel. In this report, jet fuel is treated, 

however, as energy, because in terms of 

its purpose and environmental effects it is 

sensible to understand jet fuel as stored 

energy. 

Fuels are also reported on the basis of 

their mass and volumes.

Fuel consumption and emission figures 

for flight operations (Annex 1 EU ETS Direc-

tive 2003/87/EC of the European Parlia-

ment and of the Council) are derived from 

the company’s own monitoring systems and 

based on actual fuel consumption (Method 

A EU ETS Monitoring and Reporting Regula-

tion (EU) N:o 601/2012). Emission factor for 

jet fuel used in the report is 3.15 kg CO2/kg 

(Default IPCC emission factors, taken from 

the 2006 IPCC Inventory Guidelines).

European Union Emissions Trading 

System (EU ETS) “Method A” formula: 

Amount of fuel contained in aircraft tanks 

once fuel uplift for the flight is complete 

– Amount of fuel contained in aircraft 

tanks once fuel uplift for subsequent flight 

is complete + Fuel uplift for that subse-

quent flight. This method is used in order 

to capture the fuel consumption by the 

Information relating to human rights 

and local communities are derived from 

procurement agreements, from personnel 

responsible for procurement, subcontrac-

tors and, in terms of the impact of tourism, 

mainly from Aurinkomatkat-Suntours, 

which as a tour operator occupies a key 

position in this respect. Operational compli-

ance with laws and regulations has been 

confirmed with the group’s Legal Affairs 

department.

Customer satisfaction data, on the other 

hand, are based on customer satisfaction 

surveys and on feedback received by the 

group.

Effect of any restatements of 

information provided in earlier 

reports

In 2018, Finnair updated its materiality anal-

ysis on corporate responsibility in accordance 

with the GRI Standard reporting guidelines. 

Impacts and indicators related to material 

aspects were redefined in the process. This 

report follows the same principles.

However, there have been no changes 

in the data compared with the previous 

report. Information on changes in individual 

indicator data is provided under the section 

on the indicator in question.

Changes pertaining to Finnair’s organisa-

tional structure and the calculation of finan-

cial statement data are described in more 

detail in connection with Finnair’s financial 

key figures.

Reporting priorities

In 2013, Finnair discontinued the publica-

tion of a separate corporate responsibility 

report and financial report. All the data can 

be found in the Annual Report and this GRI 

section.

The priorities of the report are based 

on the materiality analysis described on 

pages 7–8.
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Human rights Location 

Principle 1: Businesses should support and respect the protection of internationally 
proclaimed human rights; and

p. 9–15; 16–17; 28–34

Principle 2: make sure that they are not complicit in human rights abuses. p. 9–15; 16–17; 28–34

Labour

Principle 3: Businesses should uphold the freedom of association and the effective 
recognition of the right to collective bargaining;

p. 9–13; 29–30

Principle 4: the elimination of all forms of forced and compulsory labour; p. 9–13; 16–17; 29–30

Principle 5: the effective abolition of child labour; and p. 9–13; 16–17; 29–30

Principle 6: the elimination of discrimination in respect of employment and 
occupation.

p. 9–13; 29–30

Environment

Principle 7: Businesses should support a precautionary approach to environmental 
challenges;

p. 9–13; 18–27

Principle 8: undertake initiatives to promote greater environmental responsibility; 
and

p. 9–13; 18–27

Principle 9: encourage the development and diffusion of environmentally friendly 
technologies.

p. 9–13; 18–27

Anti-corruption

Principle 10: Businesses should work against all forms of corruption, including 
extortion and bribery.

p. 9–13; 16–17

GLOBAL COMPACT 
CONTENT INDEX
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Code GRI content Location Further information

General disclosures

Organisational profile

102-1 Name of the organisation Finnair Plc

102-2 Activities, brands, products, and services Finacial information p. 6-11; 15-19

102-3 Location of headquarters Tietotie 9, Vantaa, Finland

102-4 Location of operations Financial information p. 6-11

102-5 Ownership and legal form Financial information p. 29-32

102-6 Markets served Financial information p. 6-11

102-7 Scale of the organisation Financial information p. 6-11; 14

102-8 Information on employees and other workers Sustainability report p. 30

102-9 Supply chain Sustainability report p.  17 
Financial information p. 6-11

102-10 Significant changes to the organisation and its supply chain Financial information p. 6-11; 14; 28-32

102-11 Precautionary Principle or approach Financial information p. 34-37

102-12 External initiatives Sustainability report p. 36

102-13 Membership of associations Sustainability report p. 36

Strategy

102-14 Statement from senior decision-maker Financial information p. 3-4

102-15 Key impacts, risks, and opportunities Sustainability report p. 6-8 
Financial information p. 3-4; 6-11; 34-36

Ethics and integrity

102-16 Values, principles, standards, and norms of behavior Sustainability report p. 9-15  
Financial information p. 20-27

102-17 Mechanisms for advice and concerns about ethics Sustainability report p. 16

Governance

102-18 Governance structure CG statement p. 4-6; 11-13

Stakeholder engagement   

102-40 List of stakeholder groups Sustainability report p. 36

102-41 Collective bargaining agreements Sustainability report p. 30

102-42 Identifying and selecting stakeholders Sustainability report p. 36

102-43 Approach to stakeholder engagement Sustainability report p. 36

102-44 Key topics and concerns raised Sustainability report p. 36

Reporting practice  

102-45 Entities included in the consolidated financial statements Financial information p. 46-47

102-46 Defining report content and topic Boundaries Sustainability report p. 6-8

102-47 List of material topics Sustainability report p. 6-8

102-48 Restatements of information Sustainability report p. 43-44

GRI CONTENT INDEX
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Code GRI content Location Further information

102-49 Changes in reporting Sustainability report p. 43-44

102-50 Reporting period Sustainability report p. 33

102-51 Date of most recent report February 2018

102-52 Reporting cycle Annually

102-53 Contact point for questions regarding the report Communications, Finnair Plc Tietotie 9, 01053 
Finnair. comms(a) finnair.com

102-54 Claims of reporting in accordance with the GRI Standards Sustainability report p. 37

102-55 GRI content index Sustainability report p. 46-48

102-56 External assurance Sustainability report p. 50-51

Management approach

103-1 Explanation of the material topic and its Boundary Sustainability report p. 7-8

103-2 The management approach and its components Sustainability report p. 9-15

103-3 Evaluation of the management approach Sustainability report p. 9-15

ECONOMIC STANDARDS  

Economic performance  

201-1 Direct economic value generated and distributed Sustainability report p. 37

201-2 Financial implications and other risks and opportunities due to climate change Sustainability report p. 38

201-4 Financial assistance received from government The Finnish Government does not support Finnair’s 
operations financially. The Finnair Aviation College 
constitutes an exception. The Finnair Aviation 
College, founded in 1964, is a special vocational 
educational establishment maintained by Finnair 
Plc, which operates as a special educational 
establishment under the Act on Vocational Adult 
Education (631/1998).

Indirect economic impacts  

203-2 Significant indirect economic impacts Sustainability report p. 38

Anti-corruption   

205-2 Communication and training about anti-corruption policies and procedures Sustainability report p. 16-17

205-3 Confirmed incidents of corruption and actions taken No incidents

Anti-competitive behavior

206-1 Legal actions for anti-competitive behavior, anti-trust, 
and monopoly practices

No incidents

ENVIRONMENTAL STANDARDS  

Energy  

302-1 Energy consumption within the organisation Sustainability report p. 20

302-3  Energy intensity Sustainability report p. 21

302-4 Reduction of energy consumption Sustainability report p. 21-22

302-5 Reductions in energy requirements of products and services Sustainability report p. 22-23
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Code GRI content Location Further information

Biodiversity    

304-2 Significant impacts of activities, products, and services on biodiversity Sustainability report p. 17

Emissions  

305-1 Direct (Scope 1) GHG emissions Sustainability report p. 25

305-2 Energy indirect (Scope 2) GHG emissions Sustainability report p. 25

305-3 Other indirect (Scope 3) GHG emissions Sustainability report p. 25

305-4 GHG emissions intensity Sustainability report p. 26

305-5 Reduction of GHG emissions Sustainability report p. 26

305-6  Emissions of ozonedepleting substances (ODS Sustainability report p. 26

Effluents and waste   

306-2 Waste by type and disposal method Sustainability report p. 17

Environmental compliance  

307-1 Non-compliance with environmental laws and regulations No incidents

SOCIAL STANDARDS

Employment

401-1 New employee hires and employee turnover Sustainability report p. 30

Labour/management relations

402-1 Minimum notice periods regarding operational changes Significant operational changes in Finland are 
governed by the Finnish Act on Cooperation within 
undertakings. Depending on the matter in question, 
the minimum time period applied can range from 
one day to six weeks. The collective bargaining 
agreements that concern Finnair do not include 
provisions that run counter to these legislative 
provisions.

Occupational health and safety

403-2 Types of injury and rates of injury, occupational diseases, lost days, and absenteeism, 
and number of work-related fatalities

Sustainability report p. 30

403-3 Workers with high incidence or high risk of diseases related to their occupation Sustainability report p. 31

Training and education

404-1 Average hours of training per year per employee Sustainability report p. 31

404-2 Programmes for upgrading employee skills and transition assistance programs Sustainability report p. 31-33

404-3 Percentage of employees receiving regular performance and career development 
reviews 

Performance and career development reviews cover 
all Finnair personnel. The PD process (Performance 
Dialogue) is a management tool based on biannual 
discussions that guide the setting and achievement 
of targets, the evaluation of performance and 
management, and development.

Diversity and equal opportunity    

405-1 Diversity of governance bodies and employees Sustainability report p. 33; CG statement p. 7-8
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Code GRI content Location Further information

Human rights assessment  

412-1 Operations that have been subject to human rights reviews or impact assessments Sustainability report p. 17

Supplier social assessment

414-2 Negative social impacts in the supply chain and actions taken Sustainability report p. 17

Public policy  

415-1 Political contributions Finnair does not support any political parties or 
persons.

Customer health and safety  

416-1 Assessment of the health and safety impacts of product and service categories Sustainability report p. 34

416-2 Incidents of non-compliance concerning the health and safety impacts of products and 
services

No incidents

Marketing and labelling

417-2 Incidents of non-compliance concerning product and service information and labeling No incidents

417-3 Incidents of non-compliance concerning marketing communications No incidents

Customer privacy    

418-1 Substantiated complaints concerning breaches of customer privacy and losses of 
customer data 

No incidents

Socioeconomic compliance

419-1 Non-compliance with laws and regulations in the social and economic area No incidents
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INDEPENDENT 
PRACTITIONER’S 
LIMITED ASSURANCE 
REPORT

To: the Management of Finnair Plc.

Assurance report on the annual 

carbon dioxide emissions 2018

Our conclusion

Based on our review, nothing has come to 

our attention that causes us to believe that 

the reported annual CO2 emission data, as 

included in the Sustainability section of 

Finnair Plc’s Annual Report 2018 are not 

prepared in all material respects, in accord-

ance with Finnair Plc reporting criteria. 

What we have reviewed

The object of our assurance engagement 

consists of the following data presented in 

the Sustainability section of Finnair Plc’s 

Annual Report 2018:

• CO2 emissions originating from fuel 

consumed by all flights under the Finnair 

Plc. callsign (in tonnes) (hereafter CO2 

emission data).

We have reviewed this indicator in the 

accompanying Sustainability section of 

Finnair Plc’s Annual Report 2018. All other 

information in the Sustainability section of 

Finnair Plc’s Annual Report 2018 is not in 

scope of this engagement. Therefore, we do 

not report or conclude on this other infor-

mation.

The basis for our opinion

We conducted our assurance engagement 

in accordance with International standard 

3410 ‘Assurance Engagements on Green-

house Gas Statements’. This assurance 

engagement is aimed to provide limited 

assurance. Our responsibilities under 

this standard are further described in the 

section ‘Our responsibilities for the assur-

ance engagement’ of our report.

We believe that the assurance informa-

tion we have obtained is sufficient and 

appropriate to provide a basis for our 

opinion.

Independence and quality control

We have complied with the independ-

ence and other ethical requirements of the 

Code of Ethics for Professional Accountants 

issued by the International Ethics Standards 

Board for Accountants, which is founded 

on fundamental principles of integrity, 

objectivity, professional competence and 

due care, confidentiality and professional 

behaviour. 

PwC Accountants applies the Interna-

tional Standard on Quality Control and 

accordingly maintains a comprehensive 

system of quality control including docu-

mented policies and procedures regarding 

compliance with ethical requirements, 

professional standards and applicable legal 

and regulatory requirements. 

Limitations in our assurance engagement 

/ inherent limitations

CO2 quantification is subject to uncertainty 

because the emissions factors are based 

on mathematical models to calculate emis-

sions. These models are inherently unable 

to precisely characterize under all circum-

stances the relationships between various 

inputs and the resultant emissions because 

of incomplete scientific knowledge.

Responsibilities for the annual CO2 

emission data and the assurance 

engagement

Responsibilities of the management of Finnair Plc.

The management of Finnair Plc. is respon-

sible for the preparation of reported CO2 

emission data in accordance with the meth-

odology outlined in the Sustainability 

section of Finnair Plc’s Annual Report 2018, 

including the identification of the intended 

users and the criteria being applicable for 

the for the purposes of the intended users.

The management is also responsible for 

suitable internal control as it determines 

necessary to enable the preparation of 
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reasonably be expected to influence the 

decisions of users taken on the basis of the 

CO2 emission data. The materiality affects 

the nature, timing and extent of our assur-

ance procedures and the evaluation of the 

effect of identified misstatements on our 

opinion.

Procedures performed

An assurance engagement includes, 

amongst others, examining appropriate 

evidence on a test basis. We have exercised 

professional judgement and have main-

tained professional scepticism throughout 

the assurance engagement, in accord-

ance with the International Standard 3410, 

ethical requirements and independence 

requirements.

Our main procedures included:

• Reviewing documents to gain an under-

standing of the activities and structure 

of Finnair Plc.;

• Reviewing whether the Finnair reporting 

methodology is in accordance with the 

approved monitoring plan for EU ETS 

purposes; 

• Conducting interviews with Finnair Plc. 

management to understand the data 

collection process, internal controls and 

to evaluate the accuracy of the quanti-

tative and qualitative information in the 

reported CO2 emission data;

• Based on this understanding, assessing 

the risks that the information in the 

reported CO2 emission data contains 

material misstatements;

• Responding to the assessed risks, 

including the development of an overall 

approach, and determining the nature, 

timing and extent of further procedures;

• Performing analytical procedures on the 

reported data;

• Evaluating relevant internal and external 

documentation, on a test basis, to deter-

mine the reliability of the information in 

the reported CO2 emission data;

• Evaluating the appropriateness of quan-

tification methods and reporting policies 

used;

• Evaluating the overall format and pres-

entation of the annual CO2 emission 

data, as presented in the Sustainability 

section of Finnair Plc’s Annual Report 

2018.

Amsterdam
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CO2 emission data that is free from mate-

rial misstatement, whether due to fraud or 

error.

Our responsibilities for the assurance engagement

Our responsibility is to plan and perform 

the assurance engagement in a manner that 

allows us to obtain sufficient and appro-

priate audit evidence for our opinion.

Our conclusion aims to provide limited 

assurance. The procedures performed by 

obtaining a limited level of assurance are 

aimed at determining the plausibility of 

information and are less extensive than 

those performed in obtaining reasonable 

assurance in an assurance engagement. 

The performed procedures in this context 

consisted mainly of gathering informa-

tion from officers of the entity and applying 

analytical procedures set out in relation to 

the information included in the CO2 emission 

data. The assurance obtained in assurance 

engagements aimed at providing limited 

assurance is therefore significantly lower 

than the assurance obtained in assurance 

engagements aimed at providing reason-

able assurance.

Misstatements may arise due to fraud 

or error and are considered to be material 

if, individually or in aggregate, they could 
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CONTACT 
INFORMATION

House of Travel and Transportation 

Finnair Oyj

Tietotie 9 A (Helsinki Airport) 

01053 FINNAIR

Tel. +358 600 0 81881 (1,25 €/answered call + local charge)

www.company.finnair.com 

www.investors.finnair.com

www.facebook.com/finnair 

www.facebook.com/finnairsuomi

www.twitter.com/Finnair 

www.twitter.com/FinnairSuomi

https://blog.finnair.com/en/ 

https://blog.finnair.com/

www.instagram.com/feelfinnair/
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