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Abstract 

 
Purpose - The purpose of this thesis is to understand and assess the way companies 

integrate sustainability thinking through sustainable business practices and customers’ 

engagement in the Swedish coffee industry. 

 

Methodology - This thesis is based on a qualitative research method, a case study of 

Löfbergs, including interviews with managers, customers, focus groups with young 

consumers and observations at Löfbergs’ Café Bar. 

 

Findings - The empirical findings show that the company places sustainability at the 

center of its business strategy. If a business is successful in integrating sustainable 

thinking into its business practices, the results are higher engagement both on the 

customers’ and stakeholders’ sides.  

 

Research limitations - Transcendence as a business logic has not been subject to 

extensive and methodical research. This aspect makes the study to be highly 

explorative; nevertheless, the results are not framed within a solid theoretical 

background and, for this reason, happen to be affected by a low level of comparability. 

In addition, a multiple case study would have guaranteed higher transferability than a 

single case one. 

 

Conclusion -  By shifting to transcendence as a business logic, the business can adopt 

a dialectic strategy and successfully integrate sustainability into its business practices. 

This new business logic is able to help the business in integrating quality and 

responsibility, taking care of the value chain and the value network in its business 

strategy. 
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1. Introduction 

This chapter describes the increasing importance for companies in contributing to Sustainable 

Development and Corporate Social Responsibility. Furthermore, it presents the research problem, the 

aim of this thesis, the research questions and ends with the thesis’ structure. 

The importance of Sustainable Development (SD) and Corporate Social 

Responsibility (CSR) is on continuous rise and their role in the society has been 

extensively discussed and debated over the past decades. The flip side of economic 

development is characterized by global climate change, exploitation of natural 

resources and environmental degradation. Since then, the economy is suffering from 

the consequences of rapid development such as industry fumes and hazardous 

substances into the environment (Sachs 2015), but globalization can also be seen as 

an impetus for sustainability and sustainable business thinking (Sebhatu 2010). For 

instance, about 90% of the largest European firms publish information regarding their 

activities within social and environmental areas (Crane et al. 2009). Sustainability is 

the area that is being explored by companies for growth and development. The 

meaning of sustainability seems to be generally understood as environmental 

sustainability; however, it is not only limited to environmental issues but also includes 

social and economic issues (Obermiller et al. 2008). SD is “based on an integrated 

strategy that incorporates key economic, social, environmental and political elements” 

(OECD 1996, p.13). In other words, sustainability works on the TBL approach: 

people, profit and planet (Charter et al. 2006), in which companies manage their 

social, environmental and business arena such as prestige, shareholder value, 

corporate reputation, customer relationships, and product and service quality (Szekely 

& Knirsch 2005). Particularly, Pruzan (1998) and Elkington (2001) highlight that 

sustainability is regarded as a tool for value creation. 

In Agenda 2030 UN outlined 17 integrated goals for SD; one of the most significant 

is goal 12: “Ensure sustainable consumption and production patterns” (UN 2015). Its 

aim is doing more and better with less, requiring cooperation and a systematic 

approach among actors that operate within the supply chain, from manufacturers to 

end consumers. In addition, this goal includes engaging consumers, by increasing their 

awareness and level of education about sustainable consumption patterns, providing 

information through standards and labels (ibid). Companies are required to take care 

of SD issues as well as all the aspects linked to CSR (Sebhatu 2010). According to 

Peattie (2010, p.195), “developing more environmentally sustainable consumption 

and production systems depends upon consumers’ willingness to engage in greener 

consumption behaviors”. According to Joshi & Rahman (2015), SD encourages green 
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consumption and eco-innovation. In fact, green consumption is usually linked to 

environmentally responsible one where consumers bear in mind the environmental 

impact of purchasing, using, and disposing of green products and services (Moisander 

2007). 

The growing attention to the socio-environmental impact of the consumers is 

bringing corporate strategies and cultures to address green issues (Charter & Peattie 

2006). Young et al. (2010) believe that the field of green consumerism is evolving 

rapidly and that, for this reason, significant research-based contributions are needed. 

Changes in consumer preferences, unfavorable perception of green products by the 

consumers, suspicious green advertising claims, and the high cost invested in 

developing green products are some of the challenges that many companies must face 

(Chen & Chai 2010). Additionally, environmental costs are increasing at most 

companies and these have a little chance of economic payback in sight, thus many 

companies question: should win-win solutions be the foundation of their 

environmental strategy or not? (Harvard Business Review 1994). In fact, there are still 

many companies which remain not environmentally-friendly since it is costly, but 

actually companies do not have to spend money to be environmentally friendly since 

the environmentally-friendly business will be soon viewed as a profitable business 

(The Guardian 2013). Going green is not a cost of doing business, it is a catalyst for 

new market opportunities, innovation, and wealth creation (Harvard Business Review 

1994). In this context, firms do not only have to gratify customers, but have also to 

consider the overall demand from the society, because consumers today are 

demonstrating their environmental concern by purchasing products that are 

environmentally friendly, or by boycotting products that are harmful to the 

environment (Huanfeng & Weimin 2008). 

Sweden was chosen as reference country because nowadays it is considered to be one 

of the greenest and most sustainable countries in the world (Telegraph 2017). The 

country is recognized to be a pioneer in the field of CSR and Swedish companies have 

been engaged in this field for a long time (Swedish Institute 2015).  In 2016, Sweden 

ranked number one out of 59 countries in the RobecoSAM Country Sustainability 

Ranking, that evaluates based on 17 different environmental, social and governance 

indicators (RobecoSAM 2016). Among others, Sweden got the highest scores due to 

strict environmental policies and governmental initiatives. In fact, since 2003 SD has 

been adopted in Sweden as an overall objective of Government policy (Ahlberg 2009). 

Even if the country is small, counting just 10 million inhabitants, it has a leading role 

in promoting sustainability in Europe, consequently posing itself as a role model 

(Månsson 2016).  
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The company that was chosen as our case study, Löfbergs, was selected based on its 

sustainability and CSR operations in Sweden. The company is actually one of the 

biggest coffee roasters in the Scandinavian area. More importantly, Löfbergs has 

published detailed sustainability reports since 2012 (Löfbergs 2018). In addition, the 

company is a part of international initiatives such as ICP, which aims to support 

smallholder coffee farmers (Coffee Partners 2016).  

1.1. Research problem 

The role of consumers in creating a sustainable development is fundamental (Tan et 

al. 2015; OECD 2008). For this reason, since the ‘80s international institutions such 

as UN and OECD have been trying to promote the importance of sustainable 

consumption (OECD 2008). In this framework, the phenomenon of green 

consumption is placed and has a big role to play (Gilg et al. 2005). Awan and Raza 

(2011) argue that potentially all consumers can be green consumers, but green 

consumption is a process that is actively influenced by consumer norms, values, and 

habits. This results in green consumption to be highly diverse, complex, and context-

dependent (Peattie 2010). 

Over the time, we have experienced a growing importance of green products and 

several studies have demonstrated the increasing awareness and consciousness of 

consumers about green consumption and sustainability issues. Rahbar and Wahid 

(2011) have indicated that over the last decade consumers are getting more aware and 

willing to pay more to go green. By contrast, current marketing research agrees on the 

existence of a substantial gap between green attitudes and behaviors (Hughner 2007). 

Even though the consumers are increasingly aware, they are being prevented from 

purchasing eco-friendly products. Previous research has been trying to identify 

barriers to green consumption (Goonetilleke 2012). Many researchers such as Connell 

(2010) have identified lack of knowledge as one of the main determinants in the lack 

of action by green consumers, along with price, trust, and personal norms. More 

recently, Gleim et al. (2013) invited further research to address these important issues. 

Narula and Desore (2016) point out how lack of knowledge results easily in confused 

consumers, confirming the great importance of this factor in influencing green 

purchasing behaviors. The authors imply that this is caused by missing efforts by the 

businesses to promote the right information. So, it is not surprising to find out that 

knowledge and customer awareness are the most studied variables in understanding 

the behavioral inconsistency in green purchasing (Joshi & Rahman 2015). Regarding 

the challenges of going green, Barber et al. (2009) suggest that future research should 

explore sustainability practices, consumers’ attitude, and purchase intentions for green 
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products. Moreover, what is the strategy that firms are actually implementing to 

communicate green benefits and promote sustainability?  

Given the issues exposed previously, there is a need for a deeper understanding of 

the business logic and a research of new ways of thinking value co-creation with 

customers and other stakeholders. For this reason, there is a shift happening in the 

business logic that is motivated by sustainable thinking. 

1.2. Research aim 

The aim of this thesis is to understand and assess the way companies integrate 

sustainability thinking through sustainable business practices and customers’ 

engagement. The focus is on assessing the Swedish coffee using Löfbergs as our case 

study. The objective is to analyze customers’ reaction and business willingness to 

engage customers and other stakeholders to have a proactive role in sustainability and 

CSR. This could create a win-win-win situation for businesses, customers, and 

stakeholders at every level of engagement. This could be a vital road to win the trust 

of consumers in the long term. 

1.3. Research questions 

Based on the aim stated above, the authors have developed two research questions: 

RQ1:  How can sustainability and CSR-thinking drive sustainable business practices 

and stakeholders´ engagement? 

RQ2:  How can companies enhance customers’ engagement through sustainable 

business practices. 

1.4. Thesis structure 

The six (6) chapters in this thesis are structured as follows: 

Chapter 1: Introduction 

This chapter presents the overview of the study together with the research problem, 

leading to the aim and research questions of the thesis. 

Chapter 2: Theoretical Framework 

In this chapter, the authors highlight the theoretical framework in the field of SD, 

CSR, transcendence as a business logic, green companies, green products, and green 

consumers. 

Chapter 3: Methodology 

This chapter focuses on the research methodology that the authors have adopted. 

Further, the authors discuss the trustworthiness and ethics of the data collected. The 

research limitations are also presented in this chapter. 
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Chapter 4: Empirical Study 

This chapter presents the empirical part of this thesis. It begins with a description of 

Löfbergs’ background; it concludes with the research findings. 

Chapter 5: Discussion 

In this chapter, the authors discuss the empirical data and connect the results to the 

theoretical framework. 

Chapter 6: Conclusion 

This chapter presents the conclusion of the thesis. The chapter also provides research 

contributions and future research possibilities. 
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2. Theoretical framework 

This chapter begins providing theories and perspectives on SD and CSR. Since the aim of this thesis 

is to understand and assess the way companies integrate sustainability thinking through sustainable 

business practices and customers’ engagement, this chapter presents the central theories that are applied 

to the study. 

2.1. Sustainable development 

Nowadays businesses are expected to play an important role in fighting climate 

change, achieving sustainable development goals that are globally agreed; 

nevertheless, ensuring that 9 billion people can live well within the resource limits of 

the planet by 2050 (WBCSD 2010). In 2015, UN has adopted Agenda 2030 and its 17 

Sustainable Development Goals, in which environmental concern and protection of 

the environment are critical topics in the scope of SD (UN 2015). It is demonstrated 

by the fact that SD is a concept that is gaining importance due to the alarming 

environmental challenges, e.g. limited resources and climate change that our planet is 

facing (homeproject 2009). As defined by the Brundtland Commission (1987, p.54), 

SD is “the development that meets the needs of the present without compromising 

the ability of future generations to meet their need”. Moreover, “sustainable 

development is a process of change in which the exploitation of resources, the 

direction of investments, the orientation of technological development and 

institutional change are made consistent with future as well as present needs” (WCED 

1987, p.9). While Milne and Gray (2013) observe that this definition does not give 

indications or suggestions on how to limit the human enterprise to pursue its aim; on 

the other hand, Sachs (2015) points out that SD is not just a public business and that, 

for the sake of its global goals, it must also involve collaboration with the private 

sector. 

WBCSD (2004, p.1) defines SD as “the simultaneous pursuit of economic prosperity, 

environmental quality, and social equity. Companies aiming for sustainability need to 

perform not against a single, financial bottom line but against the triple bottom line”. 

Roome (1998, p.3) highlights that “sustainable development provides the framework 

to integrate the environmental, social and economic dimensions of human activity at 

every level from local to global”. However, nowadays researchers are so concerned 

about finding a definition that they are forgetting how to concretely act about the 

unsustainable economic growth the planet is facing (Isaksson et al. 2015). In fact, we 

are unable to pass from the analytical level - what - to the normative one - how and the 

problem is that we need to act urgently (ibid). 
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2.1.1. Sustainable development in Sweden 

Sweden was the first country in the world to pass an environmental protection act; 

moreover, it hosted the first UN conference on the global environment in 1972 

(Government Offices of Sweden 2015). Since 2014, Sweden has established a Social 

Democrat and Green government setting ambitious goals for sustainability. In 

addition, a strategy for sustainable consumption has also been developed, in which in 

2015 the Government planned to invest SEK 3 million per year. In total, the 

Government allocated SEK 4.5 billion in climate measures in the Budget Bill for 2016 

(ibid). 

A survey conducted by the European Commission (2014) revealed that almost the 

totality of the consumers in Sweden evaluate environmental protection as important 

to them. About 42% of the Swedish respondents believed that consumption habits 

are of high concern in the attempt of protecting the environment. 95% of them 

recognize to have a role as individuals in forecasting it. Furthermore, almost 94% 

stated to be willing to pay more for green and environmentally friendly products 

(European Union 2014). 

2.2. Corporate Social Responsibility 

The concept of CSR is one of the most broadly used concepts in today’s business 

world (Vogel 2005; Enquist et al. 2008) and it has also “reached the mainstream public 

agenda” (Barkemayer et al. 2009, p.69). In the ‘70s, the economist Milton Friedman 

(1970) claimed that large corporations and publicly owned firms ought to be about 

making profits and that the ethical obligations imposed by advocates of CSR should 

be dismissed, but time has changed. Many leaders have similar views to that of 

Friedman but many more have made CSR a priority. Over the last three decades, the 

concept of CSR has been defined and explained in many ways. Historically, this 

concept was first introduced by Adam Smith, in the 18th century. In his famous book, 

‘The Wealth of Nations’, he explained the relationship between society and modern 

business.  

The most widely accepted definition of CSR is given by the Commission of the 

European Communities (2001): “A concept whereby companies integrate social and 

environmental concerns in their business operations and in their interaction with their 

stakeholders on a voluntary basis”. In addition, CSR is defined by WBCSD as “the 

commitment of business to contribute to sustainable economic development – 

working with employees, their families, the local community, and society at large to 

improve their quality of life, in ways that are both good for business and good for 
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development” (World Bank 2018). The aim of all these CSR definitions is to create a 

market of virtue that involves not only profitability but also environmental and social 

concerns (Vogel 2005). The CSR concept may bring a company to be accountable for 

its influence on all relevant stakeholders (Sebhatu 2010). 

Several studies conducted by the European Union have shown that consumers do 

not only demand traditional, good and safe products but also care whether the 

production is practiced in a socially responsible way (Commission of the European 

Communities 2001). According to Johnson (2007), sustainability debates tend to pay 

attention to environmental rather than to social issues, but he reminds that many 

aspects of an organizational performance have economic, social and environmental 

implications for which it is responsible for. 

Reporting is the main key to sustainability and an actual trend is the increasing number 

of stand-alone reports, such as sustainability reporting and codes of conduct; but 

unfortunately, the increasing number of the reports does not correspond to an 

upgrade in their quality (Milne & Gray 2013). Greenwashing and dressing up by the 

firms could be the major issues reporting could deal with (BBC World News 2008). 

To guarantee the comparability and truthfulness of the sustainability reports, different 

standards have been proposed in the recent years, such as GRI Standards on a global 

scale (Global Reporting 2018). Moving away from Milne and Gray’s skepticism about 

reporting and GRI standards, The Guardian (2013) affirms that international 

standards are getting more accurate and detailed. 

As it is easy to understand, reporting is different from performing and what 

stakeholders must do is to verify over the time the promises and the long-term plans 

contained in these reports. Furthermore, according to Waddock et al. (2002), along 

with an easier comparability of the reports, standards should guarantee a higher 

pressure on the firms regarding sustainability and their consequent efforts to pursue 

a long-term vision, not just limiting themselves to respect the legal constraints. In fact, 

these new standards are increasing public expectations about CSR. 

2.2.1. Triple Bottom Line 

Currently, the concept of TBL theorized by Elkington (1999) is important. According 

to Norman and MacDonald (2004), the core message behind the TBL is that all 

stakeholders should benefit from companies’ activities, not only shareholders. The 

TBL model is considered by Schaltegger et al. (2006) and Sebhatu (2010) as a mean 

to achieve SD. In other words, the idea of this model is about social, economic and 

environmental aspects, which should be considered together to gain sustainability. 
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The center of the TBL model (figure 1) is called ‘the sustainability sweet spot’, which 

means that when the social conditions are good, the environmental pollution is 

minimized, and the economic situation is optimized, a long-term organizational 

success is reached, with a positive impact on society (Savitz & Weber 2007). This 

approach can help sustainability measurement and management in organizations; 

more importantly, firms should remember that sustainability has become a 

requirement, and it surely does not have to remain as an option (Charter et al. 2006). 

According to Welford (2004), the TBL is a critical factor in the organizational 

development. The long-term success of CSR always goes hand in hand in meeting 

society’s needs for products and services, without destroying natural resources or 

social capital (Elkington 1999). In addition, businesses can contribute to sustainability 

by building businesses’ practice based on the principle of TBL (ibid). As a result, many 

organizations are today considering their TBL and trying to make a sustainable 

change. Sachs (2015) stresses the need for a holistic framework in which clear goals 

must be defined, taking into consideration all the three dimensions.  

 

Figure 1: The Triple Bottom Line 

2.3. Transcendence as a business logic 

Transcendence has always been a concept generally related to religion or philosophy. 

Relevant in the transcendence theory is the contribution of Enquist et al. (2015, p.183) 

that interprets transcendence “as based on the social system aspect of universalism 

that transcends the value”. In other words, the researchers invite to treat 

transcendence as a business logic, suggesting that the dualistic view of business logic 

should be overcome, in favor of a dialectic one. Transcendence is defined by Enquist 

et al. (2015, p.183). as the “state of excelling or surpassing or going beyond usual 
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limits”. According to Lewis (2000), transcendence requires to critically examine 

established assumptions to build a more accommodating perception of the opposites. 

Discussing the nature of innovations and markets, Koskela-Huotari (2018) recently 

identified two paradoxical tensions and showed how conceptualizations can 

transcend the tensions and reconcile.  

Enquist et al. (2015) argue that transcendence business logic can be seen as a new 

logic, that integrates the different aspects already developed, and invites to overcome 

the dualistic view typical of main business theories such as G-D logic and S-D logic. 

The dualistic perspective adopted throughout the main types of business logics is seen 

by the authors as a limit. In this thesis, transcendence could help the authors to 

understand better the value co-creation process and business value networks, 

especially when analyzing the relationship between sustainable business practices and 

customers’ engagement. Regarding green products strategies, many researchers have 

tried to categorize how the businesses act; thus, according to them, if a business 

adopts a G-D logic, S-D logic is seen in antithesis and excluded. Enquist et al. (2015) 

could prove that many successful businesses were able to integrate both the logics 

into their strategies and achieve success, as in the case of Patagonia. Enquist et al. 

(2015) have identified six (6) transcendence phenomena (see figure 2), and analyzed 

real case scenarios for each of them. In this thesis, the authors decided to focus on 

three (3) of them, considered to be more relevant given the chosen case study: G-D 

logic – S-D logic, TQM – TRM, and Value chain – Value network.  

 

.  

 
Figure 2: Transcendence phenomena (Enquist et al. 2015, p.185) 
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       2.3.1. Transcendence phenomena: Value Chain – Value Network 

Porter (1985) introduced the concept of the value chain as a tool to examine all the 

activities performed by a company and see how they interact in a systematic way. The 

value chain helps to analyze the sources of competitive advantage, based on the 

process view of the organizations. The value chain is defined by Dekker (2003) as a 

horizontal linked set of value-creating activities that starts from the raw material 

sources and finishes with the ultimate delivery of the end product to the final 

customers. On the other hand, S-D logic suggests looking at other aspects of the 

supply chain, as networks, partnerships, relationships, value creation, and value 

constellations (Lusch 2011).  

Normann and Ramirez (1993) define value network as a value-creating system in 

which all stakeholders are involved in co-producing value. According to S-D logic, 

firms cannot produce value on their own, they only produce value propositions; it 

means products that firms offer in the market are not realized until the customers 

realize them through the co-creation (Vargo & Lusch 2004). Consequently, evolving 

to the view of value creation by Vargo and Lusch (2004, 2006b) is helping the 

companies to recognize a more networked and relational purchasing environment. 

According to S-D logic, all social and economic actors are resource integrators, 

meaning that economic exchange is viewed from an ecosystem perspective; in this 

perspective, the core of value creation is networks of networks (Vargo & Lusch 2008). 

As a result, the value network is seen as a service ecosystem (Lusch 2011). On the 

other hand, according to Vargo and Lusch (2006a), companies, instead of focusing 

on the achievement of utility through the purchase and consumption of goods and 

services, need to promote the importance of experience and collaborative 

relationships for the creation of superior value. 

In fact, discussing the difference between value network and value chain, Normann 

(2001) demonstrates that value network is richer and more complex than value chain, 

thereby the author questions the possibility of governance of value network.  

2.3.2. Transcendence phenomena: G-D logic -S-D logic 

Historically, the flaws of G-D logic became to be recognized from the late 1970s 

(Vargo & Lusch 2004). G-D logic creates benefits of scale without the interaction 

with customers, thereby value is only created by the firms through the production 

process and consequently destroyed by the customers during the use of the good. In 

this case, value creation is one-way and linear (Ramirez 1999) and the firm is 

considered as the unique creator of value. Businesses that follow this logic usually 
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focus on the goods they produce, seen as opposed to services. This traditional logic 

has been challenged recently by Vargo and Lusch (2004), creating a shift in the 

business thinking. In fact, Vargo and Lusch (2004) acknowledge that value is a 

concept much more complex and dynamic than the one given by the traditional G-D 

logic. In a recent paper, Vargo and Lusch (2017) affirm that value is always co-created 

by multiple actors. In G-D logic, they are treated as a passive audience, while in S-D 

logic firms treat their customers as active co-creators (Skålen & Edvardsson 2016) 

and value creation is synchronic and interactive (Ramirez 1999). In fact, Vargo and 

Lusch (2004) define G-D logic and S-D logic as two competing institutional logics of 

value creation.  

Regarding the resources, Vargo and Lusch (2004) claim that in G-D logic marketing 

focuses mainly on operand ones, primarily goods, as the unit of exchange. By contrast, 

in S-D logic, resources are operant, meaning that they are intangible (i.e. knowledge 

and skills). According to Lusch et al. (2006), operant resources are in fact the source 

of competitive advantage. Additionally, these resources are required to “be developed 

and coordinated to provide desired benefits for customers, either directly or 

indirectly” (Vargo & Lusch 2004, p.12). 

Thanks to S-D logic, companies can improve their offerings as well as the ability to 

look for opportunities in the marketplace. However, Sebhatu (2010) argues that S-D 

logic, in fact, does not address major global sustainability and business challenges, 

thus author encourages firms to look for a new business thinking where S-D logic 

and CSR could be considered together in transforming the business environment. 

2.3.3. Transcendence phenomena: TQM-TRM 

As consumers are improving awareness regarding environmental issues, responsibility 

management is becoming an important aspect to be considered by a business. It is 

basically about developing stakeholders’ awareness by the company, focusing on the 

responsibilities it has towards those stakeholders and the natural environment. This 

should lead to the implementation of company-specific systems (Waddock et al. 

2002). According to The Economist (2009), TQM is a process-oriented system, which 

is built on the belief that quality is a matter of conforming to customers’ requirements. 

A significant difference in the performance of TQM between manufacturing and 

service firms has not been found (Prajogo 2005). Lately, the concept of Total 

Responsibility Management (TRM) has emerged in the 2000s as a new approach 

(Waddock et al. 2002). TRM mostly offers a process, a way of thinking about and 

managing these new responsibilities, that the companies decide to take care of, going 

beyond the traditional vision of business as the one proposed by Friedman in the 
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seventies. TRM is a new business imperative that questions the traditional belief that 

there is a necessary trade-off between responsible corporate performance and 

financial one (Waddock et al. 2007). 

According to Waddock et al. (2002), both TRM and TQM are based on widely agreed 

foundational values, disregarding markets, type of business and products but have 

different focuses. The same authors outline that TQM is centered on the role of two 

sets of stakeholders - namely customers and employees - while TRM approaches 

focus on multiple stakeholders, such as customers, but also investors, communities, 

and NGOs. Top-management involvement in the process of establishing and 

implementing a responsibility vision is critical. Management commitment at each of 

these levels is crucial. TRM approach is about the integration of values and leadership 

commitment into its corporate and business level strategies, and it must be followed 

by an operationalization that affects employees, stakeholders and environment 

(Waddock et al. 2002). In this vision, the setting of companies’ responsibility goals 

and values and their integration within the corporate strategy is critical, because the 

boundaries between a multinational company and its suppliers are increasingly 

perceived as blurred by external factors such as activists, consumers, and other 

stakeholders. The responsibility group is typically small, and generally not able to visit 

and monitor suppliers frequently. This could turn out to be an issue that TRM must 

address through its practices. Both TQM and TRM focus on continuous 

improvement and are not about perfection or achievement of a predefined goal. 

Taking a TRM approach means implementing accounting and reporting systems that 

satisfy both internal and external stakeholders’ needs: including NGOs, unions, 

investors, governments and local communities (Waddock et al. 2002). 

2.4. Green companies 

According to Bendell and Kearins (2005) and Dunphy et al. (2007), the number of 

businesses that responds to environmental challenges and invests in environmentally 

responsive processes and products is rising. Szekely and Knirsch (2005) highlight that 

to reach sustainability is necessary to integrate sustainability principles into the 

business strategy. In fact, an increasing number of companies are developing a 

sustainability strategy (Dangelico & Pontrandolfo 2010). Businesses in the past where 

mainly taking into consideration few stakeholders, namely shareholders, 

representative of financial short-term interests (McWilliams & Siegel 2001; Milne & 

Gray 2013), but Szekely and Knirsch (2005) observe how this tendency is changing. 

Nowadays companies are asked to create value for multiple stakeholders, both 

internally and externally (McWilliams & Siegel 2001).  
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Waddock and Bodwell (2004) believe that there is no fixed starting point: every 

company regarding its markets, stakeholders, revenues, etc. would have different 

approaches and patterns to follow in order to address CSR and sustainability, but 

there are some environmental principles that the companies must keep in mind. In 

this new context, the concept of stakeholder approach has been developed (Johnson 

2007). In order to work, it must be applied to the communication systems, internally 

and externally. Szekely and Knirsch (2005) underline that one of the main principles 

a company must follow to develop a successful sustainable strategy is flexibility. So, 

it is an ongoing process rather than a goal. Waddock et al. (2002) highlight that many 

huge companies have dedicated entire departments to CSR, but the question remains: 

how to arrive at it? Szekely and Knirsch (2005) declare that the company should have 

a leader, a manager, that makes possible to transmit his or her vision to the entire 

organization by promoting sustainability and CSR principles. It is important for firms 

to understand that CSR is not only about the product, but it could also involve the 

processes (ibid). Moreover, companies are required to collaborate with all the key 

stakeholders in the name of transparency. The authors also warn that sometimes, in 

extreme cases, this long-term view could lead to a negative impact on the short-term 

goals (ibid). 

2.5. Green products 

Peattie (1995, p.181) claims that products are green “when their environmental and 

societal performance, in production, use, and disposal, is significantly improved and 

improving in comparison to conventional or competitive products offerings”. Joshi 

and Rahman (2015) define them as environmentally superior and fostering a low 

impact on the environment. Some examples given by the author are organic food, 

energy efficient light-bulbs, etc. The success of this type of products according to 

Dangelico and Vocalelli (2017) is a crucial factor in creating a sustainable society. 

Following the same way of thinking, Peattie (2001) defines green consumption as a 

pattern that in the future could potentially forecast a win-win situation, where every 

actor (business, society, and consumers) wins and can benefit from it.  

Since the high demand of green products, many businesses are improving their 

offerings; but, because green products are usually priced higher than conventional 

offerings, consumers are reluctant to purchase them (Consumer Reports 2007).  

2.6. Green consumers 

Consumers are key actors in driving sustainable production and play a central role in 

fostering sustainable development (OECD 2008). Several previous studies have 
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focused on the business side; however, the role of consumers should not be neglected 

because if green products cannot get widespread in the market the efforts for 

companies’ development will be useless in fostering environmental sustainability 

(Dangelico & Vocalelli 2017). The twenty-first century began with an exponential 

growth of consumers’ ecological awareness (Luzio & Lemke 2013), realizing that their 

consumption activities might lead to environmental problems (Kangun et al. 1991). 

This brings to high willingness of today consumers to act green, to make 

environmentally social purchases (Bonini & Oppenheim 2008, Bray et al. 2011). 

Goonetilleke (2012) detects a growing amount of new types of consumers that have 

a more conscious buying behavior and that are more interested in eco products. 

Soonthonsmai (2007) defines green consumers as consumers who are aware of and 

are interested in environmental issues. Similarly, those who are willing to pay to 

purchase green products and have a high environmental consciousness and 

knowledge level are viewed as green customers (Norazah & Norbayah 2015). As 

claimed by Peattie (2001), several attempts have been made to define this type of 

consumers. Chen and Chai (2010) summarize the different types of segmentation 

proposed over the years; on the other hand, Peattie (2001; 2010) recognizes the 

inapplicability and unsuccessfulness of this methodology, that is not helping 

companies in spreading their green products in the market. Moreover, several 

researchers agree on the growing interest of the public opinion for green products, 

but it has also been found that consumers do not purchase green products as 

frequently as expected (Bonini & Oppenheim 2008; Carrington et al. 2010; Davari & 

Strutton 2014; Gleim et al. 2013; Gupta & Ogden 2009). 

On the same line of thought, Tan et al. (2015), Chen and Chai (2010), and Wheale 

and Hinton (2007) identify a gap between the consumers’ belief and their actual 

purchasing behavior. Joshi and Rahman (2015) call it green purchasing inconsistency. Luzio 

and Lemke (2013) argue how marketing research has not been able to create a full 

understanding of green consumers’ elusive consumption behavior. In fact, Joshi and 

Rahman (2015) found that knowledge is one of the most studied variables in 

understanding the behavioral inconsistency in green purchasing. Often the lack of 

information makes the decision-making process complicated for the consumers; this 

requires them to look for information from external sources and this implies a higher 

effort (Pickett‐Baker & Ozaki 2008).  

Scholars such as Gupta and Ogden (2009) and Felix and Braunsberger (2016) argue 

that purchasing decisions are often based on the consumers’ environmental attitudes, 

in which feelings and positive image are the fundamental factors that may craft 

customers’ attitude and impact their intention to purchase green products (Schiffman 
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& Wisenblit 2014; Thøgersen et al. 2015). Pickett-Baker and Ozaki (2008) show that 

a past experience of green products might lead to positive or negative attitudes 

towards them. In fact, “the consumers’ attitudes affect their thoughts and feelings and 

thus influence behavior such as purchasing behaviors” (ibid, p.282). “Although the 

factors of beliefs and behavior are recognized as playing a part, a consumer’s overall 

evaluation of an attitude object is considered by many to be the core of an attitude” 

(Solomon et al. 2010, p.279). This implies that “attitudes can be strongly influenced 

by intangible product attributes such as package design, and by consumers’ reactions 

to accompanying stimuli such advertising and even the brand name” (Solomon et al. 

2010, p.279). Consumer behavior analysis is one of the key methods for businesses 

to identify the factors that may impact consumers’ intentions in purchasing green 

products. So, the role of businesses in forecasting green knowledge is fundamental 

and it plays a key role in increasing the demand for green products. 

2.7. Summary of the Theoretical Framework 

 

 

 

 

 

 

 

 

Figure 3: Representation of the theoretical framework 

The authors provide a summary of the theoretical framework in order to clarify how 

the concepts presented are related to each other. Four main factors were identified: 

(1) SD, which influences the way both businesses and consumers act and interact; (2) 

green companies, where the businesses are getting pressure from SD and CSR 

demand and are required to go green; (3) green consumers, that are affected as well 

by SD; (4) transcendence concept, that poses itself as a new business-logic brought 

by SD demand, and through which the relationship between companies and 

consumers could be redefined. The transcendence concept could make companies 

interpret in a different way the relationship between both the business and its 

stakeholders, and the one with customers. 

Green consumers Green companies Transcendence 

Sustainable Development 
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3. Methodology 

In this chapter, the authors describe how the study has been carried out. The first section focuses on 

explaining the qualitative research method and the reason why it has been chosen. Other sections are 

dedicated to the description of the methods used for the data collection, participants, trustworthiness, 

and ethics as well as final considerations regarding research limitations. 

3.1. Qualitative research method 

Given the purpose of this thesis and its explanatory nature, the authors have adopted 

a qualitative method as research approach. As stated by Gray (2017) this is a suitable 

method when dealing with participants’ perspectives and getting an understanding of 

what is behind people’s actions and decisions (Bryman & Bell 2011), especially when 

researchers want to focus on a more social perception of reality and words (Bryman 

2012). In this thesis, the authors want to investigate customers and business 

perspectives, and qualitative method allows to collect richer data and gain a deeper 

understanding of both company and customers in the Swedish coffee industry. 

According to Reinecke et al. (2016), the qualitative research method is suitable for 

creating theories rather than testing existing ones. Furthermore, Saunders et al. (2009) 

claim that this method focuses on conceptualizations, and the main goal is to explain 

how and why (Silverman 2011).   

3.2. Case study approach 

The case study method is the most common qualitative method used in social sciences 

research (Stake 2000) and it allows researchers to conduct a thorough investigation 

and an empirical inquiry of the organization and also assess the process of change. A 

single case study approach is chosen in this thesis, because, as claimed by Dyer and 

Wilkins (1991), it focuses on the internal business environment rather than 

investigating comparative elements. In addition, Vaivio (2007) states that the 

qualitative research is inductive, leading to an in-depth analysis of the case studies that 

looks after valuable theoretical interpretations, as in the case of Löfbergs. The authors 

are aware that the single case study approach could impact negatively on the 

generalization of the study (Bryman & Bell 2011). Taking into consideration the 

interactive nature of the phenomenon investigated, the authors decided to access to 

both Löfbergs’ managers as well as customers, looking at both different sides of the 

value co-creation interfaces (Grönroos & Voima 2013). 
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Yin (2003) argues that the need for case studies comes from the desire to understand 

complex social phenomena. Therefore, “the case study method allows investigators 

to retain the holistic and meaningful characteristics of real-life events” (Yin 2003, p.2) 

such as organizational and managerial processes. The case study is defined by Yin 

(2003, p.13) as “an empirical inquiry that investigates a contemporary phenomenon 

within its real-life context, especially when the boundaries between phenomenon and 

context are not clearly evident”. In addition, Yin (2003) highlights that a useful way 

to design a case study is through triangulation because it allows researchers to use 

more than one method to analyze it. These ways of designing the case study will 

provide a broader perspective and will contribute to a deeper understanding 

(Korzilius 2010). 

The authors chose Löfbergs as case study because Löfbergs is one of the biggest 

coffee roasters in the Nordic region. The company is active in a number of networks 

and initiatives for social development and in sharing sustainability knowledge and 

experience with other players such as no-profit organizations (Löfbergs Sustainability 

Report 2017). 

3.3. Data collection 

According to Merriam (1998), the data collection process is made reliable by gathering 

data from different sources and its aim is to have a better understanding of the 

problem. A standard classification of research data is the one that distinguishes 

between primary and secondary data (Bickman & Rog 1998). 

3.3.1. Primary data 

According to Gray (2017), primary data is the one collected through interviews, focus 

groups, etc. They are characterized by being observed or collected directly by the 

researchers. This study relies mainly on primary data, but also on reports and official 

documents released by the company. The authors chose to conduct in-depth formal 

interviews with business managers, informal interviews with Löfbergs’ customers, 

observations and focus groups. The interviews conducted both with managers and 

consumers were semi-structured, providing the authors the ease of producing 

dedicated questions on the topic (Bryman & Bell 2011). Moreover, one of the main 

advantages of semi-structured interviews is the chances to let both the samples 

express their opinions as freest as possible, while the researchers lead the 

conversation, without losing control over it (Gray 2017). In fact, interviews provide 

unique forums where participants can directly ask for clarification, elaborate on their 

own ideas, and explain their opinions. Along with the obvious advantages of this 

method, there are also disadvantages. One of the main disadvantages is that, due to 
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the interpersonal nature of interviews, the participants may respond to the answers in 

a manner in which they could result to be more socially desirable (Gray 2017). In 

addition, good questions in a qualitative interview are supposed to be open-ended, 

neutral, sensitive and understandable (Gill et al. 2008), requiring the researcher to be 

attentive and careful. One skill that a qualitative researcher must possess is the ability 

to listen carefully to the interviewees. For this reason, because of their long length, 

interviews with the managers and focus groups were recorded to assure that any vital 

information was not missed.  

A. Interview at Löfbergs 

The interview took place at Löfbergs’ headquarters located in Karlstad, Sweden, on 

April 13, 2018. The interview with two top managers, namely the Director of 

Sustainability and the Head of Marketing, lasted for an hour. The criteria for choosing 

the two managers were at least five years of experience in the field and good 

knowledge about relevant topics. In fact, the managers interviewed have been 

working more than ten years within the company and other positions before they 

were assigned their current position. The questions of the interview were semi-opened 

(Appendix A). After an initial contact with some Löfbergs’ representatives, the 

meeting for the interview was arranged. In-depth interview was evaluated suitable 

because, according to Bailey (1994), it is characterized by flexibility, giving the 

interviewers the opportunity to collect more detailed answers and to return to the 

main topic whenever necessary. 

B. Interviews with customers  

The customers’ interviews were held at Löfbergs Café Bar in Karlstad on May 11, 

2018.  Interviews lasted about 3-5 minutes.  

Both authors took part in the interviews: one author asked the questions while the 

other one took notes and added comments to reduce the risk of information loss. 

The different types of customers were interviewed in different places: 

1.    Visitors to Löfbergs’ Café Bar – May 11, 2018 (Appendix B) 

2.   Students as customers at Karlstad University - May 12, 2018 (Appendix C) 

C. Focus groups 

The authors decided to use focus groups as data collection method in this study. This 

choice has been made to increase credibility, allowing the authors to perform 

triangulation (Gray 2017). Focus group is defined by Liamputtong (2013) as an 
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informal discussion among a group of selected individuals concerning a defined topic. 

It is used to generate information on collective views and grasp the meanings that lie 

behind them (Gill et al. 2008). Focus groups are gaining increasing popularity among 

researchers. In social science research, usually, an unstructured approach to focus 

groups is preferred. As described by Liamputtong (2013), the researcher does not 

direct the discussion but limit oneself to facilitate it. In this interactive environment 

through the focus group, new opinions and points of view can emerge (Gray 2017). 

Stewart and Shamdasani (1990) commented on the group composition, suggesting a 

larger group than necessary to assure a fruitful discussion. In this thesis, both focus 

groups’ discussions lasted roughly an hour. The two focus groups were carried out at 

Karlstad University, with students, in English (Appendix D). The focus group one 

consisted of seven people while the second one consisted of four. 

D.   Observations 

During the research period, the authors visited the Löfbergs Café Bar on two different 

occasions. The first visit was on May 11, 2018. The second visit was conducted on 

May 19, 2018. On the second visit, the authors asked Löfbergs’ employees to hang a 

poster about its sustainability initiatives. The aim was to see whether the poster could 

determine a change in the customers’ behavior and opinions or not. The observations 

were not only made by looking at the customers buying patterns but also by 

questioning them with a brief Likert scale questionnaire (Appendix B). Moreover, the 

scales used in the questionnaire were built upon the structure from prior studies and 

all the measurement items were based on seven-point Likert scales. At the same time, 

field notes were taken to register the behavior of the participants and their reactions 

(Gray 2017). 

3.3.2. Secondary data 

Secondary data refers to data that has been already collected and recorded by other 

actors: some examples are organizational documents, reports and official statistics 

(Gray 2017). The main advantage of secondary data is that it requires fewer resources 

and is more easily available (Bryman & Bell 2011). Further, resulting in being less 

time- and money-consuming compared to primary data (Gray 2017; Shiu et al. 2009).  

Another advantage is that secondary data enhance the existing knowledge of the 

researchers and offers guidance for primary data collection (Creswell 2003). Two 

types of secondary data were considered in this study: the first one consists of reports 

and official statistics from the company, the second one of information from printed 

books, scientific articles, and websites. In addition, the database resources which were 
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used in this thesis are Google Scholars, Emerald, Science Direct, Scopus and Business 

Source Premier. 

3.4. Data analysis 

Analysis is a fundamental step in any research study because through it the researchers 

can break down a great amount of data in order to see its constituent parts and be 

able afterward to interpret and understand it. In order to do it, the authors chose to 

perform a content analysis, which is one of the most popular approaches for 

qualitative data (Gray 2017). Its aim is to transform in a systemic matter a large 

amount of text into an organized summary of key results (Erlingsson & Brysiewic 

2017). Before initiating the coding process, all the recorded data was transcribed into 

text. Subsequently, it was combined with the other data, expect the questionnaire that 

was treated separately. The authors assured to read carefully the text in order to get 

familiar with it (Gray 2017) and get preliminary initial reflections about what the 

possible codes could be. The reflections were written down by both authors and 

subsequently compared. After this step, all the qualitative data was subjected to 

systematic reduction, meaning that irrelevant information was removed or discarded 

and subsequently organized (Bryman & Burgess 1994). The coding process has been 

initiated as soon as possible, as suggested by Bryman and Bell (2011). All the data 

were subject to the same coding process in order to be consistent.  

The first step is about identify meaning units, by paraphrasing the text, and name 

them with labels to make easier for the authors to find connections or relations within 

the text (Erlingsson & Brysiewic 2017). Afterward, the authors formed codes in order 

to get a higher level of abstraction. Subsequently, the authors were able to identify 

categories based on how actually the codes are related to each other. Afterward, the 

researchers were able to spot the relationships between these various groups (ibid), 

and also sub-categories were formed. As claimed previously, the questionnaire was 

analyzed per se. The answers obtained through the questionnaire were organized in 

an Excel worksheet and subsequently summarized into two bar graphs. 

All interviews’ and focus groups’ recorded content was transcribed into text. A coding 

software program has been used to support the authors in the coding, given the great 

amount of text transcribed. The authors adopted a thematic approach for all the 

primary data, by which they were able to identify recurring themes and patterns. As 

suggested by Gray (2017), the author examined all the data collected and created a 

selective coding, through which they identified the main recurring themes, outlying 

categories, and sub-categories. Subsequently, the authors were able to outline the 

relationships between the various groups.  
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3.5. Trustworthiness & Ethics 

Trustworthiness and authenticity are very significant indicators of the quality of a 

research (Gray 2017). Trustworthiness originates from the co-construction and 

interpersonal contact with participants and data (Guercini et al. 2014). In a qualitative 

inquiry, Lincoln and Guba (1985) contend that the purpose of trustworthiness is to 

pay attention to the inquiry findings. As suggested by Lincoln and Guba (1985), for 

qualitative studies the criteria to determine trustworthiness are credibility, 

transferability, confirmability, and dependability. 

According to Gray (2017, p.193), credibility is “established through building 

confidence in the accuracy of data gathering and interpretation”. It refers to the 

confidence in the procedure, approach, and method adopted to collect the textual 

data and interpret it. Furthermore, performing triangulation with different types of 

data (focus groups, interviews, etc.) provides rich data, and multiple sources evidence, 

building confidence and credibility (ibid). Also, the study has involved several 

participants, from different areas, such as students, managers, and customers to 

strengthen the credibility (ibid). In addition, as a means to further increase credibility, 

the authors have discussed the interpretation of the data as well as the coding 

methods. The authors performed individually the coding process, and afterward, a 

discussion on the most suitable categories and themes was performed. 

Transferability covers whether the study may be replicated with the same finding or 

not, the degree to which a study can be replicated. In order words, this implies that it 

should be possible to apply the study to other contexts, situations, times, and 

populations (Gray 2017). 

A similar concept is dependability that concerns about the consistency and reliability 

of the findings and the degree to which research procedures can be replicated over 

time. It can be problematic because the social and practical reality in which the study 

is conducted might change over time (Bryman & Bell 2011). Moreover, triangulation 

performed in this thesis allowed the authors to compare many different data sources 

to confirm the findings, e.g. the authors compared the perspectives of managers, 

students, and customers. Thus, triangulation brought strength to the conclusions and 

helped in identifying areas for further research. 

In this thesis, concerning confirmability, data collection and data analysis of the 

empirical study were based on facts and actual measurements, rather than individually 

interpretable data. It means that the study did not focus on how any particular 

stakeholders perceive the company’s CSR aspects (their opinions may vary), but the 
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authors have, as far as possible, tried to base the study on factual evidence (i.e. 

interviews, observations and information regarding SD and CSR). 

Another important parameter is authenticity “which relates analysis and interpretation 

to the meanings and experiences that are lived and perceived by the subjects of the 

research” (Gray 2017, p.196). It implies that research should consider all the views 

and multiple voices that are contained in the datasets (ibid). The articles chosen in 

this study have been collected from various renowned scientific journals and credible 

books, which authors are well-known professors and researchers who have an active 

interest in the sustainability research field. The authors tried to consider sustainability 

literature from different perspectives, avoiding biases linked to the dominance of 

American literature and to gain a broader understanding of the topic. Therefore, the 

information provided in this study is reliable and valid. In particular, the primary data 

collected has been carefully analyzed and compared to the one contained in secondary 

sources. Hence, the study has sought through using a suitable methodology, data 

collecting methods and theory, multiple sources data, multiple voices, multiple 

interviewers, multiple researchers and analysts to construct and strengthen worthiness 

and authenticity (Gray 2017). 

A. Interview with managers 

During the interviews with the managers at Löfbergs, the participants gave oral 

consent to be cited in this master thesis. The authors asked formally if the interviewees 

agreed to the use of an audiotape recorder and permission was given by both. 

B. Interview with customers 

Before the interviews with the customers at Löfbergs’ Café Bar, the authors got oral 

permission from managers at Löfbergs’ head office to conduct research with the help 

of their customers. This was done by asking during a formal meeting, a few weeks 

before the interviews took place, as suggested by Gray (2017). The authors explained 

the project, and a written proposal of it was sent afterward via email, clearly stating 

purpose, methodological considerations and way the study would be conducted. The 

company offered its availability and the employees were informed in advance. Before 

starting the interviews, the respondents were briefly informed about the study, its aim 

and the authors’ identities. The costumers were requested availability to participate in 

the study, and the interview proceeded only in case of clear positive answer. 

Concerning the questionnaire alleged (Appendix B), no sensitive data were included 

and anonymity was granted. 
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C. Focus groups 

The authors assured that the respondents would receive in advance a guide including 

the main themes, objects, and purpose of the focus groups and other important 

aspects about how it was supposed to be carried out (Gray 2017). All participants 

gave their informed consent to take part in the study. Prior to the beginning of the 

focus group, the participants were informed about all the privacy issues, and the 

authors guaranteed the anonymity of the data collected throughout the entire paper 

with respect to participants’ integrity and privacy (ibid). Furthermore, a main concern 

for the authors was to keep the participants informed and therefore communication 

with them had taken place on a regular basis throughout the entire research process 

regarding eventual changes and other issues that could arise. 

Another moral principle that refers to research ethics is plagiarism (Gray 2017). To 

secure and protect the copyright of previous researches, original sources were 

carefully distinguished from own considerations and an effective referencing 

technique was used. 

3.6. Research limitations 

This study provides interesting insights into the way businesses work in practice with 

sustainability and CSR and the involvement of customers’ engagement in Sweden. 

Firstly, transcendence as a business logic has not been subject to extensive and 

methodical research. This brings the study to be highly explorative, nevertheless the 

results are affected by a low level of comparability. 

Secondly, a limitation is due to the location of the sample. Since the totality of 

respondents was located in Karlstad, the sample could not be fully representative of 

average Löfbergs’ customers. In fact, environmental involvement can influence the 

answers given by the sample. 

Thirdly, another limitation is given by the choice of a case study. The authors are fully 

aware that a multiple case study could guarantee higher transferability, but this would 

compromise the level of detail that the authors were able to achieve through the 

adoption of the single case study. 

On the other hand, the limitation that affected negatively the overall trustworthiness 

could be lack of an external researcher in performing a content analysis of the 

interviews. In fact, as exposed by Gray (2017), it is always beneficial for credibility to 

have different researchers that analyze and confront the results to minimize the 

impact of personal beliefs and increase neutrality. It was not possible to achieve this 
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due to lack of time and resources in conducting the thesis. Lastly, focus groups were 

conducted at Karlstad University, with an average age around 18-25, therefore, the 

age of the sample and high educational level could have influenced the final results.  
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4. Empirical Study 

The following chapter is divided into three sections. The first one presents a description of the company, 

the object of the case study: Löfbergs. In the second section, Löfbergs’ sustainable practices are 

described. The third section shows the results gathered from interviews, focus groups, and observations. 

4.1. Löfbergs’ background 

Nowadays Löfbergs Group is one of the largest coffee roasters in the Nordic 

countries. It was founded in 1906 in Sweden. With its headquarters in Karlstad, 

Löfbergs has more than 300 employees, and roasting houses and offices in Sweden, 

Norway, Denmark, Latvia, the UK and Canada and sells its products on ten markets 

(figure 4). 

 

Figure 4: Löfbergs core market (Löfbergs Sustainability Report 2017, p.40) 

 

Up to this date, Löfbergs has six coffee brands that are being sold in the market. Half 

of Löfbergs’ sales are to retail and a quarter is to cafés and restaurants. Particularly, 

Löfbergs recently expanded its activities, selling tea under the brand Kobbs. They 

produce more than 10 million cups of coffee per day (Löfbergs 2018). Löfbergs 

imported the very first container of organic coffee into Sweden in 1995 and has turned 

out to be one of the world’s largest buyers of organic and Fairtrade-certified coffee 

(see figure 5 and 6). Löfbergs stands behind Agenda 2030 and has six sustainability 

reports. Operations in Sweden, Denmark, and Latvia are certified in accordance with 

ISO standards (Löfbergs Sustainability Report 2017). 
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Figure 5: Löfbergs green products (Löfbergs Sustainability Report 2017, p.20) 

 

Figure 6: Löfbergs’ suppliers (Löfbergs Sustainability report 2017, p.17) 

According to Ponte (2004), while smallholders struggle to survive because of the low 

coffee market prices, international roasting corporations control the chain and post 
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record profits. For this reason, Löfbergs started NGC in 2016 (figure 7), which 

primary aim is to make sure that young farmers can make a living from their trade. 

Löfbergs (2018) declared the intention to strengthen young farmers’ knowledge of 

entrepreneurship, productivity and sustainable cultivation methods for coffee, thus 

ensuring their livelihoods. 

Löfbergs is contributing financially as they support the projects and the coffee beans 

in NGC will be purchased from farmers involved in these projects. Additionally, the 

story of coffee farmers will help customers to understand better about coffee, the 

journey from plant to cup and also the everyday life of the young farmers. It brings 

Löfbergs and their suppliers (young coffee farmers) closer to their customers and 

consumers. Importantly, that is the way to highlight a very important matter in their 

goals – sustainability (Löfbergs 2018). 

 

Figure 7: A package of Next Generation Coffee (Löfbergs 2018) 

4.2. Findings 

4.2.1. Sustainable practices at Löfbergs  

According to Löfbergs Sustainability Report (2017, p.7), “there is a farming risk of 

previous fertile agricultural land becoming unusable” and “a warmer climate may lead 

to coffee beans ripening too quickly, and this affects the quality”. The Director of 

Sustainability at Löfbergs emphasizes that a responsible business is a powerful tool 

for the customers, to act sustainably and invest money in the system to help coffee 

farmers. It is also the company’s ambition to constantly contribute towards improving 

the sustainability performance of their customers. In addition, the manager stressed 

how much the company is networking, as a mean to achieve engaged people and also, 

in order to reach that developing area where the political situation is unstable and not 

easy to access by the company. Today, Löfbergs works with labels that contribute 
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towards sustainable development of people and environment, for instance, Fairtrade, 

Swedish KRAV, Rainforest Alliance, EU organic production logo, UTZ Certified, the 

Ø Label, Soil Association Certification (Löfbergs Sustainability Report 2017), and 

they want to do more because nowadays, according to their Director of Sustainability, 

“anyone can put a logo on the package”. 

As the Head of Marketing at Löfbergs said, not all the suppliers are certified and 

Löfbergs cannot be every day with 40,000 suppliers. Löfbergs travels a lot as anybody 

else because they want to have direct contact with the many suppliers they have. On 

the other hand, there are the certifications that the customers can trust and this is the 

only proof Löfbergs has. The Head of Marketing further highlighted how 

certifications in the right hands are very good. Nevertheless, the Director of 

Sustainability argued the problem is how to reach the end customer while Löfbergs is 

a B2B company. In order to solve this, the Head of Marketing claimed the importance 

of Café Bar as a mean to reach their customers. In fact, when Löfbergs invites people 

in the Café Bar and talks about their passion for coffee and coffee farmers, customers 

get excited. They share the experience with the customers on how they could have 

less impact on the environment, use less electricity and be smart customers. On the 

other hand, especially on social media, Löfbergs is trying to show short videos about 

coffee farmers in simple terms, trying to get people and customers interested, making 

them curious (Head of Marketing). Moreover, Löfbergs has a really high awareness 

of the brand, about 65% to 80%, but in fact, customers do not know what Löfbergs 

is doing in practice regarding sustainability (Director of Sustainability). “If you ask the 

customers they do not probably know about us. They are not that interested. They 

just trust the brands, that they take care of sustainability” (Head of Marketing).  

According to the Head of Marketing, NGC is a new brand from Löfbergs and the 

company is trying to inform customers to engage them. Therefore, Löfbergs decided 

to talk about the NGC farmers, thinking that they could tell the story of these farmers. 

It could engage peoples’ feelings and touch their heart in a new way, but it is not an 

easy task to accomplish. 

The company is minimizing its own climate emissions, while also supporting coffee 

farmers around the world, providing knowledge and tools to work in a more climate-

smart way, and to deal better with climate change (Löfbergs Sustainability Report 

2017). Through the toolbox, the company dispenses many useful tips to achieve 

sustainable coffee production: “Grow coffee in the shade of trees. Mix coffee plants 

with other plants. Use specific varieties of grass that hold carbon in the ground and 

prevent soil erosion. Propagate the coffee plants to make them harder” (ibid, p.8). 
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Other aspects that Löfbergs is focusing on are transport, energy use, and packaging. 

As the Director of Sustainability said, from 1992 they have doubled the production 

and still have the same electricity consumption. More specifically, Löfbergs has started 

testing a new type of packaging using plastic that is mainly made from sugar cane. 

“Shipping by rail reduces our carbon dioxide emissions. To optimize and reduce the 

number of transports, we continually strive to make planning and packing as efficient 

as possible. Starting from February 2017, Löfbergs uses a new type of lorry, that is 

the first hybrid of its kind, and runs on electricity and fossil-free diesel, HVO. This 

technology will result in CO2 emissions for transportation being reduced by up to 92 

percent” (Löfbergs Sustainability Report 2017, p.28).  

4.2.2. Customers’ engagement 

A. Interview with customers 

On May 11, 2018, the authors conducted short interviews with students at Karlstad 

University. All the answers showed a general lack of interest in sustainability issues. 

Only a few of these students buy Löfbergs and the reason behind it has been indicated 

in the cheap price and local production. None of them knew about NGC or has ever 

been informed about Löfbergs sustainability initiative or even showed willingness. 

B. Focus groups 

• Focus group 1 

 

Figure 8: Major eco-labels in Sweden 

Some members come from other countries such as Germany and Vietnam. During 

the discussion, the Respondents were asked to explain their understanding of SD and 

CSR, especially the eco-labels that relate to Löfbergs and NGC. All the Respondents 

recognized KRAV and Fairtrade labels when the authors showed a picture displaying 

the main eco-labels in Sweden (figure 8). Two Respondents appeared concerned 

about the existence of some eco-labels that are not official or approved by 



31 

 

intergovernmental organizations, and other two about the trend of eco-labels and 

business scandals. Many of them expressed the need for more information about the 

labels on the package. Regarding the eco-labels, factors like price and trust were 

discussed. All Respondents argued that price is important when it comes to ecological 

products, but the price for green products is decreasing compared to a few years ago. 

So, if the prices are not extremely different high, they will go for green products.  One 

of the Respondents argued that many companies address CSR but sometimes they do 

not act, thus customers need to be careful about eco products. Moreover, information 

describes how a product is produced, that it is safe and customers think the products 

are healthy and safe (e.g. chemical and pesticides-free). Unfortunately, climate change 

and global warming impact our earth, and the companies need to provide Fairtrade 

products to their customers, focusing more on the social aspect. But a question 

erased: why customers have to pay a higher price for green products if they cannot 

solve the environmental problem? For these reasons, two Respondents did not want 

to know more and were not interested in green products; however, two others wanted 

to know more about green products before buying them. 

When the discussion came to NGC, a new Löfbergs brand, one Respondent claimed 

that Löfbergs is selling emotions rather than products. One suggested that the 

company should organize stands in the supermarkets, where people could be 

informed, or Löfbergs should have video campaigns on the social networks to engage 

with the coffee farmers: it would help customers to make the final decision about the 

coffee. During the discussion, six out of seven Respondents recognized the Löfbergs 

coffee but no one knew about NGC. 

• Focus Group 2 

The questions were the same one asked for the focus group one. All Respondents 

could recognize KRAV, Fairtrade and most of the labels; however, they really did not 

know thoroughly what the certifications are about, there were confusion and 

skepticism. Generally, they were interested in knowing if a product is ecologic and 

good. However, two Respondents did not trust the certifications because there is no 

way to check if the products are green or not, and two others trust the eco-labels but 

not the company. They argued that eco products have good visibility in the 

supermarkets, are easy to spot. They said that if the eco products have the same price 

as normal one they would love to buy but unfortunately, the price is high, so they feel 

prevented. Price has been widely indicated as an important determinant in the 

purchasing of eco products by most of the Respondents.  
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Two Respondents did recognize the eco-labels but they were not able to understand 

their meaning, especially the impact of these labels on the environment, because the 

companies may claim whatever they want. However, one of the Respondents did not 

agree and argued that companies are not allowed to do it, because there are several 

controls and they must comply with the law. Interestingly, two Respondents indicated 

more trust for the brands which come from Sweden, because they associate these to 

the image of green and sustainable country, but other two believed that today big 

brands are doing better compared to the past; so, for them it is not important if they 

come from Sweden or not, there is a general improvement in dealing with 

sustainability issues. 

All the Respondents claimed to know Löfbergs well, but none of them did know 

about NGC. The Respondents had neutral or positive opinion about Löfbergs. A 

Respondent was surprised by the lack of awareness concerning NGC, asking why the 

business was not promoting the product and express interest in the initiative. Three 

Respondents out of four were willing to know more, proving a positive attitude 

towards the brand while only one resulted in being skeptical. 

C. Observations 

The first day at Löfbergs Café Bar, the authors found that most customers were 

generally satisfied and answered that they will visit Löfbergs Café Bar again. When 

customers decided to come to the Café Bar, it means they recognized the brands of 

Löfbergs as well as the quality, and they really like Löfbergs coffee (table 1). 

 

 
Table 1: Observations at Löfbergs (11th May 2018) 
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On the second day, the company agreed to let the authors place a poster regarding 

sustainability and CSR in Löfbergs at the entrance; in addition, brochures about their 

sustainability initiatives were put on the tables. the authors experienced a higher 

percentage of “agree” and “strongly agree”, and a lower level of “disagree” on the second 

day (table 2). 

 

 
Table 2: Observations at Löfbergs (18th May 2018) 

 

In Table 3, the authors summarized the means of each question in order to compare 

the two days. By looking at the results, all the customers showed higher satisfaction, 

both for the brand and the Café Bar, and more willingness to recommend the 

company. 

 
 

I am satisfied with 

Löfbergs 

I will visit 

Löfbergs again 

I will encourage others to 

visit Löfbergs 

I like 

Löfbergs 

Day 1 6,1 6,06 6,04 6,1 

Day 2 6,6 6,61 6,41 6,54 

Table 3: Summary of the observations 

 

During both days, the authors noticed that many families were visiting the Café Bar. 

It is interesting because when many families visited Löfbergs, this implies that coffee 

culture in the families could be a factor that influences their behavior. The authors 

have noticed interestingly that Löfbergs is providing customers with a little package 

of NGC for free to make the customers aware of it.  
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5. Discussion 

In this chapter, the information from the empirical findings is tied to the theoretical framework, 

leading to the discussion. This discussion will answer both the first and the second research questions 

of this thesis. 

5.1. Sustainability and CSR-thinking as drivers of sustainable 
business practices and stakeholders´ engagement 

Following CSR principles, Löfbergs is trying to create a strict channel with its 

stakeholders. As claimed in their Sustainability Report (2017), the message behind 

NGC is to make the young generations see a positive future in coffee farming, in line 

with the definition of sustainability given by the Brundtland Commission (1987). It 

means looking at the future generations, adopting a long-term view. In fact, Löfbergs 

set goals for 2020 both regarding profits and energy use and certifications, similarly 

to the approach used in UN Agenda 2030. NGC is the product that more than others 

incorporates all these efforts. Basically, their goal is to deal with the lack of young 

farmers, a direct threat to the entire economy of many underdeveloped countries. 

They try to look at ‘local’ or ‘national’ level to provide personalized and consequently 

better solutions. But at the same time, they provide knowledge and tools to the 

farmers to measure impacts on the environment and delivery solutions for 

improvement. As highlighted by Connell (2010) and Pickett‐Baker and Ozaki (2008) 

the companies must build knowledge for the customers. 

Following Johnson’s indications (2007), Löfbergs is looking for a more social aspect 

inclusion into the business sustainable strategies, being aware of their responsibility 

to suppliers and other stakeholders, both in the environmental but even more 

importantly in the social side. Löfbergs’ responsibility regarding the improvement of 

environmental and social conditions in the spirit of TBL brings the stakeholders to 

feel a role in sustainability and to be aware of their responsibility towards it and 

consequently engage. 

By sharing knowledge and providing a toolbox, the company allows farmers and other 

stakeholders to be part of the business. Especially through NGC, customers can 

connect to the farmers through the story told by Löfbergs. This implies that Löfbergs 

does not only collaborate with the farmers but also the customers in a new way. In 

other words, through the lens of S-D logic, the link between farmers and customers 

can be seen as value co-creation. As argued by Vargo and Lusch (2004), value co-

creation means strengthening customers’ engagement or enhancing stakeholders’ 

engagement. If consumers are willing to buy coffee from Löfbergs, this means that 
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together they contribute to sustainability, together with the company and the farmers. 

This is a new business thinking where S-D logic and CSR could be considered 

together in transforming the business environment (Sebhatu 2010). 

Löfbergs is transcending to a TRM strategy, where business is accountable for its 

activities towards society (Waddock et al. 2002). They want to design their products 

and packaging with an environmental mindset, amplifying the responsibility for the 

product. For Löfbergs sustainability is not only strictly about the product sold, but 

also everything that it involves, from transport to energy use, involving all the 

production process (Szekely & Knirsch 2005). At the same time, they manage to not 

overlook quality, being certified with ISO standards, maintaining a TQM strategy. 

Addressing these challenges in Colombia will prevent the loss of quality of the coffee 

due to the higher temperatures, guaranteeing in this way the best quality of coffee 

(Löfbergs Sustainability Report 2017). Moreover, the coffee sold under the NGC 

brand is Fairtrade and the quality is preserved, this means to also implement a TQM 

strategy. Löfbergs managers are sustainable, they preserve and/or increase quality and 

are responsible for the company’s activities through the value network. 

An important aspect in the production of NGC is the coffee farmers’ cooperatives: it 

is through them that Löfbergs operates, making easy for the coffee farmers and the 

business to communicate and maximize the effectiveness of the operations in 

Colombia. In order to control the quality of the inputs, Löfbergs travels a lot to have 

direct contact with all of its suppliers. The company is in the middle of the supply 

chain, has a dominant position, and aware of that position, it poses itself as a link 

between customers and farmers; in other words, it is a facilitator, and not a ‘barrier’. 

Previous scholars such as Vargo and Lusch (2004) highlight that companies cannot 

survive and prosper solely through their own individual efforts and that success not 

only depends on their activities but also on the performance of others with whom 

they do business. The authors agree with them, looking at the efforts that Löfbergs is 

doing in creating a value network, it could be seen a win-win-win situation where 

everybody – business, society, customers - wins and is able to take advantage from it 

(Peattie 2001). The authors believe that, through collaboration with all stakeholders 

within a value network, focusing on improving its value chain sustainability, Löfbergs 

will be better positioned to manage risk, engage customers through their sustainable 

products, establish more competitive long-term supplier bases, and build credibility, 

accountability, and trust. 

As claimed during the interviews, Löfbergs is networking, building a value network 

as indicated by Vargo and Lusch (2004). They network not only with suppliers but 

other important stakeholders, such as WWF and ICP, getting in contact with other 



36 

 

actors interested in sustainability issues, as emerged during the interviews with 

Löfbergs managers. In fact, networking builds a future and long-term view. To make 

value chain sustainability reality, Löfbergs works closely with its value network and 

also other stakeholders. Today, sustainability can only be truly pursued when all parts 

of the supply chain work together and create a network. On the other hand, this effort 

towards sustainable networking does not have necessarily to correspond to overlook 

the value chain. Löfbergs keeps control over the different steps from packaging to 

transport and other activities within the value chain. Consequently, collaboration in 

the value chain is not only helping Löfbergs to contribute with sustainable products 

and innovations, but also advancing sustainability metrics where their goals will be 

likely to be reached in 2020.  

5.2. Companies enhancement of customers’ engagement 
through sustainable business practices  

Through the focus groups, the authors found that issues like eco-labels, green 

products, price (Consumer Reports 2007), trust are still questioned by the customers 

and businesses need to address them. Clearly, consumers are aware of green products 

but whether they decide to buy or not is also under companies’ responsibility. In fact, 

the consumers cannot know how the companies act behind their sustainable practices.  

Through its sustainable practices, Löfbergs enhances customers’ engagement through 

green products’ development projects. Specifically, Löfbergs has introduced NGC as 

expression of a new way of thinking about green products. It is not just about Organic 

and Fairtrade. They want customers to be responsible and they believe that this is the 

best way to create engagement. Customers should be responsible and understand the 

impact that the coffee they buy have on the society, not just on the environment. By 

buying NGC, customers may realize that they can help to support a new generation 

of coffee farmers, know about them, and engage. In this context, the authors believe 

that the role of company and customers in S-D logic are not distinct, implying that 

the value is always co-created in the interactions among producer and beneficiaries 

through the application of competencies and integration of resources (Vargo et al. 

2008). 

Nowadays companies claim green strategies but, on the other hand, they do not 

provide the customers with the right tools. Therefore, the customers do not really 

know what is going on. As a result, they do not trust the business and this is seen as 

one of the main barriers to the growth of green products (Szekely & Knirsch 2015). 

Even if they care, they refuse or they are not willing to buy. To give the right tools 

means to let the customers have the chance to build knowledge. Löfbergs treats the 
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customers as smart, using also the new communication tools given by the information 

technology. The company believes that the customers with the right tools will engage 

themselves and act in a sustainable matter. Obviously, as declared in the interviews, 

Löfbergs is aware that sustainability requires a lot of efforts, and it is costly: it was 

heavily stressed by both the top managers interviewed. For example, the company 

shows customers how the coffee is produced by the farmers and the business 

together, step by step. Doing so, Löfbergs can overcome this problem and gain trust 

from the customers. The company has tried to give knowledge to customers through 

their products and the sustainable processes behind them in line to what suggested 

by Solomon et al. (2010) and Narula and Desore (2016). 

Clearly, Löfbergs can wield tremendous power in reaching customers and they are 

not afraid to engage with them on sustainability matters. In this context, the authors 

think that it is not an easy road for Löfbergs to take, but this is a vital road to win 

their trust in the long-term. In fact, a big role in engaging customers is played by the 

Café Bar. The customers interviewed through the focus groups showed to be much 

more influenced by attitudes (Solomon et al. 2010), with their opinions based 

primarily on personal attitudes, interests or bias, more than factual data, showing a 

lower interest and engagement (Gupta & Ogden 2009; Felix & Braunsberger 2016). 

Interesting to observe that in the focus groups the customers that lacked knowledge 

on green products were the ones more reluctant towards them and heavily skeptical 

of NGC, basically lacking willingness in knowing more, confirming what said by Joshi 

and Rahman (2015). As claimed by the managers, B2C is difficult for them but the 

Café Bars are a great opportunity for the business to create engagement, co-create 

value with the customers in a responsible way and for the environment and the society 

(Vargo & Lusch 2017). From the focus groups emerged some suggestions to the 

business, such as direct contact with customers in order to spread the word about 

NGC, and promotional material on social networks. These suggestions are already a 

reality, given the statements from the managers during the interview.  

The authors noticed a big gap in attitudes between Café Bar visitors and other 

customers. Probably, the problem stands on the fact that these Cafés and the 

promotional material are not on large scale or/and aggressively targeting any 

consumers in Sweden. In fact, the Cafés are just two (in Karlstad and Stockholm) and 

the promotional material is not promoted through strong advertising campaigns as 

other brands do, as in the case of Nespresso emerged during the interviews. The 

managers highlighted that even if NGC is a campaign that touches the hearts of the 

customers, at the same time the reality of these farmers is so different from ours that 

it is difficult to really get the customers to understand. This is probably why the 
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company is targeting mainly customers that have a good brand awareness, like the 

ones that visit the Café Bar. In there, during the observations, the authors noticed 

free little packages of NGC. This is an initiative limited to the Café where the 

company knows that customers are likely to be interested in this new product. Even 

if the sustainable practices are adopting a dialectic approach and Löfbergs is investing 

heavily on this project - as shown by transcendence phenomena - at the same time, 

the authors believe that this lack of promotion is limiting the potentiality of the 

project. This is why the company is prudent towards the B2C market, where the 

company is not as strong as in B2B. As said by the managers, it is not easy to 

communicate with the end customers. In fact, during the interview, the managers 

highlighted how there was a great demand by the customers since 2011 about 

sustainable projects but stressed on the fact that the market has to react positively, 

and that sustainability is not just a business matter. There cannot be co-creation of 

value if the customers do not engage in the project. 
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6. Conclusion 

The following chapter presents the conclusion of this thesis and summarizes the discussion in order to 

answer to the research problem. 

The aim of this thesis is to understand and assess the way companies integrate 

sustainability-thinking through sustainable business practices and customers’ 

engagement. Given the positive results in the discussion, the authors retain that 

transcendence business logic can help companies to identify new holistic business 

models and to support the implementation of sustainable business practices, 

fundamental in operationalizing the principles of SD and CSR. In fact, transcendence 

business logic can help the business in meeting the TBL, aligning business, earth, and 

humanity and mediating potential gaps between conflicting interpretations, going 

beyond the classical dualistic approach that there is between existing business 

management theories. In this study, Löfbergs adopted a holistic approach, and it has 

proved to be more responsible than others in the Swedish coffee industry and willing 

to deal with customers’ pressure. Customers usually do not trust the business but with 

NGC they are able to show how this coffee is done and tell the story behind it. Based 

on Löfbergs’ efforts to achieve sustainability in their business practices, the authors 

discussed transcendence as a business logic to understand and assess how and why 

the value is created in a network where all actors could play an important role to 

contribute to SD. The authors agree with Enquist et al. (2015) that transcendence is 

not an easy concept but, at the same time, the authors believe in the idea that 

transcendence needs to be considered by the business.  

The authors advocate the sustainable value that Löfbergs is creating with its 

stakeholders, and this might help them to reach their goals in 2020. The efforts that 

Löfbergs performs with its suppliers and customers through its operations could 

demonstrate a win-win-win situation through the sustainable practices. Hence, 

understanding the engagement of customers and other stakeholders is a critical factor 

for the businesses in implementing a sustainability program. 

6.1. Research contributions and managerial implications 

The main contribution of this thesis is to help managers of green businesses to adopt 

a new business thinking that could help them in dealing with the new challenges 

brought by green consumption and consequently implementing suitable sustainable 

strategies and practices. Businesses need to read the message behind customers’ 

behavior and view sustainable practices as major long-term investment opportunities 

and long-term benefits linked to green consumption. The message is that is possible 
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to focus on the consumers’ benefits, get in contact with the customers and 

stakeholders without compromising quality management or profitability; by doing it, 

they might understand why the customers would like to buy specific products or 

demand for green products, and optimize the relationship with the suppliers and other 

stakeholders. Löfbergs proved that it is possible to do it, being profitable and 

successful while being sustainable. So, this paper could provide good inputs on the 

implementation of sustainability strategies by the businesses and could also encourage 

other researchers to investigate transcendence as a business logic. 

6.2. Future research 

The limitations of the current research open opportunities for new studies in the field. 

As already claimed, the authors believe that transcendence as a business logic needs 

to be subject to further research, being an unexplored topic that is worth to develop. 

Future research could apply this new business thinking to different types of markets 

and/or industry. Moreover, the authors suggest that future studies could use different 

research methods to explore the full extent of the target. Importantly, different groups 

of people and geographic locations of respondents should be taken into 

consideration. Further research should consider the role of other external 

stakeholders, such as NGOs and governmental institutions.  
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Appendix  

Appendix A: Interview with managers  

1. What is your position now at Löfbergs, what do you do? 

2. Löfbergs’ efforts to achieve sustainability throughout the value chain - from 

coffee bean to coffee cup - from farmers to end-consumer, how? 

3. What about sustainability programs in other countries, where Löfbergs has its 

suppliers/farmers? 

4. How does Löfbergs innovate and offer greener products in the future?  

5. Sustainability is the core of Löfbergs’ business, so how Löfbergs commit to 

this with its customers? 

6. From Löfbergs’ perspective, how can customers determine if a product is 

green or not? 

 

Appendix B: Questionnaire for customers at Löfbergs’ Café Bar 

 

Appendix C: Questions for students at Karlstad University 

  
1.    Are you aware of the efforts done by Löfbergs about sustainability? 

  

Yes No Maybe / I don´t know 

  
2.       Are you aware that Löfbergs has Next Generation coffee? 
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Yes No Maybe / I don´t know 

 
3.       According to you, there is a gap in communicating sustainability by the 

company? 
  

Yes No Maybe / I don´t know 

  
             3.a. If maybe or Yes, do you think in a negative way? 
  

Yes No Maybe / I don´t know 

  
4.        In the supermarkets how do you perceive Löfbergs’ products compared to 

others? 
  

I only buy 
Löfbergs coffee 

I mostly buy 
Löfbergs’ coffee 

I buy both Löfbergs’ 
coffee and other brands 

I do not buy 
Löfbergs’ coffee 

Appendix D: Focus groups´ questions 

 
1.   We show you images of the main certification labels in Sweden, look at them. 

How they influence your way of thinking and purchase? 

2.   What is your consumption behavior concerning these labels? Do you usually 

buy these kinds of products? 

3.   We show you the main types of coffee that Löfbergs produces. Do you buy 

some of them, which one and why? Do you feel caring about eco products? 

 

 

 

 


