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Abstract 
 
Historically, value was believed to be created and embedded in the manufacturing 
process, implying that companies were the creators of value. Conversely, the notion of 
value-creation changed during the last decades and has implemented the customer 
orientation and service centred view. Instead, researchers currently believe that 
companies only can offer value-propositions, which means that value is to be created by 
the customers. Services and goods are much about values and identity today, which 
people connect to therefore it is important that positive values are associated with the 
company. 
  
The purpose of this case study is to present if values can drive value for sustainable 
business. In order to illustrate this we have chosen Konsum Värmland for our 
investigation, an independent consumer co-operative own by its 126 000 members. 
Konsum Värmland has advantages by being independent from KF (the co-operative 
union in Sweden), this by being able to set its own strategies and visions.  
 
This thesis aspires to illustrate which values Konsum Värmland stands for and to see if 
Konsum Värmland has succeeded to communicate these values to their stakeholders. 

 
We will present the theoretical framework and how values-based management is an 
excellent performance measurement for co-creating values together with its stakeholders. 
We chose to use a narrative approach for our empirical analysis. The narratives are based 
on interviews, observations and secondary data that we obtained in forms of literature, 
articles and previous research.  
 
We have chosen to investigate four areas for our case study, which are obvious of 
creating values. The areas are; the history Konsum Värmland, the brands Nästgård and 
Värmlandsgrisen, and the adapting and developing Konsum Värmland. These areas give 
the reader an insight to the value creation efforts of Konsum Värmland.  
 
It is important for companies to differentiate themselves from others, in order to stay 
competitive in the everyday retail branch. This is something that Konsum Värmland has 
done by standing for values that contributes to the region of Värmland 
 
This case study shows how the consumer co-operative thinking is becoming more 
modern, in co-creating common values and meanings. The consumer co-operative 
thinking also tells us that is can be used as a competitive strategy, to be able to predict 
and to adapt to the market. 

 
In this study we can see that local produced goods generate value, which makes the 
customer want to buy the goods even if they are more expensive. The values are 
communicated through the brands Värmlandsgrisen and Nästgård and the goods are 
offered in form of values-based service quality. We have created a model that illustrates 
how the vision, organization and the value-creation have to be in balance, to create values 
that can drive value for sustainable business.   

 



Résumé 
 
Historiquement des valeurs et leur création étaient vues comme un élément de la 
procédure de fabrication ce qui voulait dire que seul l’entreprise prenait le rôle du 
créateur de valeur. En parallèle le regard sur la création de valeur a évolué pendant ses 
dernières décennies vers une perspective s’orientant plus vers le client et donc plus 
accentuée « service ». Ces deux approches sont complétées par un avis des experts 
modernes qui défend la position que seule une offre basée sur des vraies valeurs peut 
réussir et émerger de son univers concurrentiel. Uniquement les produits, proposant une 
base de valeur, réussissent à influencer la perception des clients de manière durable. Des 
services et des produits peuvent émerger donc seulement à travers de leurs valeurs, c’est 
à dire à travers de leur identité, puisque les gens arrivent mieux à se mettre en rapport ce 
qui crée idéalement un attachement. C’est pour ça que c’est important que l’entreprise 
associe des valeurs à ses marques et surtout de le rend percevable aux clients de manière 
crédible. 
 
Le but de cet analyse est de montrer comment des valeurs peuvent durablement porter le 
succès économique d’entreprises. Afin de l’illustrer pour notre étude nous avons choisi 
Konsum Värmland, qui compte 126 000 membres en tant que coopérative indépendante. 
Grâce à cela Konsum Värmland a des avantages, puisque il est indépendant du syndicat 
suédois KF et donc autonome de réaliser ses propres stratégies et visions.  
 
Au delà de ça cet analyse veut montre quelles valeurs Konsum Värmland représente, et 
veut également examiner si Konsum Värmland a réussi à les communiquer à ses 
membres et ses clients. 
 
A travers un model théorique nous allons montrer comment le management à base de 
valeur est un excellent indicateur pour la création de valeur mutuellement avec les 
membres de la coopérative. Nous avons donc choisi une approche narrative pour analyse 
empirique. Les conclusions se basent sur des interviews, nos observations ainsi que 
d’autres données que nous avons obtenu dans la litérature, des articles de la presse et par 
une recherche préliminaire.  
 
Pour cet étude de cas nous avons décidé d’examiner quatre secteurs de la création de 
valeur qui sont l’histoire d’entreprise de Konsum Värmland, ses deux marques Nästgård 
et Värmlandsgrisen, ainsi que leur adaptation et évolution menées par Konsum 
Värmland. Ces secteurs donnent au lecteur une compréhension approfondie de la création 
de valeur stratégique à Konsum Värmland.  
 
Dans l’intention de rester compétitif dans l’environnement quotidien de grand 
distribution, il est important pour l’entreprise de se différencier des autres. Konsum 
Värmland a réussi à le faire grâce à exploitation intelligente des valeurs ancrées dans la 
région de Värmland. 
 
Par ailleurs cet étude de cas montre comment le raisonnement des clients évolue vers une 
création mutuelle des valeurs communes entre demande et offre. Ce comportement nous 

 



amène à la conclusion qu’il utilisable davantage dans une stratégie de compétition afin 
d’anticiper des changements de marché dans l’objectif de s’adapter vite au nouveau 
contexte. 
 
Dans cette analyse nous pouvons voir comment des produits locaux peuvent profiter des 
valeurs éthiques ce qui favorise une relation dans laquelle les clients sont prêts à acheter 
des produits même s’ils sont plus chers qu’ailleurs. Ces valeurs sont communiquées à 
travers les marques Värmlandsgrisen et Nästgård dont on propose les produits en 
s’appuyant sur une qualité de service à valeur ajoutée. Nous avons développé un model 
qui montre quelle vision, organisation et création de valeur doivent être balancés l’un à 
l’autre. Seulement à ce moment là il est possible de créer des valeurs, qui portent 
durablement le succès économique de l’entreprise. 

 



Zusammenfassung 
 
Ursprünglich wurden Werte and Wertschöpfung in der Wirtschaftsgeschichte als Teil des 
Herstellungsprozesses angesehen, was wiederum bedeutet das Unternehmen als 
Werterzeuger auftraten. Parallel veränderte sich die Bedeutung von Wertschaffung in der 
letzten Jahrzehnten in Richtung einer mehr Kundenorientierten und damit service-
ausgerichteten Ansicht. Diesen beiden Perspektiven gegenüber steht, dass 
Wirtschaftsforscher heute davon ausgehen, dass Unternehmen ausschliesslich durch 
wertebasierende Angebote im Markt erfolgreich sein können. Nur diese schaffen es durch 
deren Empfinden den Kunden nachhaltig zu beeinflussen. Dienstleistungen und Waren 
sind also durch deren Werte und damit deren Identität erfolgreich, da Menschen diese 
besser mit ihren eigenen in Verbindung bringen können was im Idealfall eine stärkere 
Bindung bedeutet. Daher ist es wichtig, dass Unternehmen positive Werte mit ihren 
Marken verbinden und vor allem für die Kunden glaubhaft erlebbar machen. 
 
Ziel dieser Arbeit ist es zu zeigen wie Werte den nachhaltigen wirtschaftlichen Erfolg 
von Unternehmen fördern können. Um dies zu veranschaulichen haben wir für unsere 
Untersuchung Konsum Värmland gewählt, welches als unabhängige Vereinigung 126 
000 Mitglieder zählt. Konsum Värmland hat dadurch Vorteile, da es einerseits 
unabhängig von der schwedischen Gewerkschaft KF ist und andererseits damit in der 
Lage ist seine eigenen Strategien und Vision umzusetzen.  
 
Diese Arbeit hat den Anspruch zu erläutern für welche Werte Konsum Värmland steht, 
und darüberhinaus zu untersuchen, ob Konsum Värmland es gelungen ist diese 
erfolgreich seinen Mitgliedern sowie Kunden zu kommunizieren. 
 
Wir werden mit Hilfe eines theoretischen Rahmenmodells zeigen wie wertebasiertes 
Management ein exzellenter Ergebnismesser für gemeinsame Wertschaffung mit den 
Mitgliedern der Kooperative sein kann. Wir haben für diese empirische Analysis daher 
einen erzählerischen Ansatz gewählt. Die erzählerischen Schlussfolgerungen basieren auf 
Interviews, eigenen Beobachtungen sowie weiteren Daten welche wir aus Fachliteratur, 
Zeitungsartikeln and vorangegangener Forschung erhielten.  

 
Für dies Fallstudie haben wir uns entschieden vier Bereich der Wertschaffung zu 
untersuchen. Diese sind die Unternehmensgeschichte von Konsum Värmland, die beiden 
Handelsmarken Nästgård und Värmlandsgrisen, sowie deren Anpassung durch und 
Entwicklung von Konsum Värmland. Diese Bereiche geben dem Leser eine tiefere 
Einsicht in die strategische Wertschaffung von Konsum Värmland.  
 
In der Absicht im alltäglichen Einzelhandelsumfeld wettbewerbsfähig zu bleiben, ist es 
für Unternehmen dabei wichtig, sich selbst von anderen zu differenzieren. Dieses gelang 
Konsum Värmland durch deren erfolgreiche Nutzung von in der Värmland-Region 
verankerten Werten. 
 
Diese Fallstudie zeigt wie sich modernes Konsumentendenken hinzu einer kooperativen 
Schöpfung gemeinschaftlicher Werte und Bedeutungen entwickelt. Dieses 

 



Kundendenken veranlasst uns zu der Schlussfolgerung, dass es in einer 
Wertbewerbsstrategie genutzt werden kann um Marktveränderung rechtzeitig zu 
erkennen und sich daran anzupassen. 
 
In dieser Studie können wir sehen wie lokal erzeugte Güter ethische Werte zu nutzen, 
was die Kunden wiederum dazu bewegt die Produkte zu kaufen, selbst wenn diese leicht 
teurer sind. Die Werte werden mittels der Handelsmarken Värmlandsgrisen und Nästgård 
kommuniziert, indem deren Erzeugnisse über eine wertebasierte Servicequalität 
angeboten werden. Wir haben dazu ein Model entwickelt, welches zeigt wie Vision, 
Organisation und die Wertschaffung auf einander abgestimmt sein müssen. Nur dann 
können Werte geschaffen werden, welche den nachhaltigen wirtschaftlichen Erfolg von 
Unternehmen fördern können. 
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1 Introduction  
The first chapter starts with an introduction of the topic. After a short presentation of the 
problem definition and background, the purpose of the thesis will be clarified. The 
chapter ends with the disposition of the thesis. 
________________________________________________________________________ 
 
How do you pick your grocery store if all the parameters are the same? Is it a matter of 
price, trust or values that becomes the reason why you buy your groceries in a particular 
store? The answer is value-in-use "What's its worth?" to the customer. That all everyday 
retailers offer the same parameters is not really true. Today in the everyday retailer 
business we can see how foreign products coming from low-cost countries are entering 
the Swedish market with aggressive pricing. 
 
The customers have the choice between grocery goods of lower quality at lower prices 
and goods of higher quality at higher prices. But the question is if these low priced goods 
really are of less quality?  What makes the customer choose goods that cost more if they 
can get the goods at a lesser price?   
 
The answer to this question varies from customer to customer. Customer buying patterns 
in general and particularly in Sweden with its increasing living standards shows a 
stronger awareness about where their goods come from and by what kind of ethical 
standards they are produced, especially in nutrition. 
 
So, why are people willing to pay extra in order to get better quality as opposed to goods 
with less quality at lower prices? 
 
Do Swedish citizens prefer goods produced in Sweden, with the knowledge that the 
standards in consideration to quality, ethical, social and environmental regulations will be 
high? The answer is the term of value-in-use, which implies the subjective feeling of a 
certain value communicated by the company to the customer before, during and after the 
purchase. By this, the customer may experience a feeling of pride and gets reminded of 
why he bought the grocery in just that store even after the purchase of the goods.  
 
The purpose of this thesis is to look deeper into the value creation of Konsum Värmland. 
There are earlier studies around the topic values-based management for various other 
companies such as Volvo and IKEA, but we wanted to do our investigation on a 
company, in the region of Värmland. Our case study is a part of a bigger project that our 
tutor Bo Enquist is working on together with the chamber of commerce in Värmland, 
about how values can drive value for sustainable business.  
 
Previously we took a class on Service Management control at Karlstad University, where 
we focused heavily on values-based management. This is when we got the idea for 
conducting a research of a company that we were familiar with. In conversation with our 
tutor we decided to choose Konsum Värmland for our case study. 
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1.1 Problem definition 

Historically, value was believed to be created and embedded in the manufacturing 
process, implying that companies were the creators of value. Conversely, the notion of 
value creation changed during the last decades and implemented the customer orientation 
and service centred view. Instead, it is by researchers, currently believed that companies 
only can offer value-propositions, which means that value is to be created by the 
customers. (Enquist and Edvardsson, 2002)  
 
The perception of value creation consists of many elements, where service quality is an 
aim and recognition of value creations and offers. According to this view value is 
perceived by customer on the basis of value-in-use, and value creation through service is 
described in terms of being linked. The brand is also a main influence and according to 
Edvardsson, Enquist and Hay (2006), the brand communicates the company’s values and 
creates corporate values, which brings value-in-use to the customers.  Johnston and Clark 
(2001) explain that successful companies are distinguished from average companies by 
values, and not only by logical, value-for-money outcomes and cognitive assessments.  
 
This thesis will present the main thinking in how value-based service offers can create 
value-in-use to the customer. Edvardsson, Enquist and Hay (2006) further explain the 
importance of communicating values and point to corporate social responsibility and 
triple bottom line thinking when creating value to the stakeholders.  
 
When we look at Konsum Värmland we can see that they differ from other everyday 
retailer businesses. Konsum Värmland is an independent co-operation association 
operating in the region of Värmland. Konsum Värmland is not owned by Coop Sweden, 
they only have a purchase co-operation. This gives Konsum Värmland an advantage 
because they can make their own strategies and business profiles. It is important for 
companies to differentiate themselves from others in order to stay competitive in the 
everyday retail branch. This is something that Konsum Värmland has done by standing 
for values that contribute to the region of Värmland.  
 
The mention notion has led to the statement that “values drive value” since it can be 
declared that extended values of a company can make the customers pay extra money for 
a service or product. Edvardsson, Enquist and Hay (2006) 

1.2 Purpose of the study 

The aim of this thesis is to illustrate if values can drive value for sustainable business. In 
order to illustrate this we have chosen Konsum Värmland for our investigation. We will 
present the theoretical framework and how values-based management, as performance 
measurement can co-create values together with their stakeholders. We have looked into 
four areas, in which Konsum Värmland is trying to differentiate themselves and how 
these effect the value-creation and value-in-use for the stakeholders. The four areas that 
we will base our investigation on are; 
 
 The history of Konsum Värmland 
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 The brand and local breed Värmlandsgrisen 

 The brand Nästgård 

 The adapting and developing of Konsum Värmland 

 
To be more precise, our purpose is to investigate these four areas in order to find out 
which values that Konsum Värmland is producing towards its stakeholders and if these 
values can drive value for sustainable business.  
 
 

1.3 Delimitations 

Before going deeper into our investigation we have to explain some areas that we haven’t 
decided to expand on. Konsum Värmland represents 55% of the market in the region of 
Värmland, which means that they are a company of great influence in every retail branch 
in the region. (Malmberg, 2006). They own other retail businesses such as XL-mat, 
which is a business chain with aim on the border-business with Norway. Pekås is a 
subsidiary to Konsum Värmland, is an low-price retail in the region of Värmland. OBS-
Bergvik (coop forum) is also owned by Konsum Värmland and has a great influence on 
the profits of Konsum Värmland. These areas are of importance to their business and 
form some of the core business for their success. 
 
We have decided not to go deeper into these areas; choosing instead to focus on their core 
business and their strategic business areas that produce values, which profile the 
trademark Konsum Värmland. It is important to mention that they have in their 
assortment, goods of different prices for example Xtra, which is a brand with lower 
prices. But our aim is to investigate what values local produced goods generate to the 
business of Konsum Värmland.  

1.4 Structure of the thesis 

This case study has been divided into seven parts, which are seen as necessary to fulfil 
the aim. After this introduction we will divide the thesis into following chapters; 
The underlying logic of the disposition is that every area stays close together in order to 
create a maximized platform for understanding for the reader. 
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1.4.1 Disposition 
      

Chapter one gives an introduction to the problem areas 
and presents the purpose of the thesis. 

 
 
 
 
 

Chapter 1 
Introduction 

 
 
 
 
 

Chapter 2 
Method 

The second chapter describes the course of action and the 
chosen method is discussed. 

 
 
 
 
 
 

Chapter 3 
Theoretical framework 

In this chapter the theories will be presented.  

 
 
 
 
 
 

Chapter 4 
Presentation of Konsum 

Värmland 

This chapter is a short presentation of Konsum Värmland 
in order to understand their business 

 
 
 
 
 
 

Chapter 5 
Narratives/ interpretation 

Chapter five presents the empirical study based on 
narratives and interviews, which is concluded in 
interpretations. 

 Chapter six is the interpretation of Konsum Värmlands 
value-creation based on the theoretical framework 
represented in chapter three.

 
Interpretation of  Konsum Vär 
 
 
 

Chapter 6 
Interpretation 

 Chapter seven gives in a final conclusion the most 
important results.  

 
 
 

Chapter 7  
Final discussion 

 
 
  

Chapter eight discusses the contribution of the case study, 
suggestions for further research and managerial 
implications. 

Chapter 8 
Contribution 
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2 Method 
In this chapter the course of action is described. The chosen methods to gain information 
are discussed as well as the reasons why these methods were chosen 
________________________________________________________________________ 
 
The purpose of this thesis is to look deeper into the value creation of Konsum Värmland. 
As mentioned previously we took a class in Service Management control at Karlstad 
University, were we worked in the area of values-based management. After this we got 
the idea of conducting a study of a company from the region. Together with our tutor we 
decided to choose Konsum Värmland for our case study. 
 
We started our investigation with an interview with Steve Fredriksson the head executive 
of Konsum Värmland. This meeting, arranged with help from our tutor, was held in a 
conference room in order to avoid disturbance. The idea was to hold the conversation 
relatively unstructured and loose without an interview guide in order to receive as honest 
and fulfilling answers as possible. 
 
The interview gave us an overview of the company and we recognized four areas where 
the value-creation was obvious, which we decided to go deeper into.  
 

2.1 Choice of the method  

2.1.1 Research design 
The method chosen to apply for this research is a case study research and is according to 
Merriam (1994) the most common qualitative method used in research projects. A case 
study methodology is not about discovering the truth or to correct the reality but rather 
about eliminating incorrect conclusions finding a reasonable, or hopefully interesting, 
perception of the reality (ibid). 

The case study research method emphasizes dept rather than coverage, which is applied 
by narrowing our survey to mainly focus the value-creation through the four defined 
areas (ibid). 

We chose a combination of closed questions in the beginning to gain general information 
about the company and open questions that required more detailed answers by the 
respondents. 
 

2.1.2 Qualitative approach  
For the purpose of our investigation we chose to lay a focus on the qualitative approach 
with a limited number of respondents. We discharged the quantitative approach because 
it usually contains sending questionnaires with closed questions to many respondents. We 
regarded the qualitative approach as favorable because by meeting our conversational 
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partners we believed we would get the chance to obtain a more in-depth view of the 
company and also more detailed information during our conversation (Jacobsen 2002) 

2.1.3 Abductive approach 
There are three methods to analyze reality: deductive, inductive and abductive. The goal 
of these methods is to analyze and reflect reality in different ways.  
 
Deductive data collection means working from theory to empirical investigation to finally 
developing a theory. The alternative, inductive data collection means to go the other way, 
starting from the specific to the general, usually through theory development from 
individual cases. Recently, a new, more open method has emerged which is called 
abduction. It can be seen as a combination of deduction and induction, since it lets theory 
and empirical investigation gradually affect each other. (Jacobsen, 2002) 
 
In our empirical investigation we had some new ideas on how to approach the theoretical 
aspects. We focused on the empirical investigation as well as on the theory, thus those 
have adapted and developed parallel.  
 
We used secondary data for our frame of reference part. We obtained this data from 
literature, articles and previous research. Because of the lack of information in our field 
of investigation we also collected primary data which was more time-consuming than just 
relying on secondary data. 
 

2.2 Hermeneutic  

There is no right way to interpret reality; you can only look at it from different 
perspectives. This way of looking at reality is called hermeneutic. There are many 
different ways of interpreting different phenomena and considering every situation as 
unique gives a wider understanding of a problem (Jacobssen, 2000) 
 
Since being influenced by an abductive approach and thus seeking to develop our 
framework rather then to discover, our personal base for understanding and interpretation 
must be looked into. In our research, we do not seek the absolute “truth” since it does not 
exist. Instead, we try, as previously mentioned, to surrounding the phenomenon in which 
the research is conducted. (Andersen, 1998) 
 
In line with the abductive approach, Gummesson (2000) states that there is no 
understanding without pre-understanding, implying the ongoing evolution of knowledge 
and insight a researcher gains through the passing of time.  
 

2.2.1 Narrative approach 
For our empirical part we have chosen a mix of narratives and interviews. When 
discussing the analytic and interpretive part of our thesis, it may be favorable to discuss 
Czarniawska´s (2004) argument regarding narratives, implying stories and metaphors. 
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She argues that those who prefer classic/historical rhetoric choose case studies while 
others with preference for metaphors build models. However, Czarniawska (1992) 
believes that one may do both at the same time, which is a prerequisite for this thesis. 
 
Czarniawska(1997) uses the metaphor” world-as –text” and argues in favor of a narrative 
depiction of organizational contexts, linkable to the phenomenon to investigate, in order 
to understand them. Naturally, this thesis could in the eyes of the beholder be seen as a 
text, which aims to test a theoretical framework in the Konsum Värmland context. 
Moreover, the sources mentioned for empery may all be as texts, in line with 
Czarniawska´s (1997) reasoning, since all information ends up as texts eventually and 
thus decreases the bordered notion of primary and secondary data. Additionally, 
Czarniawska (1992) claims that texts, such as ours, may be seen as interpretive and 
readable if linking the tree different types of text interviews; documents; and aggregated 
experience. As previously mentioned, this thesis contains all those characteristics due to 
the mix of primary and secondary data.  
 
After the interviews with Fredriksson we decided to go deeper into the four chosen value-
based areas. To facilitate this we arranged a meeting with the information executive of 
Konsum Värmland, Klas Olsson. During the meeting we expanded on these four areas a 
bit further  
 
An advantage with in-deep qualitative interviews is that the respondent often gives 
information and answers to several questions in response to only one question asked. By 
having the ability to ask questions directly to these answers we were able to direct the 
conversation to topics of interest of the interview partner, which made them more willing 
and open to give us information about certain areas. (Jacobsen, 2000) Following meeting 
was characterized by many questions that arose during the conversation, which provided 
us with a lot of interesting information for our research.   
 
We also wanted to interview someone who had daily contact and experience of working 
inside a Konsum Värmland shop, and so we contacted Barbro Odén the store manager for 
their newest branch in Karlstad city. Odén is a middle age woman who has worked in 
every-day retail for about 20 years. This meeting was very successful in many aspects, 
since she has been a member of another retail-chain, allowing us to obtain information 
from a different point of view.  
 
The final interview was with a pig farmer (Johan Rydberg), from the region of Karlstad. 
The purpose of this interview was see if the values that we have chosen to focus on truly 
go through the whole business chain, all the way from the mangers of Konsum Värmland 
to the actual farmers who breed the pigs. 
 
With the help of official narratives and our interviews from Konsum Värmland we 
reconstructed an empirical level, which is historically rooted and socially constructed by 
the main actor in Konsum Värmland. (Alvesson and Sköldberg 1999). 
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A fact that is significance to mention is that following parts of the thesis are all translated 
from Swedish, which was the language used during our interviews. This also regards the 
statements seen from articles and other public sources. In the final discussion we will, 
beside our own thoughts, present assumptions on the most important results of the 
investigation. 
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3 Theoretical framework 
In this chapter we will present the theoretical framework in the areas of services and 
value-based management linking it with sustainability and consumer co-operation 
strategies.  
 
 

3.1 Evolution of services 

Until the beginning of the twentieth century, marketing was not heavily discussed. It was 
believed that value was embedded in the manufacturing process. The goods were sold 
standardized to as many people as possible.  
 
In the middle of the century companies started to realise that products were required to 
fulfil the customers’ needs. After this, marketing continually moved away from tangible 
output with embedded value in which the focus was on activities directed at discrete or 
static transactions. Instead marketing moved towards a dynamic exchange of 
relationships that involved performing processes and exchanging skills in services, where 
value was co-created with the customer. (Prahalad and Ramaswamy, 2004) 
 
Otley D, (2003) explains that in the 90s the control problem that at first was only 
primarily internal matter, later transformed into a connection between enterprises that 
connected each other into a business process or value chain. This has made the budgeting 
technique as a control tool less important. Instead the terms of strategic management 
started to emerge and can be described as a change in the focus from cost to more 
importance of values. In modern organizations the hierarchy has declined and the 
organization units have become smaller. The internal control measurements have instead 
been replaced by the need to co-ordinate activities between separate organizations, in 
which forms the value chain, and has started to develop into value chain management and 
strategic alliances. As Prahalad and Hamel (1990) explains  
 
“Core competence is communication, involvement and deep commitment to working 
across boundaries”  
 
They mean that this cross- functional, intra-organizational boundary spanning applies to 
inter-organizational boundaries of vertical marketing systems or networks. The network 
partners represent core competencies that are organised to gain competitive advantage by 
forming specialized marketing functions.  
.  

3.2 A service-centred marketing logic 

Vargo and Lusch (2004) heavily discuss the value-creation and underlying logic of profit, 
which aligns with the service perspectives. In a traditional view of marketing it is focused 
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on operand resources, primarily goods, as the core units of exchange. Vargo and Lusch 
(2004) describe the goods-centred view of marketing with five characteristics that are 
described to the transactional view.  
 
1. The purpose of economic activity is to make and distribute things that can be sold. 

 
2. To be sold, the things must be embedded with utility and value during the production 

and distribution process and must offer to the customer superior value in relation to 
competitors’ offerings. 
 

3. The firm should set all decision variables at a level that enables it to maximise the 
profit from the sale of output. 
 

4. For maximum production, control and efficiency, the goods should be standardised 
and produced away from the market. 
 

5. The goods can then be inventoried until it is demanded and then delivered to the 
consumer at a profit. 

 
The service-centred view of marketing implies that marketing is a continuous series of 
social and economic processes that are largely focused on operand resources with which 
the firm is constantly striving to make better value propositions than its competitors. 
Vargo and Lusch (2004) further describe service- centred view with four characteristics; 
 
1. Identify or develop core competencies, the fundamental knowledge and skills of an 

economic entity that represent potential competitive advantage. 
 

2. Identify other entities (potential customers) that could benefit from these 
competencies.  
 

3. Cultivate relationships that involve the customers in developing customised, 
competitively compelling value propositions to meet specific needs. 
 

4. Gauge marketplace feedback by analysing financial performance from exchange to 
learn how to improve the firm’s offerings to customers and improve firm 
performance.  

 
Vargo and Lusch (2004) mean that that marketing has moved from a goods-dominant 
view to a service-dominant view. In a goods-dominant view tangible output and discrete 
transactions are central whereas in a service-dominant view, intangibility, exchange 
processes and relationships are more common. Goods are not the common denominator 
of exchange; the common denominator is the application of specialized knowledge, 
mental skills and physical labour. Mokyr (2002) refer knowledge as techniques. These 
techniques are skills and competencies that gain competitive advantage. And it is also 
refereed as “Know-how”. This is a skill that the management needs today to survive in 
the short and long-term.  
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Vargo and Lusch (2004) imply that the goal is to see the consumer as a co-producer.  It 
strives to involve the consumer in the customising-process to reach maximum fit to his or 
her needs. The service-centred marketing logic points out the opportunities for market 
expansion by helping the consumer in the process of specialization and value creation. 
Further the logic identifies operand resources, e. g. core competence and organizational 
processes, as the key to obtaining competitive advantages. It indicates that the resources 
must be developed and co-ordinated to be optimal. The service-centred marketing logic 
implies that the marketing function has to become one of the firms’ core-competencies; it 
has to take the lead in initiating and co-ordinating a market-driven philosophy for all 
core-competencies. When a company focuses on their core-competencies they need to 
create a resource network and outsource necessary knowledge and skills to the network. 
A result of this is that the company has to be good at collaboration and managing their 
network. To be able to manage this network and to reach a sustainable co-operation the 
stakeholders’ basic values needs to interact. A service – centred view focuses on 
interactivity, integration, customisation and co – production and on the customer and the 
relationship. Researches note that it is the service’s characteristics of intangibility, 
inseparability and heterogeneity that have forced a focus on interaction and relationships.  
 

3.3 Values- based Management 

Pruzan (1998) explains that there is a shift in how organisations act. In the companies 
today there is less focus on efficiency and control and instead new values- based 
perspectives on management and corporate identity has started to emerge. Pruzan (1998) 
also points out that in more complex organisations, which have more rules and formal 
ways of doing things, there is an increased demand from employees, customers, 
suppliers, owners and society for an orientation towards a values- based management 
where shared values and holistic thinking are in central.  
 
“Stakeholders have become a permanent part of the corporate scene because individuals 
and groups are increasingly aware of how they can affect the fortunes of a company 
without processing significant shareholder or managerial power” Pruzan (1998) 
 
To understand the meaning of values–based management the word value has to be 
explained. Enquist and Edvardsson (2006) refer to Ramirez (1999) explanation of value. 
Ramirez (1999) means that that is two sides of the meaning of value in an economic 
sentence, the economic aspects of value and the ethical aspects of value. The economic 
aspect is expressed in terms of utility and the ethical aspect about the individual 
judgement. As Ramirez means: 
 
“Judgments of what is true, beautiful, and/or good, and the values these supposedly 
express, led to notions like “scale of values” and “values system”, differentiating one 
culture from another” 
 
Vargo and Lusch (2004) argue that a service- centred view of relationship between 
suppliers and customers implies that “value” must be defined through co- creation with 
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the customers instead of in the notion of output, defined products or service attributes. In 
this view “value” is perceived by the customer in term of value in use, and Edvardsson, 
Enquist and Hay (2006) also argue that corporate values also provide value in use to the 
customer. This combination of corporate values and value in use for the customer forms a 
value logic where service quality is a important component.   
 
This is what companies want to deliver “values”. Instead of just deliver a product 
companies also want to deliver a value that creates meanings to the customer. 
Gummesson (1999) argues for the importance of value-driven firms. Ramirez (1999) 
points out, to create meanings among the customers the companies have to co-create and 
communicate values in association with the customers. Normann, (2001) extend the 
definition that the customer is not longer just a receiver and a source of business but a co- 
producer and a co-designer of value creation.  
 
So what is values – based management? Pruzan (1998) means that values- based 
management is premised on a stakeholder perspective of leadership, responsibility and 
ethics. These can also be incorporated in a triple bottom line perspective where triple 
bottom line includes economics, social and environmental aspects. The stakeholder 
perspective and triple bottom line thinking will be discussed later in the paper.   
 
“A values-based perspective on leadership places demands on reflections, dialogue, 
harmony between words and deeds as well as on patience and fortitude” Pruzan (1998) 
 
Pruzan (1998) set up some arguments to why organisations should use values-based 
management; 
 
 Traditional power becoming powerless in democratic societies with flat organisations. 

 Leaders are loosing contact with the reality in large, complex organisations. 

 The language of money is to narrow. 

 Stakeholders have right to be heard and corporations have social responsibility. 

 The employees seek meaningful work, personal development and harmony between 
their own and the organisation values. 

 It pays of. 

 Power is becoming powerless. 

 
“A values- based management creates productive organisational structures, systems of 
communications, and measurements- evaluation- and reward systems which can attract, 
hold and develop intelligent, responsible, creative, independent and loyal employees” 
Pruzan(1998) 

3.4 Stakeholder perspective and triple bottom-line thinking 

Pruzan (1998) argue that the focus should not only be on utility or to maximize the profits 
for the shareholders, but also on values and the stakeholders. A shareholder is an owner 
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of shares, whilst stakeholder groups are genuine and have rightful interest in the 
organisation. Employees, customer and suppliers are examples of stakeholders, and they 
all have a right to be heard. The awareness of stakeholders’ values has increased. Pruzan 
(1998) continues to explain that there is a need for marginal structures, processes and 
attitudes which reflects the organisations values, so the employees feel as being in 
harmony with their own values.   
Through the notion of value- creation, based on the company’s core values, a sense of 
corporate social responsibility (CSR) developed. CSR refers to the triple bottom line 
thinking concerning a mix of economical, ethical and environmental issues for a 
company. Enquist, Johnson and Camén (2005) defines triple bottom line thinking as 
when a sustainable business reaches long-term financial stability by maximising its 
environmental impact and by acting in conjunction with the society’s social and cultural 
expectations. The triple bottom line include three aspects for sustainability business: 
(Edvardsson, Enquist and Hay, 2006) 
 
 Economic values are related to quality, price and cost (that is, value for money) 

 Environmental values that are connected with ecological protections, improvements 
and responsibility 

 Social values that are connected with ethical and community responsibility and 
benefits  

 
This means that companies try to avoid aligning themselves with negative values, such as 
environmental pollution or child labour, which can result in negative publicity. Instead 
companies want to be associated with attractive values such as high ethical standards and 
contributed to the society. (Edvardsson, Enquist and Hay 2006) 
There are two stakeholder strategies towards CSR in form of shareholder view and the 
social- harmony strategy. The shareholder view is when the government takes social 
responsibility and not the companies unless they can gain profit from it. The shareholder 
strategy views CSR as a source of earnings and not as a goal. The social harmony 
strategy on other hand argues for a balance between the stakeholders’ demands and 
needs, and does not separate ethical and moral from business. This approach aligns more 
with the stakeholder thinking. (Enquist, Johnson and Skålen, 2005) 
Further Enquist, Johnson and Skålen, (2005) describes that core values are used in 
marketing strategies which aid the relationships with both customers and stakeholders. 
This makes CSR a voluntary tool for integrating social and environmental issues into the 
business operations and thus interactions with stakeholders. To establish a good CSR 
work, it is important to implement the CSR view both internally and externally in the 
stakeholder network.  
 

3.5 Values-based service dimensions 

Enquist and Edvardsson (2002) point out the importance of the corporate network, how to 
manage to deliver a common purpose and value throughout the organisation. How every 
stakeholder is involved in the creation of the “corporate way” and how they together 
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communicate a common image that meets the customers’ needs and perceived values. 
These values and norms are built in the culture of a company. It is very important, 
especially for a service company, to have a strong service culture, so the entire company 
knows what values they work for and the importance of “Power of Identity”. As Simones 
describes: 
 
 “Creating a strong corporate identity and image is a way for companies to encourage positive 
attitudes towards their organization” 
 
Enquist and Edvardsson (2002) explain that a strong service culture not only reproduces 
values, it also produces and reproduces meanings. They also argue that a service culture 
can drive the service marketing strategy. To achieve this it is important to understand and 
to create shared values and shared meanings. The service marketing process is about 
more than just planning it is also about communication, visions and ideas. To create 
strategies from patterns from past and for the future that consists of norms and values that 
correspond with the core values of the stakeholders. Berry (1995) gives a good 
description: 
 
“A service strategy is a mission; it is a goal, a direction or a calling that binds people 
together in a common purpose. A service strategy captures what gives the service value 
to customers”  
 
Enquist and Edvardsson, “The Ikea Saga” (2002) illustrate in their research that it is a 
balance between different stakeholders, customers, employees and owners, and their 
different expectations and requirements. They show the importance of internal, external 
and interactive marketing. To be able to deliver an external message the internal 
marketing conditions have to be understood. The collaboration between external and 
internal marketing has to be strong if the interaction with the customer is to produce 
value to the service. The most important part is the encounter with the customer and it is 
here the services and promises are kept or broken in the eye of the customer. Enquist and 
Edvardsson (2002) give an explanation about strategy marketing: 
 
“Service marketing strategy is much more than formulating and communicating 
promises. It is very much about delivering the promised service with the right quality at 
the right time with the right price in the eyes of the customer” 
 
A brand of a company should also follow the company’s value based strategy and help 
the company to differentiate their services from other company’s products. These values 
also help the customer to choose from different brands and choose the brand that fits with 
their values and needs. It’s important that the whole company are “living the brand” and 
that they are living up to the company’s values and norms. With the whole company we 
mean the employees and all the stakeholders. It’s also important that the companies are 
creating meanings for the customers. Edvardsson, Enquist and Hay (2006) explain that a 
company communicates the values of the organization to the customers through the 
brand. The three most important parts when a company is building up a strong brand are 
vision, culture and image. 
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 Vision is the senior managers’ future ambitions for the company. 

 Culture reflects the employees’ values, attitude, behaviour and what they feel about 
the company they work for. 

 Image reflects how the people outside the organization are looking at the company.   

 
When discussing utilized value through brand, it is vital to extend the CSR notion and 
define what kind of values there are. 
Economic “value of logic” and the ethical “logic of values” are discussed in Edvardsson, 
Enquist and Hay (2006). The value of logic is focusing on the economic benefits for the 
customers, like the price, quality and time, “value in use” for the customers. The ethical 
logic of values focuses more on the ethical side, such as value based focusing on ethical, 
environment, and social benefits for the customers. But also the communication of ideal 
and trust are very important.  
 
Edvardsson, Enquist and Sebathu (2006) think that service quality is becoming more and 
more important for all companies. Not just for service oriented company’s that only 
produce services, but also for product-oriented companies, which need to have some sort 
of service for their customers that buys the products. Edvardsson, Enquist and Sebathu 
(2006) define service quality as  
 
“The service should correspond to the customers’ expectations and satisfy their needs 
and requirements”.  
 
That means that the company needs to know what the customer is looking for in a 
service, and that is what the company should deliver the customers. They point out that 
the company should not only satisfy the customers’ needs, but should also have a 
conversation with the customer, in order to understand the customer and their needs so 
they later can make a good solution for the customers’ problems. Service quality is 
perceived and determined by the customer on the basis of co- production, delivery and 
consumption experience (Edvardsson, 2005).  
This raises the questions if service quality is a single construct or an aggregation of 
several dimensions. Vargo and Lusch (2004) view service quality from the perspective of 
economic and social processes, which implies that service quality must be a construct of 
several components.  
 

3.6 Sustainability 

The term sustainability has become more common and has been expressed in an 
ecological and business sense, which aims to define dimensions of sustainable thinking. 
Kemp (2005) has defined five dimensions to sustainability; 
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Ethical dimension  

The ethical dimension is based on moral thinking and relationship with the society of 
today and those for the future. This dimension is about whether the future generations 
will praise or condemn the action of today. 
 
Social dimension 

The focus on social dimension is about social justice and the need to attend to social 
justice today instead of putting it off until tomorrow.  
 
Nature- Philosophic dimension 
This is based on the presumption that nature is vulnerable and the degree and limits 
which the present generation interfere the nature and how much the nature can bear 
before future generations will be affected by problematic living conditions. 
 
Economic dimension 

The economic dimension consists of the awareness that sustainable development requires 
sound economic theory and practice.  
 
Legal dimension  
This dimension encapsulates human rights in all aspects of human life, Kemp (2005). 
There are two legal strategies that drive sustainable progress according to Vogel (2005)  
 
 Civil regulation 

 Government regulation 

According to (Edvardsson, Enquist and Sebathu, “working paper” 2006) these five 
dimensions represent a deeper reflection on sustainable development than the triple 
bottom line thinking of economic, social and environmental aspects. The dimensions of 
Kemp (2005) represent a more philosophical dimension on the practise of sustainable 
development 
 

3.7 The value-creation logic of co-operative  

It is hard for a company to stay competitive in a world that constantly changes. Normann, 
Nordfors (1999) argues that to adapt to the changes that occur a company has to adapt to 
the development or try to steer the development for the future in some way. To be in the 
present, it’s about being positive towards its organization in relation to its surroundings. 
They illustrate three elements in a triangle for successful business innovations, which 
consists of mission, value creation logic and organization. These elements need to be in 
balance, if they don’t the solutions and circumstances in each of these three elements will 
have hard time adapting to changes and probably result in failure.    
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Figure 1.Normann, Nordfors, p. 22 (1999) 
 
 
This triangle asks questions about how a company can raise the welfare trough value 
creation.    
 
 What’s the mission/vision? Where and for whom are the improvements? And how is 

the response from our mission? 

 What is the value creation logic? Which resources do we have for technical and 
financial restrictions and opportunities? Which are the strategic resources in the 
value-creation chain and which limits do we have? 

 Is the organization built on the right foundation, to fulfil the mission under these 
circumstances? How do the stakeholders relate to the company and how shall they 
collaborate to exceed accomplishment?   

 
These elements show the importance of collaboration to be able to meet the demands of 
changes and how every stakeholder experiences the company’s values and missions.  
Normann, Nordfors (1999) points out co-operation as a dimension to create added value 
to a company. According to Normann, Nordfors (1999) the consumer co-operation is not 
only about shared ownership it’s more about the relation between co-operation and added 
value.  
 
The fundamental idea of a co-operative is that every individual collaborates together, 
which benefits everybody involved. The idea is built on the premise that each individual 
benefits more from their resources if they co-operate with others. In co-operation with 
others added value is created.  
 
The value–creation logic has three co-operations dimensions, which helps the customer to 
get more involved in the value creation, customer participation, value designs and 
togetherness. Customer participation is about the importance of increasing the 
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participation of every customer in the value-creation process. The knowledge of the 
customer can be used as a resource in the value-creation process. Value designs show 
how co-operation can be increased through mobilization of different actors of 
complimented resources and competencies, to reach a greater co-operation in the business 
concept. Togetherness is when a company helps the customer to interact with each other, 
which increases the value-creation of common purpose. Normann, Nordfors (1999) 
expresses the importance of these value-creation aspects, because these aspects deliver 
quality and efficient opportunities and are crucial to be able to use to remain competitive. 
 
Normann, Nordfors (1999) write that these co-operative ideas can deliver values to the 
everyday retail business. They explain that if KF, (the national Swedish apex for 
consumer co-operatives), manage to successfully take care of these opportunities and 
values that the co-operative creates, they can be a leader and an important factor for 
development in the retailer business.  
Normann, Nordfors (1999) goes on to describe some co-operative solutions, or strategies, 
which can help co-operatives know how to act in the future according to the mission, 
value- creation logic and organization.   
 
         
               Original organization         New organization 
                 (Own- use co-operative)     (Value chain, network) 
             
Existing 
Mission 
 
 
 
Changed 

1. Maintain 
through renewing 

4. Co-operative 
renaissance 

3.New- old  
co-oprative 

2. The new 
herring barrel 

Mission 
 
 Figure 2. Normann, Nordfors, p.91 (1999) 

 
The first square illustrates how consumer co-operatives continue working with work 
forms that they use today. They are keeping on to their existing mission, which is to 
facilitate and to deliver cheaper grocery goods in the essence of own-use logic. The 
challenge here is to mange to adapt the existing thinking and organization to the changes 
that occur in the world. 
 
The second square, the new herring barrel, is a phenomenon that occurs spontaneously 
today. The new information techniques have become a network technique, which results 
in people interacting with each other and creating co-operations. It’s about how people 
get together through co-operative action that they can reduce and generate better 
conditions of purchase. Here there is no own-use logic, instead the free information 
network is the organization structure. The expression the new herring barrel comes from 
the original narrative when the people bought the herring barrel together instead of 
buying herring pieces, which decreased the prices.  
The third square, the new-old co-operative, is quite like own-use logic but not when it 
comes to goods supplying. There are similar associations that get together in different co-
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operations, like diminutive for day nurseries, where they have created a co-operative for 
parents.  
 
The fourth square is the co-operative renaissance, which is about renewal on the basis of 
the interpretation of the core values of the co-operative. Here the co-operative idea is still 
the core value in the business, but has reviewed the forms for adapting to changes that 
have occurred the last 100 years. The mission is to facilitate the supply of goods and the 
social form of own-use logic to guarantee that the missions get carried out.  It’s a rebirth 
of an old idea, which comes back in a new form. 
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4 Presentation of Konsum Värmland 
Before going deeper into the value-creation of Konsum Värmland, we want to present the 
company in brief. The information below is gathered at Konsum Värmlands homepage 
and company annual report. 
________________________________________________________________________ 
 
Konsum Värmland is the largest food industry in Värmland, with 77 different sales 
locations all over the region. Along with 57 Konsum stores the group also consists of 
OBS Supermarket, seven Pekås and a several other stores. (see appendix) 
Konsum Värmland is a self-dependent association owned by its 126 000 members. 
Konsum Värmland is a member of Kooperativa Förbundet, KF, and (the national 
Swedish apex organization for consumer co-operatives. It does, however, not take a part 
in the COOP System, comprising a number of fully integrated retail chains, run by KF on 
behalf of a large number of regional consumer co-operatives. Konsum Värmland runs its 
own retail businesses. Konsum Värmland’s headquarter is situated in Karlstad and they 
have their own large manufacture facility consisting of a pork butcher shop, a bakery, a 
warehouse and central transportation. 
 
The co-operation has around 1800 permanent yearly employees and in 2005 the 
company's turnover was 2, 9 billion Swedish kronor and the profit before tax was around 
29 million Swedish kronor. The region Värmland is at present in an expansive and 
offensive stage. (Malmberg, 2006) 
 
All 126000 members control the company by attending 51 separate business conferences 
all over Värmland, where they choose representatives to directly attend the association’s 
conference. This conference is the equivalent of shareholders meeting.  
 
Konsum Värmland was founded 1966 by a merger between the associations; Karlstad, 
Arvika, Charlottenberg, Sunne, Hagfors, Skoghall and Säffle. The  Business idea was 
established  over 100 years ago and Konsum Värmland have held on to their business 
concepts and core values ever since. The only thing that has changed is their desire to use 
more locally produced products.  
 
The associations work within the regions 18 municipalities. One thing that is unique 
about Konsum Värmland is the fact that they have locally produced food and meat. The 
three brands unique to Konsum Värmland is Värmlandsgrisen, Värmlandslammet and 
Nästgård. This is very positive for the region Värmland, because it provides work 
opportunities and helps the small producers within the region. In addition to the ordinary 
Konsum Värmlands shop, Konsum Värmland also has low price shops, big supermarkets 
and food stores aimed for the border commerce with Norway. Konsum Värmland does 
not only focus on selling food they also have furniture and gift goods in their assortment. 
They have a chain of stores called mansion and a cosmetic store called affection, (see 
appendix).  
 

20 



5 Narratives and interpretations 

 
Chapter five presents’ narratives collected through secondary and primary data and 
results of the interviews, which is summed in interpretations of the narratives. 
________________________________________________________________________ 
 

5.1 Narrative 1 - Hundred years of consumers' co-operative 
movement  

 “We at Konsum Värmland don’t want everything to be about prices- there are more 
values to maintain” (Steve Fredriksson, Head executive Konsum Värmland) 
 
To understand the values of Konsum Värmland we have to go back to its roots in the 
foundation of the consumers' co-operative movement. The values and business strategies 
that consist in Konsum Värmland today have its origin from the beginning of the 20th 
century. This narrative consists of three acts, where each area is affected by the cause of 
history. The first act will illustrate how co-operative association was invented.  
 
Act 1 

These co-operative movements started in England in the 1850s, where the 
people had a hard time earning a living. But a new idea started to spread that 
people could, together, run their own stores, so their money could last longer. 
This was the start of the co-operative movements. In 1844 a collective of 
English flannel fabrics workers in a small town called Rochdale started to 
help each other and created the “upright pioneers society”. These “family” 
members were able to open their own grocery stores where they could buy 
high quality grocery goods at a fair price. The business idea was simple, if 
the business earned profits the profits should stay within the co-operative. 
Consequently the business traders could not earn high profits on the workers 
need of basic goods.  
These ideas spread to whole of Europe and in Sweden it started several 
consumption societies. But towards the end of the 1800s these consumption 
societies had a hard time to support themselves, because of the increasing 
poverty. So in 1899, 45 representatives from different consumption societies 
started a stronger common union, called the co-operative union (KF). In their 
annual report from year 1905 it is written; 

”Let us be clear and recognize the movement we work in that it is not an ordinary 
movement, but an economic system whose main goal is to create a better mankind” 

It was in February 1903 that some breakaway workers in Nykroppa in 
Värmland decided to start their own co-operative movement called 
consumption society Nykroppa, which consisted of 84 members. The 
background to this co-operative movement was that the Nykroppa 
inhabitants had to travel long distance to get cheaper grocery goods. Now 
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they could both get better price on grocery without travelling long 
distances. The principles of Nykroppa state; 

 
”To offer the members the lowest price possible of pure and unadulterated goods” 
 

The members of the co-operative movement also had one vote and the 
membership should be open for all, no matter which political or religion 
background they had. In 1911 the Nykroppa co-operative movement had 
grown so big that they needed help with booking and administration and 
consequently they had to join the co-operative union. 
After that Nykroppa started other co-operative movements from Värmland 
emerged. These movements included Lesjöfors in 1904, Åmotfors in 1906, 
Karlstad in 1908 and Arvika in 1909.  
In the 30’s and 40’s the standard of living became better and the material 
functions started to become important. The grocery stores became more 
efficient and modern and the quality experience in service increased. The 
stores were divided into three parts, a delicatessen counter, bread and milk 
counter and a basic grocery section with a salesman in each part. There were 
also grocery busses that made deliveries to the people in the countryside of 
Värmland.  

 
Towards the end of the 40’s and at the beginning of 50’s everyday retail 
changed. Supermarkets had been successful in the USA and were starting to 
emerge in Sweden. Now the concept of being served in the grocery store 
changed. Instead you should serve yourself and pick your own grocery from 
the shelves. This method got criticism from the association members but over 
time this method spread over Värmland.   
In the 50’s and 60’s the big change occurred. The members and customers 
demanded higher service quality and a better selection of goods. This created 
big department stores with a high range of goods. The small stores in the 
countryside could not compete with the department stores in the cities. In 
Karlstad Konsum, Domus was established in 1962, and was followed by other 
Domus departments across Värmland.  A consequence of this was that 
smaller stores had to close down their business. This increasing competition 
resulted in several co-operative movements merging together to gain a 
stronger economic structure.  So in January 1966 respondents from co- 
operative movements around Värmland decided to create a consumer co-
operative association Konsum Värmland for almost the entire region. The 
majority was positive to the decision and agreed that this would lead to a 
more efficient handling of administration, better quality of goods and better 
prices.  
 
In the 60’s and 70’s most of the inhabitants in Sweden had moved into the 
cities. Customers wanted to make larger purchase of goods and the car was 
being used more frequently. Konsum Värmland opened in 1967 as a discount 
warehouse in Våxnäs in Karlstad and quickly became a success. In 1982 OBS 
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Bergvik opened and is today one of the largest discount warehouse in 
Sweden. [Bergman, O and Olsson, K, 2003] 

 
The history illustrates how changes in the everyday retail during the last century have 
affected Konsum Värmland way of doing business. The changes from small grocery 
stores to big supermarkets can cause knock-on-affects and changes in the business 
strategies. This can also result in a shift of business concept to allow them to adapt to the 
new market conditions. But in Konsum Värmland they have held on to their business 
concepts and core values that were established in year 1903 in Nykroppa. The business 
concept for Konsum Värmland today states; 
 
 
“Konsum Värmland shall be of benefit to its members. In the first place, to offer the 
lowest price possible of pure and unadulterated goods. The association shall also 
benefit Värmländska and environmentally friendly goods based on business 
foundations” 
 
Steve Fredriksson explains that the difference between themselves and other food 
distributors is that Konsum Värmland has held on to its business concept and is one of the 
core factors that make Konsum Värmland a success. He means that whilst many other 
companies have changed their business concept, they have instead stuck to their original 
concept and have used this as a competitive direction. This has long been a success for 
Konsum Värmland and it is still working today.  
 
Olsson points out one other reason for their success, the success of adapting to the 
different business changes that has occurred during the past 100 years. Even if they have 
held on to their core business concept as Olsson express himself “Not to mix water with 
milk”, Konsum Värmland has managed to adjust to the changes in the everyday retailer 
during the past 100 years. The key factor to the adjustment is that instead of waiting for 
the changes to appear, KV has instead been a part and a distributor to the changes and the 
developments during the past 50 years. It is about renewing, adapting and driving the 
development forward, because in the end it is all about having the right figures and 
numbers in the annual report as Fredriksson remarks. The business should also gain the 
members and by doing that they have to stay competitive in a swinging market. So the 
members play a great part in the business of Konsum Värmland. 
 
Act 2 
Klas Olsson the information executive at Konsum Värmland points out the importance of 
the board of executives and the members that have interests in the business. “Without 
them no Konsum Värmland”   
 

The initiative to the first Konsum association in Nykroppa was at first only 
idealistic. The board members at this time had other jobs, as for example 
barber or craftsman. So the opening hours were outside of core working 
hours at weekends or when they were free from work. However, when the 
competition from other co-operation associations increased, they realized it 
was necessary to have daytime opening hours. The co-operation had also 

23 



increased its profits, so they could afford to have employed personnel, to 
look after the business. But the head decision-makers, board members and 
the administration managers could not be employed, because they did not 
want to create a salaried controlled organization. (Tjäsntemanastyrd) This 
principle still exists in the organization of Konsum Värmland today. 
Konsum Värmland is also a member owned company and therefore has 
many activities directed towards the members and owners. During its 
history the members have been invited to various social gatherings 
including coffee meetings, movie displays, rock concerts and gymnastic 
displays. Since 1903 there have been Konsum assemblies, during which they 
present the economic reports and give an account of how the business is 
being managed. Here the members can make their voices heard and present 
their own ideas. In Värmland there is also a tradition of having famous 
artists as entertainment at these meetings. [Bergman, O and Olsson, K, 
2003] 
 

Olsson describes these old values as the core values of the company. Without these 
values there would not be any Konsum Värmland. The lowest price possible for pure 
unadulterated goods and the policy of one vote per member regardless of their political or 
religious background. These values shall permeate the entire organization network. The 
values represent their guidelines of having respect for the history of Konsum Värmland 
and also by taking these values in consideration when setting new goals. Olsson states; 
 
”To understand the present, you have to look back and by looking ahead you have to 
understand the present” 
 
To supplement member meetings, Konsum Värmland has a customer panel with shop 
councils, representing all the shops, which meet several times each year. The panel 
consists of unpaid trusted members who are upward 50 years old. The panel contributes 
with their opinions’ and questions, which benefits the development of Konsum 
Värmland.  
Olsson also remark that these meetings really help the business. We get complaints when 
we make the wrong decisions and rewards when doing the right ones. This shows that the 
co-operative agenda really works in today’s business. 
Oden says that Konsum Värmland is a unique co-operative with regards its attitude 
towards customers and members. She has worked at other companies in the retail sector 
and has never experienced the same feeling of corporate environment with the spirit of 
togetherness and shared values and meanings. Oden implies that this greatly influences 
the customers and members decision to buy their groceries at Konsum Värmland.  
 
Act 3 
Steve Fredriksson points out that another thing that differ Konsum Värmland from other 
everyday retailers, is that whilst other companies have outsourced their business, Konsum 
Värmland has done the opposite. They have kept their own central of production facilities 
and transportation system. Konsum Värmland has in its possession a large manufacturing 
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facility consisting of a pork butcher shop, a bakery, a warehouse, transportation central 
and a head office.   
 

Since the beginning of the co-operative movements the transportation of 
goods has been very important for the existence of the grocery stores.  In the 
beginning they had to pull the goods from the trains with help of trailers. But 
when the stores expended the work of pulling the trailers got too demanding. 
Many suppliers also boycotted the co-operative associations in these times. 
So by1904 the KF decided to create a purchase activity for the free- standing 
associations, which later on resulted in the erection of their own warehouses. 
By 1936 there were 36 warehouse facilities around the country, which was 
lead in the direction of KF. There were also many associations that had their 
own warehouses but in many different houses and spaces. This made it 
difficult to monitor the goods, which lead to losses. Therefore, all of the co-
operative associations were in need of a rationalization of the system and 
decided to let KF solve this problem. In 1949 the first common warehouse 
was established in Visby that would cover the entirety of Gotland. And in 
1950 KF established six more warehouses across Sweden. The first 
warehouse in Värmland was established in Charlottenberg and in 1958 
permission was granted to build a warehouse in Tullholmen in Karlstad. In 
1966 the warehouse was complemented with a pork butcher shop, a bakery 
and perishable goods central. In the beginning of the 90s KF wanted to 
reduce the number of warehouses in Sweden. So in 1993 Konsum Värmland 
decided to acquire the entire facility at Tullholmen in Karlstad. The purpose 
of the take over was to secure a future with local produced goods and shorter 
transportation distances. [Bergman, O and Olsson, K, 2003] 

 
Olsson explains that in the 90s the business for the co-operative associations was not 
performing so well. Consequently KF had to sell warehouses and to shut down some 
associations to be able to save others. But Olsson notes that Konsum Värmland had fared 
well in compassion to other associations, which made it possible for them to buy the 
facilities at Tullholmen in Karlstad. 
 
Konsum Värmland is the only co-operative everyday retailer that still has its own local 
production facility. Olsson explains that without this production facility the values of the 
company would not be feasible. The facility makes everything possible, and is the basis 
for their values and business strategy. Olsson illustrates the history of the facility area and 
states 1993 as the starting point for their differentiated business strategy.  
 
 
Interpretation 

Below is a sum of the values that are produced within Konsum Värmland through the 
course of history. These values strongly affect the business strategies that Konsum 
Värmland conducts today.  

 

25 



 Highest quality at the lowest price possible 

 Without the members there is no Konsum Värmland 

 The core values lie within the production facility at Tullholmen in Karlstad 

 Respect for the original values established by the Nykroppa co-operative           
association in 1903     

 
 

5.2 Narrative 2 - The Värmlands Grisen 

“The project “The Värmlands grisen” was from the outset an initiative based on the fact 
that we have a great pork production in the region of Värmland. We also wanted to 
market the guaranteed quality of the brand to the people in the region.” (Fredriksson) 
 
The Värmlandsgrisen is collaboration between Konsum and the Swedish Meats (one of 
the largest food groups in Sweden). Swedish Meats acts as an intermediary in the 
Värmlandsgrisen project between the Konsum Värmland factory and the farmers. The 
agreement is renegotiated annually.  
 
Only BIS-farmers are allowed to deliver their pigs to the Värmlandsgrisen project. BIS, 
(Best in Sweden) is a quality safety programme developed by Swedish Meats. This 
programme emphasizes environment, animal health and breeding. The Värmlandsgrisen, 
through Swedish meats, guarantees that meat production is carried out with respect for 
the animal’s rights. Controls are carried out periodically to ensure that the BIS-
programme is adhered to. (See appendix) 
 
Together they stand for high quality throughout the entire production chain, all the way 
from the breeding to the customer’s plate. By this they mean good food, prepared with 
care using high-quality ingredients.  
The Värmlandspig, through Swedish meats, guarantees that meat production is carried 
out with respect for the animal’s rights in the way they take care of the breeding and 
handling. (See appendix) 
 
The ability to trace the meat is made possible with help of a “tattoo” consisting of three 
letters and three numbers unique to the farmer. The letters VRM stands for Värmland, 
and the number assigned to the farm that the pig is from. 
 
Assuming full responsibility for ethics, environment and animal welfare throughout the 
entire value chain is crucial for the Värmlandspig in its aim to be a profitable, strong 
brand that customers can trust. The pigs are transported using Konsum Värmlands own 
trucks straight from the farms to the slaughterhouse. From there the meat goes directly to 
the charcuterie and then out to the Konsum Värmlands shops.  This means that the meat 
and meat products are generally fresher than those of their competitors are. 
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“Today we are making between 1100-1200 products which is a very large 
scale. The charcuterie Konsum Värmland gets about 600 pigs a week and 
they are all bred in 30-different farms in Värmland. The fact that we use every 
single part of the pig is something that we are very proud of. We make 
everything, from sausage and liver pâté to meatballs and bacon. That means 
that nothing goes to waste. The human eye follows the process at every stage; 
maybe it is not as effective as a factory with machines spiting out sausages all 
day, but for us value is very important and we believe in it.”(Fredriksson) 

 
For Konsum Värmland, it’s all about the quality of its craftsman’s work together with 
client satisfaction. The small industry has grown into a greater and more respectful 
production facility, which is done with a high-quality program. As proof of the quality of 
its specialities, Konsum Värmland has won many prizes in big Swedish meat 
competitions, including the accolade of best hacke-sausage. This really is a proof that it 
pays off to strive for quality with local products. Konsum Värmland knows that the value 
lies in the region of Värmland based on the fact that you prefer to eat pork that is 
produced in the region you come from. This to be sure that your meat has come from a 
healthy pig breed in Värmland. The Christmas ham branded Värmlandsgrisen assortment 
is now in the shops, and is very attractive for the people from Värmland. (Fredriksson) 
 

“The value in Värmlandspig is the fact that all the farms are located in the 
region and are afterwards produced by people from Värmland. This means 
that the customers know what they are getting. It might not be the cheapest 
meat, but it is the best quality. If we wanted cheaper meat we could easily mix 
flour in our sausages, it is very common and totally legal, but as I said before 
there is no value in it. We would even loose the value. On the local level we 
have a cooperation agricultural organization and also with the farmers 
themselves, they are our messengers for the value. (Fredriksson) 

Konsum Värmland not only has a great pork production in the region, but also a lamb 
production. The lamb is promoted via another specific brand: The Värmlands lamb. Just 
like the Värmlandspig it stands for quality and value within the region. 

Steve Fredriksson says," slaughtering is usually done during autumn but at Konsum 
Värmland we are trying to do this all the year around. We want our customers to be able 
to find lamb meat from Värmland even during the summer time. We believe that this is 
important for the environment but also for our values at Konsum Värmland.  This means 
that you can buy fresh lamb meat in the shops all the year long."  

Mr Rydberg is one of the farmer producers who breed the Värmlands pig. He and his 
family have been working in the industry for many generations and have had a great 
cooperative scheme between themselves and Konsum Värmland for many years. 

In our Interview with Rydberg he told us about a meeting they had with several big and 
leading every day retailers in Sweden.   
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         “All the head directors in every company were asked the same questions, one 
being what they thought about regional and local produced food, and 
whether it was important or not. The only one who really stood out and who 
answered that he believed it to be very important was Steve Fredriksson. This 
was unique for me as a co-producer to know that Konsum Värmland is 
striving for a great cause” Moreover I think that buying a Värmlands pig has 
something to do with patriotism. Not only does it give me extra money it also 
feels good to have security that my animals are attractive on the market and 
the people who buy the meat appreciate the value of locally bred pigs. I got 
proof of this when I worked as “a farmer in the shop” in a Konsum store a 
few months ago. It was a publicity stunt arranged by Konsum Värmland the 
purpose being to market the brand Värmlandsgrisen, but at the same time to 
bring us farmers and customers’ closer together. Over the period of a couple 
of days we let people try different products and we answered any questions 
that they had. This is very special to us and the fact that the customer knows 
that he can come to my farm and actually see with their own eyes how the 
pigs are living and how they are bred is unique. I really like the idea of 
bringing forward the regional produce and local produced meat. 

“I am proud of to be a part of a business that stands out and that has values that 
support my occupation and thanks to Konsum Värmland many pig breeders in the 
region have regular intervals of pig deliveries and a steady income” (Rydberg) 
 
The values created by local breeding of pigs have also entered into other co-operations 
between the farms. A farmer located in the region of Säffle really lives up the concept 
that nothing goes to waste; 

 
I am very enthusiastic about working with Konsum Värmland, says Bengt 
Simberg who has a pig farm outside of Karlstad, and delivers Pigs for the 
brand “Värmlandsgrisen”  
Every Tuesday and Friday a truck filled with scrap bread is delivered to his 
farm. The bread gives me the opportunity to feed my pigs with first-class 
fodder and the pigs love it. The cooperation started in March last year, and 
today the farmer gets 6 tons of return bread delivered each week. This is all 
the bread that the Konsum Värmland shops send back but also bread that 
has been damaged during production. 
-The possibility of transporting the bread was in the beginning the biggest 
problem to overcome, because of the bulk costs. But I am very pleased about 
the way it worked out; a potato farmer nearby deliver potatoes to the 
distribution in Karlstad so on his way back he brings the bread with him. In 
this way the transportations cost are very low. (Homepage Konsum 
Värmland). 
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Interpretation 

The Konsum Värmland values revealed in the narrative are: 
 
 High-quality: only the best pig farms are good enough for Konsum, and by the best 

they mean the ones who fulfil all the criteria set by Konsum Värmland and Swedish 
meat. 

 Ethic responsibility: the animals are able to walk free and are only given the best 
fodder.  

 Transportation is helping the environment: Shorter transportation is not only better 
for the animal it also provides for smaller emission exhaust fumes. 

• Nothing goes to waste: They use every part of the pig when they are making food 
products and any wastes are recycled; this means that they are taking ethical, 
environmental and social responsibility.   

 

5.3 Narrative 3 - Nästgård 

Nästgård is Konsum Värmlands own brand, it is serving to strengthen the master brand; 
Konsum Värmland. Nästgård has had a great impact on the market of the region of 
Värmland. The brand is linked with origins from Värmland, standing for security and 
quality. 

It all started at the beginning of the 90s. What they knew at this point was that Konsum 
was and would always be situated in Värmland and that Konsum wanted to work on 
promoting the regions co-operation. Unemployment rates were exceptionally high at this 
time and that was one of the reasons why people started to move away from the area. 
(www.ams.se) 

”We were wondering, what we could do to make people stay and later even 
expand from there? Until then we had worked a lot with different small 
producers in the region, so the question was if we could find something that 
would bring them together” says Fredriksson 

Fredriksson explains how the project team of Konsum Värmland started by simply asking 
around, they found out that there were a lot of different ideas about the concept and many 
small producers in the region that were interested in working with Konsum Värmland. 
They finally decided that they had to create a new brand and came up with the name 
Nästgård. 

Fredriksson illustrates that the brand name Nästgård would stand for - a fine 
piece of Värmland, products from Värmland produced by the people from 
Värmland. That would be the foundation of the Nästgårds assortment. In 1997 
Konsum worked together with Klara reklambyrå, an advertising company 
from Karlstad. Together they decided on a logo that would resemble an old, 
threadbare stamp. Each product is symbolised by one of 30 different farms 
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located in Värmland. The idea was to communicate the fact that every 
product of Nästgård had been produced on a local farm nearby. The product 
symbolises “close to you” which should be perceived as proof that the 
product, and especially the animals, were not exposed to long-haul 
transportation which has a negative impact on fresh meat. This idea was 
something that received an exceptional customer response because they liked 
the idea of promoting the products of their region.  

Fredrikssons also points out that the raw materials do not necessarily need to be 
from the region, as long as they are packed, mixed and delivered by people within 
the region of Värmland. 

“It is hard to grow oranges in the region of Värmland, yet still we have own Nästgårds 
orange juice as a product in our product line” Fredriksson 

Economic growth in the region of Värmland also contributes to the local environment in 
the form of more job opportunities, which means shorter transportation routes. Konsum 
Värmland shall on business foundation, sell environmental friendly products. Our 
environmental work refers in one part to active work that saves the earth’s resources, and 
in the other to decrease loads on the environment Konsum has a strong environmental 
policy that implements the company. It does this through environmental information and 
by educating its customers and employees. Together this contributes to greater trust, 
stronger competitive advantage and long-term profit. 

Nästgård has a wide range of products and now offers around 100 different kinds of food 
and beverages in the Konsum Värmland stores. The assortment also covers potatoes, 
bread, jam, juice and lemonade from the region. One excellent example on how Konsum 
Värmland has helped a small producer to extend their business, is the brewery in Torsby, 
north of Värmland "When we started to cooperate with them, they consisted of seven or 
eight employees in a small and primitive factory. They were always really good to work 
with and delivered high quality goods. Nowadays they have a very sophisticated factory 
with a workforce of 30-35 people and deliver a high range of quality goods. We are 
always looking for new ideas and products. Recently we looked at the possibility of 
delivering dairy products but came to the conclusion that it was not economically 
feasible. (Fredriksson) 

The unique selling point for the products is good quality at a reasonable price and of 
course the fact that they are locally produced. 

“We want our member to see Konsum Värmland as a good choice. Nice 
shops and good prices are basics, and then we have as extras value the 
ownership that is very unique for Konsum Värmland, so with the brand 
Nästgård we really show that we are exceptional. The brand Nästgård shall 
contribute to strengthen the identity of the co-operative of Konsum Värmland 
and its trademark. This shall also provide work opportunities and help the 
small producers within the region. This creates values to our business, when 
we take social responsibility because in the long- term we know that we will 
get money and value back.”(Olsson) 
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Odén explains how the demands for Nästgård products have increased and the customers 
are asking about which ingredients these products consist of and if it true that the 
products are produced in Värmland. Similar questions are asked about the meat products.  
The customers want to know if the brands really stand for regionally produced goods. 
Olsson explains that Nästgårds products do not focus on any one type of customer. We 
want to sell our Nästgård products to all the inhabitants of Värmland, because positioning 
ourselves towards a specialized target group puts us at risk of losing important customers. 
We need to keep our focus on all customers in Värmland.  

 
Interpretation 
The above narrative reveals how Konsum Värmland helps people within the region, not 
only providing them with quality food but also with social values. 

The values of the narrative are: 
 The best quality at a low price: All the customers of Konsum Värmland have a 

choice to buy from the unique product-line Nästgårds.  

 Origins from Värmland: This provides the region with work opportunities and helps 
the co-operative and the small producers within the region. 

  Environmental responsibility: The cost savings that Konsum Värmland carries out 
on the logistics when they are working within the region also saves environmental 
sources through an environmental policy. 

 

5.4 Narrative 4 - The adapting and developing Konsum 
Värmland  

Today there are changes in the structure in the everyday retailer branch and this also 
affects Konsum Värmland. Fredriksson explains that the competition has increased in the 
last decade. There are many players on a market that has a decreasing population. 
Konsum Värmland is a big player on a small market and they see themselves on the basis 
of a European perspective as a local company working in a northern region. Though 
Konsum Värmland covers a great deal of the market in Värmland, their power is 
restricted.  
 

There are many factors that influence the business surrounding Konsum 
Värmland. Fredriksson states the factors that influence everyday business. 
The competitors and how they act, the member’s opinions and demands and 
the impact the media has on how the consumers experience the everyday 
retail branch. But the customers are the most important group who has the 
most crucial influence on Konsum Värmland. Today the customers have the 
option to choose between goods with varying price tags. The everyday retail 
branch gives the customers the opportunity to choose between goods at low 
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prices or goods with superior quality at higher prices. So for Konsum 
Värmland it is important to recognize how the customers act towards quality 
and prices, because this is crucial to our business concept. It is the 
consumers that decide if we can stay competitive in this swinging market. 
[Thunberg, p.284, 2005] 

 
Fredriksson means that the focus on lower prices will always be a part of the everyday 
retail branch. There are also influences from our members and customers towards setting 
lower prices but for us at Konsum Värmland we don’t want everything to be about 
prices- there are more important values to maintain.  
 

One value that lies within our hearts at Konsum Värmland is that we are 
inhabitants of Värmland and we are working within Värmland. As part of this 
community it is important for us that there are employment opportunities for 
the inhabitants, which encourages people to relocate to Värmland. Our 
company has to offer something good, because we really want to stand up for 
our landscape. Fredriksson, S [Thunberg, p. 285, 2005] 

 
Fredriksson and Olsson both strongly fortify that” low price” are the topic for everyday 
retailers and is something that will continue. But they are both doubtful of the concept of 
“low price”, they think it is misleading and should be referred as “price friendly” goods, 
because it covers different segments of the market. They also explain that they are 
recognizing a new concept that is becoming more important. This concept is recognizable 
how they conducted business in the 30s and 40s. 
 

Fredriksson says that we will see a development in the stores towards a 
profile of perishable goods. And he thinks that this trend will be stronger in a 
long-term perspective than the trend of low prices. In these stores we will see 
bakery and delicatessen counters, selling fresh fish and other services to the 
customers. Fredriksson uses the term, “we are upgrading the encounter with 
the customer”. 
Basically, we start with tested ideas but tailor them in accordance with our 
own time, demands and expectations.  Another thing that has helped us is the 
growing interest in food, which is down to the increasing popularity of recipe 
books and televised food programmes. This has led to demands of higher 
quality of goods when making special dishes. [Thunberg, p. 285, 2005] 

 
This is something we in Konsum Värmland want to offer the customers and by doing this 
we have to stay ahead. Olsson explains that they are working towards this trend, by 
building stores with functioning structures and clear profiles. The customers have become 
more aware of where they buy their groceries. To be able to offer these goods they have 
to have functional stores that consist of these different profiles. But Fredriksson is also 
worried about the future.  
 

Of course I am a little bit worried; we have to succeed in changing the 
behaviour of a large group of consumers, how they act and think according to 
the price when they buy our goods. And if the trend of importing cheap goods 
from low-cost countries continues, the customers may change their 
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behaviour, which could result in the downfall of locally produced goods. We 
have to increase the attraction and understanding of the values that local 
production of goods can generate to Värmland. If we fail, we risk losing 
many grocery suppliers in the region and thereby losing jobs. We produce 
healthy goods from the landscape, and this would be something that all in the 
grocery branch in Värmland and authorities should work together towards. I 
believe that we have a good opportunity, but it has to happen now. We 
produce superior goods and I believe that we can build our own Gnosjö of 
grocery produced in Värmland that produces goods of top class, where the 
spirit of grocery produced in Värmland delivers the extra credibility needed.   
[Thunberg, p. 286, 2005] 

 
The board of executives has also listened to its members’ wishes and they conclude that 
the members want Konsum Värmland to remain an independent co-operative association, 
which owns its own stores and is managed in accordance with Konsum Värmland’s 
ethos. But one issue requiring improvement is the cooperation with other partners. One 
example is that Konsum Värmland, together with the largest everyday retailers in Sweden 
have created a collaborated company, Detaljhandelsdrivande föreningar I Sverige AB 
(DDF AB), whose main goal is to create more benefits for its members. [Vår verksamhet, 
p 3, 2005] 
 
Fredriksson finally concludes that we live in a time where companies have to adapt to 
market changes, particularly in the grocery sector. When goods are produced and 
transported from all over the world, more and more people seek the advantages that 
commodities from the local region can offer. The customers want to know where the 
groceries are produced and how they are handled in the delivery process. Konsum 
Värmland owns its own stores and has a good economy, this is achieved by producing 
goods locally and employing workers that act according to the business concepts. 
Konsum Värmland wants to be a part of Värmland, where the development increases 
through a strong local commitment. As the head chairman in the board of executives 
states; 
 
“If we look back, I think that we co-operators in Värmland should be proud of our 
selves for what we have done. Värmland is today the strongest region of co-operative 
associations in Sweden” George Axelsson Head chairman in Konsum Värmland, (2005) 
 

Interpretation  
Here are some values that Konsum Värmland is working towards in the future to try to 
stay competitive; 
 
 It is not just about prices- there are more important values to maintain.  

 Working towards a profile of higher quality grocery and better service. 

 Establishing a network of suppliers that guarantees goods produced in Värmland. 

 Listening to the members of Konsum Värmland. 

 Adapting to changes in the market in consideration with their core values of co-
operative.          
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6 Analyzing / Interpreting the value-creation of Konsum 
Värmland 

Chapter six presents the value-creation aspects together with the theoretical framework. 
The analysis and interpretation will provide a better understanding of the value creation 
of Konsum Värmland. 
________________________________________________________________________ 
 
Once we have summed up the narratives it’s time to analyze our findings according to 
our theoretical framework. The purpose of this case study is to look deeper into the value- 
creation of Konsum Värmland and to see if these values can create value for sustainable 
business. By examine the values of Konsum Värmland, the first narrative shows how 
important the old core values are for Konsum Värmland. 
 
The history has a great impact on how Konsum Värmland is conducting its business 
today. Konsum wants to deliver goods of high quality at the lowest price possible to the 
customer. But it is not only about prices; Konsum Värmland wants to deliver goods that 
are associated with better quality and which have better impact on their surroundings. 
This thinking goes back as far as 1903 when the co-operative association in Nykroppa 
was established. This business concept has permeated the organization of Konsum 
Värmland and is the guideline for its business strategy. This corresponds with Enquist 
and Edvardsson’s (2002) opinions that a strong service culture not only reproduces 
values, it also produces and reproduces meanings. They also argue that a service culture 
can drive the service marketing strategy. Konsum Värmland, together with many other 
co-operative associations, has historically kept its values and meanings when conducting 
business. These values have created a business culture, which has altered into a business 
strategy that is recognized by the customers. 
 
The members are important for Konsum Värmland, when they both are customers and 
members of the company. This means that they have to listen to their member’s demands 
and needs, which implies with Vargo and Lusch (2004) that the goals is to see the 
customer as a co- producer. They argue that a service- centred view is a relationship 
between the organization and customers. They further imply that “value” must be defined 
through co-creation with the customers. Edvardsson, Enquist and Hay (2006) express the 
importance, especially for a service company, to have a strong service culture, so the 
entire company knows what values they are working towards and express importance of 
“Power of Identity”.   
 
The members and customer recognizes the business and values that Konsum Värmland 
stands for, these corporate values are a co-creation of values and shared meanings, which 
has developed in a relationship with the customer and members. These “values” are 
perceived by the customer in term of value in use. Edvardsson, Enquist and Hay (2006) 
argue that corporate values also provide value in use to the customer. This combination 
of corporate values and value in use for the customer forms a value logic where service 
quality is an important component.  
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In term of service quality Vargo and Lusch (2004) view service quality from the 
perspective of economic and social processes, which implies that service quality must be 
a construct of several components. Konsum Värmland offers its customer goods of high 
quality at the lowest price possible. To be able to do this they have established a co-
operation with local produces of goods, which delivers goods of high quality, which 
correspond with the needs of the customers. To achieve this service quality Konsum 
Värmland has gone further in its value creation by establishing its own production 
facility, consisting of a pork butcher shop, a bakery, a warehouse, and central for 
transportation, which produces and handles the goods delivered by the local producers. 
The customers of Värmland recognize this facility and these values are seen by the 
customers and reproduce values and shared meanings towards Konsum Värmland.  
 
Vargo and Lusch (2004) claim that the service-centred marketing logic implies that the 
marketing function has to become one of the firms’ core-competencies, which takes the 
lead in initiating and co-ordinating a market-driven philosophy for all core-competencies. 
When a company focuses on its core-competencies they need to create a resource 
network and outsource necessary knowledge and skills to the network. Konsum 
Värmland has a network of co-producers that deliver goods, which correspond with 
quality standards set by Konsum Värmland. This means that they have a network of 
stakeholders, which are co-creating values towards Konsum Värmland’s core- 
competencies. To create an excellent co-operation network a company has to be good at 
collaborating and managing this network. To be able to manage this network and to reach 
a sustainable co-operation the stakeholders’ basic values needs to interact. 
 
In Konsum Värmland we can see that they have a stakeholder perspective, which is 
shown in their business conduct. They have a management staff, which is highly 
committed in the co-operative spirit. Both Fredriksson and Olsson claim that their 
thinking is unique, and are proud of their way of doing business, which is also 
appreciated by the members. Oden also expresses how unique it is to work at Konsum 
Värmland, she has never felt this kind of “spirit of commitment and “we” feeling before”  
In the essence of responsibility and ethical conducts Konsum Värmland is building its 
business strategy based on these dimensions. In the narratives about the region breed pigs 
and Nästgård we can see that they are taking responsibility for their surrounding in the 
way of ethical and social responsibility.  
 
As Pruzan (1998) explain that the awareness of stakeholders’ values has increased, and 
remarks that there is a need for marginal structures, processes and attitudes which reflects 
the organizations values, so the stakeholders feel as if they’re in harmony with their own 
values. Rydberg, the local farmer producer, explains how important Konsum Värmland is 
for their activity as a pig breed producer.  
 
“Thanks to Konsum Värmland many pig breeders in the region have regular intervals of 
pig deliveries and a steady income”. 
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This illustrates how Konsum Värmland is taking corporate social responsibility in 
collaboration with the social harmony strategy, which is balanced between the 
stakeholders’ demands and needs, and does not separate, ethical and moral from business. 
Corporate social responsibility refers to the triple bottom line thinking concerning a mix 
of economical, ethical and environmental issues for a company. Enquist, Johnson and 
Camén (2005) defines triple bottom line thinking as when a sustainable business reaches 
long-term financial stability by maximizing its environmental impact and by acting in 
conjunction with the society’s social and cultural expectations. Konsum Värmland clearly 
uses triple bottom line thinking for sustainable business. In the essence of economic 
values, they are related to quality in form of price and cost (value for money). Konsum 
Värmland delivers goods of high quality at the lowest price possible. This means that the 
customers get higher quality of goods in relation to money (affordability). This has been 
the core value since 1903 and is still the core business concept of the co-operative 
Konsum Värmland. They are putting pressure on their suppliers to deliver the highest 
quality of goods according to costs. As Fredriksson states;  
 
“The value in region breed pigs is the fact that all the farms are located in the region and 
are afterwards produced by people from Värmland. This means that the costumers know 
what they get. It might not be the cheapest meat, but it is the best quality.” 
 
Another aspect of reduced cost according to quality is that Konsum Värmland has its own 
logistic that is transporting the goods. Shorter transportation distances reduce costs and 
cancels out the need to outsource transportation. This also contributes to lower prices of 
quality goods. Consequently Konsum Värmland is cutting cost without scarifying quality 
standard.  
 
In the essence of social responsibility Konsum Värmland contributes with job 
opportunities for the region of Värmland. By relaying on local producers the employment 
of the region increases. It generates more job opportunities for exiting co-operations and 
also draws new companies to the region. It also provides securityfor small producers that 
are producing a small variation of goods, as/because they can rely on Konsum Värmland 
as a business partner. This is one of Konsum Värmland’s core values as Fredriksson 
states; 
 
“One value that lays within our hearts in Konsum Värmland is that we are inhabitants of 
Värmland and we are working within Värmland. When we are a part of the society in 
Värmland it is important for us that there are employment opportunities for the 
inhabitants, which makes people, want to root in Värmland and to make people want to 
move to here. Our company has to offer something good, because we really want to stand 
up for Värmland” 
 
These words from Fredriksson illustrate how strongly the co-operative Konsum 
Värmland is defending and taking responsibility for the society of Värmland. Konsum 
Värmland wants these values to be recognized by the customers, so many others will 
follow. Enquist and Edvardsson (2002) explain, to be able to deliver an external message 
the internal marketing conditions have to be understood. The external and internal 
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marketing have to be strong collaborated if the interaction with the customer should 
produce value to the service.  
 
This is what Konsum Värmland is trying to deliver through the brands of Värmlandspig 
and Nästgård. The Värmlandspig symbolises the high quality, which is demonstrated 
throughout the entire production chain, all the way from the breeding of pigs to the 
customers’ plate. It stands for good food, prepared with care using high-quality 
ingredients. The Värmlandspig is marked with the standards set by Konsum Värmland 
and Swedish Meat. The Värmlandspig also guarantees that the pig has been bred in the 
region of Värmland. They are also using the whole pig in their production, meaning that 
nothing goes to waste. This applies with the environmental values that are connected with 
ecological protections, improvements and responsibility Konsum Värmland is also taking 
care of its wastes used in the production facility by recycling and sorting used materials. 
They have an environmental policy of being a company that only produces and sells 
goods of highly environmental friendly standards, and only use suppliers who share their 
ethos.  A good example is the farm in Säffle that recycles old bread to use for pig breed. 
 
The environmental policy is a guideline in the working processes and the employees of 
Konsum Värmland have a training program for developing environmental knowledge.  
Edvardsson, Enquist and Hay 2006 remark that it is important to be seen as a respectful 
company meaning that companies try to avoid aligning themselves with negative values, 
which can result in negative publicity. Instead companies want to be associated with 
attractive values such as high ethical standards and contribution to the society.  
 
This is what Konsum Värmland is trying to be seen as through the brand Nästgård. 
Fredriksson illustrates that the brand name Nästgård shall stand for a fine piece of 
Värmland, products from Värmland, produced by the people from Värmland but the raw 
materials do not need to come from Värmland, when there are extraordinary products that 
can not be produced in Sweden.  
 
The idea is to communicate the fact that every product of Nästgård has been produced on 
a local farm nearby. The product will symbolize “close to you” which should be 
perceived as a proof that the products and especially animals aren’t exposed to transport 
which gives negative effects on them. Olsson remarks that the brand Nästgård will also;  
“Contribute to strengthen the identity of the consumer co-operative of Konsum Värmland 
and its trademark. This shall also provide work opportunities and help small producers 
within the region. This creates values to our business, when we take social responsibility 
because in the long- term we know that we will get money and values back.” 

Edvardsson, Enquist and Hay (2006) explain that a brand has to be recognized and 
comparable with the company’s values- based strategy. This shall help the company to 
differentiate their services from other company’s products. These values help the 
customer to choose from different brands so the customer can choose the brand that fits 
with their values and needs. To strengthen the values it’s important that all employees are 
“living the brand” and that they are living up to the company’s values and norms.  

By living the brand, Oden points to the spirit of Konsum Värmland and argues that 
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Konsum Värmland has managed to create a common spirit of commitment towards its 
goals and values. It’s also managed throughout the whole business chain and with its 
stakeholders. Rydberg also expresses the feeling of being committed to the value- 
creation of common purpose and goals, which is done by having meetings with the 
mangers of Konsum Värmland where they together discuss their goals and aims for the 
future. Olsson also explains that they have received good responses from their members 
and suppliers about Konsum Värmlands values and purposes. Fredriksson believes that 
the brands Nästgård and Värmlandspig are a good way to differentiate and profile their 
business concepts.  
Edvardsson, Enquist and Hay (2006) explain that a company communicates the values of 
the organization to the customers through the brand and points to three important 
elements when a company is building up a strong brand, vision, culture and image. 
 
 Vision is the senior managers’ future ambitions for the company. 

 Culture reflects the employees’ values, attitude, behaviour and what they feel about 
the company they work for. 

 Image reflects how the people outside the organisation are looking at the company.   

These elements are all included in creation of the brands in Konsum Värmland. The 
management of Konsum Värmland together with its members sets the vision. The culture 
of Konsum Värmland is created by communicating values and purposes throughout the 
entire stakeholder network. Image is created by internal marketing in collaboration with 
the co-operative spirit, which is recognized by the external customers and creates shared 
values and meanings and value in use for the customers.   
After analyzing these different dimensions of value- creation aspects, these values shall 
lead to a service quality, which consists of several components of value creation. Service 
quality is multidimensional and is the sum of values created by Konsum Värmland. 
Edvardsson, Enquist and Sebathu (2006) think service quality is becoming more 
important for all companies and define service quality as; 
 
“The service should correspond to the customers’ expectations and satisfy their needs 
and requirements”.  
 
Edvardsson (2005) argues that service quality is perceived and determined by the 
customer on the basis of co-production, delivery and consumption experience 
 
To deliver the right service quality that corresponds with the needs and requirements of 
the customers, a company needs to make market researches. This is about reading the 
customer and to monitor the market to recognize potential changes that might occur. 
Normann, Nordfors (1999) means by adapting to changes a company has to adapt to the 
development or try to steer the development for the future in some way. This has to be 
done in collaboration with its organization in relation to its surroundings. This will be 
discussed in the next chapter were we will present our final discussion and model of 
Konsum Värmlands value-creation, which illustrates how they are acting in order to 
create values that drive value for sustainable business.  
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7 Final discussion and model  
This chapter will present the final discussion of the value-creation of Konsum Värmland, 
and by the model we will try to explain how these values can drive value for sustainable 
business. 
________________________________________________________________________ 

 
After analyzing the value-creation of Konsum Värmland we can see that they have values 
that are strongly recognizable by the stakeholders according to our interview respondents. 
These values shall result in a value-in-use for the customers. Edvardsson, Enquist and 
Hay (2006) illustrate that there are two sides to looking at the concept of value-creation,  
the economic value of logic and the ethical logic of values. The value of logic is focusing 
on the economic benefits for the customers, such as the price, quality and time, “value in 
use” for the customers. The ethical logic of values focuses more on the ethical side, such 
as values-based focusing on ethical, environment, and social benefits for the customers. 
To be able to deliver this value-in-use, the ethos has to be understood and communicated 
throughout the business and to its stakeholders.  
 
Konsum Värmland is a consumer co-operative, which sets its own strategy and goals 
through listening to its members and stakeholders. This is the spirit of Konsum Värmland 
and the core value for their business concept. To have a sustainable development 
Normann, Nordfors (1999) explain that the three-element mission/vision, organization 
and value-creation logic needs to be in balance. Further they suggest some questions that 
need to be recognized and answered to be able to create business innovations for 
sustainable business. Normann, Nordfors (1999) points out co-operation as a dimension 
to create added value to a company. 
 
 What’s the mission/vision? Where and for whom are the improvements? And how 

is the response from our mission? 

 What is the value creation logic? What resources do we have for technical and 
financial restrictions and opportunities? What are the strategic resources in the 
value- creation chain and which limits do we have? 

 Is the organization built on the right foundation, to fulfil the mission under these 
circumstances? How do the stakeholders relate to the company and how shall they 
collaborate to exceed accomplishment?   

 
By looking at Konsum Värmland this fundamental thinking is permeated throughout the 
entire business chain.  Konsum Värmland is a big player on a small market in Värmland. 
That means due to the limited size of the market, this way of thinking becomes more 
important then ever before. The increasing competition from other low- price retailers 
makes it even harder for Konsum Värmland to stay competitive in the selling of its 
goods. But Konsum Värmland has managed to stay competitive by keeping its core 
values and by adapting to the changes of the market. By listening to the customers they 
have recognized a change towards a more fresh purchase of grocery and increase service 
in the encounter with the customer. As Fredriksson explains “we are upgrading the 
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encounter with the customer”. This Konsum Värmland wants to offer the customers by 
building stores with functioning structures with clear profiles. Fredriksson is also worried 
about the future as mentioned in the narrative before; 
 
Of course I am a little bit worried; we have to succeed in changing the behaviour of a 
large group of consumers, how they act and think according to the price when they buy 
our goods. And if the trend of importing cheap goods from low-cost countries continues, 
the customers may change their behaviour, which could result in the downfall of locally 
produced goods. [Thunberg, p. 286, 2005] 
 
Konsum Värmland has listened to its members’ opinions, who are also customers, and 
they all agree that they will continue holding on to their concept, which means that the 
consumer co-operation should provide benefit to all its members. By reading the market 
and trying to predict market changes, they are able to adapt to changes that are important. 
Konsum Värmland mission and vision is focused on the future and is trying to get its 
customers and members involved in the process to co-create common values through co-
operative spirit, which alters in shared values throughout the organization.  
 
According to Normann, Nordfors (1999) the consumer co-operation is not only about 
shared ownership it’s more about the relation between co-operation and added value. 
Konsum Värmland can also be seen as using a strategy in the form of a co-operative 
renaissance, where the co-operative idea remains the core value in the business. We can 
see that Konsum Värmland has, during the last 50 years, managed to stay competitive by 
adapting and developing competitive strategies. At the same time they have kept their 
core values but updated them to meet the demands and needs of modern times. Konsum 
Värmland is not only adapting to changes, they are also steering the market in a direction 
that they think will be profitable. This strategy of co-operative renaissance gives Konsum 
Värmland a good opportunity to set an example of how to create added value through 
consumer co-operative of old core values and update them in accordance with market 
changes 
 
It is evident that the customer has a double impact on the business, due to being both a 
customer and a member. Therefore Konsum Värmland is constantly monitoring their 
members in order to know when to develop new offers or to adapt to changes in the 
market. This means that they constantly communicate with their members, which has 
been their practise since 1903. This has resulted in a culture, where certain values and 
meanings are shared, and has helped to keep the co-operative members together. This 
business concept has affected all co-producers and stakeholders in their business-chain. 
By focusing on values that not only correspond with the value of logic, they have also 
extended their values that correspond with the logic of values, which has increased the 
loyalty of its members, and further more even attracted other producers in the region to 
join their business concept. This is because Konsum Värmland stands for values that the 
regional producers want to be identified with. 
 
After having conducted our research we can see that Konsum Värmland has achieved the 
aim with its unique method of doing business. They successfully leveraged the 
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company’s history and core values with new values (like ethical production standards and 
local origin goods) based on the idea to offer the lowest possible price of pure and 
undulated goods. This very business approach is also benefiting the region of Värmland 
and its environment. 
 
We have created a model to illustrate how these four areas have affected the value-
creation of Konsum Värmland. One good example are the brands Värmlandsgrisen and 
Nästgård, where Konsum Värmland has managed to market the value of local produce. 
That means that the pigs are bred in farms, which are located within the region, before 
being processed by people from Värmland. This means that the customers know what 
goods they are getting. It might not be the cheapest goods, but it is better quality. These 
brands, therefore, have a competitive advantage since the customers perceive a higher 
value-in-use then they do with less value-driven brands. Konsum Värmland wants to 
market these brands in a way that the inhabitants of Värmland are recognizing, 
appreciating and identifying with the values locally produced goods generates. This is 
done through having a stakeholder perspective, meaning not separating ethics and social 
responsibility from business. By representing themselves as a company that stands for 
high ethical, environmental and social responsibility, the company has managed to 
develop a good co-operation with local-producers. This by setting standards that has to be 
reached in order to have a business relationship with Konsum Värmland. This also 
generates job opportunities, which contribute strong values to the society by taking social 
responsibility according to legal regulations. The aim of the brands Nästgård and 
Värmlandsgrisen is to strengthen the master-brand Konsum Värmland and its image.  
 
Our conclusion is that Konsum Värmland has managed to deliver the right message to the 
customers in the form of values-based service quality. The external values are 
communicated through the brands, when the value-in-use is the service offered with the 
standards of high quality. The high quality of the goods wouldn’t be possible if they 
didn’t have the production facility at Tullholmen, in Karlstad. The expertise and location 
generates values that increase the quality of the services.  The values-based service 
quality is according to us the sum of all values, which the value-creation chain delivers. 
The four areas, which have been analyzed, collaborate in a way that they all have an 
impact on the value-creation of Konsum Värmland.  
 
According to the theoretical framework, we can see that they are conducting parts of their 
business-chain according to triple bottom line thinking of economic, environmental and 
social values. The three dimensions permeate the areas that we have investigated and 
therefore we think that this triple bottom-line thinking has a great influence on the value-
in-use for the customer. 
 
After our investigation we clearly see that they are acting in a way of values-based 
thinking and that they also perform their business according to Kemp`s (2005) five 
dimensions for sustainability.  Edvardsson, Enquist and Sebathu`s, working paper (2006) 
argues that the five dimensions of sustainability identified by Kemp (2005)- an ethical 
dimension, a social dimension, a nature philosophic dimension, an economic dimension 
and a legal dimension, must be present to secure sustainable business and to promote a 
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values-based service quality. They further explain that these five dimensions represent a 
deeper reflection on sustainable development than the triple bottom line thinking of 
economic, social and environmental aspects and represent a more philosophical 
dimension on the practise of sustainable development (ibid). 
 
The model bellow illustrates how Konsum Värmland is performing innovative business 
for sustainable development. They have a vision and mission with its business, consisted 
of a strong corporate culture of consumer co-operative spirit which stands for values that 
are communicated to their stakeholders and customers. Konsum Värmland has managed 
to get all their stakeholders in the same direction and has created a strong service strategy 
of shared values and meanings. These values are communicated through the course of 
history, where the consumer co-operative spirit originates. The brand Värmlandsgrisen 
and Nästgård communicates values of taking ethical, environmental and social 
responsibility to the customers, which increases the image of Konsum Värmland. These 
values couldn’t be seen if they didn’t have an organization, which adapts and develops to 
the changes, contributed by the market and its members. The values developed in these 
four areas symbolize the company’s value-creation efforts of trying to deliver a value-
based service quality, which is the sum of the value-creation of Konsum Värmland. 
According to our respondents, the stakeholders recognize these values. Our conclusion is 
that these values create value-in-use for the customer, which is why the stakeholders are 
satisfied with their business strategies.  
 
As a result, these goods and services delivers a value, which makes the customer want to 
buy these goods and services because of the values that these are built on. That is way 
customers are willing to buy more expensive goods. We think that Konsum Värmland has 
a competitive advantage through their values-based thinking and we believe that these 
strong values can drive value for sustainable business. 
 
 
 
 
 
 
 
 
 
 
 
 
 

Value-creation logic 
• History of Konsum 

Värmland 
• Värmlandsgrisen 
• Nästgård 
• Adapting and developing 

Konsum Värmland 

Organization 
• Internal values 
• External values 
• Values-based 

culture 

Vision/Mission 
• Core values 
• Reformed into 

new values 

Value-in-use 
• Values-based 

service quality 
• Sustainabillity 
• Image 

Figure 3. The balance between Vision/mission, organization  
and value-creation logic for creating value-in-use to the customer. 
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8 Contribution, Managerial implications and future 
research  

This chapter will present the research contributions of this case study, which managerial 
implications and suggestions for future research. 
________________________________________________________________________ 
 

8.1 Research contribution 

The main contribution of this case study is that Konsum Värmland is an organization 
within the region that performs values-based thinking. This case study contributes to the 
bigger project that our tutor Bo Enquist is working on together with the chamber of 
commerce in Värmland, about how values can drive value for sustainable business.  
 
This case study shows how the consumer co-operative thinking is becoming more 
modern, in co-creating common values and meanings. The consumer co-operative 
thinking also tells us that is can be used as a competitive strategy, to be able to predict 
and to adapt to the market. 
 
In this study we can see that local produced goods generates value, which makes the 
customer want to buy the goods even if they are more expensive. The values are 
communicated through the brands Värmlandsgrisen and Nästgård and the goods are 
offered in form of values-based service quality. The model illustrates how the vision, 
organization and the value-creation have to be in balance, to create values that can drive 
value for sustainable business.   
 

8.2 Managerial implications 

The narratives presented in this case study demonstrate that service quality is based on 
the four areas investigated. This means that the mangers need to take the whole 
organization in consideration when building up strong corporate values. The managers 
need to create values that can be seen and recognized by all stakeholders, which shall 
correspond with the stakeholders’ values. A strong business culture have to be built on 
common values and meanings and also communicated throughout the entire organization 
to be sure that everyone in the company is working towards the same values.(Edvardsson, 
Enquist and Hay, 2006) 
 
In the case of Konsum Värmland we can see that they have different business strategies 
for different business areas. The result of this might be that the customers and the 
employees loose sight of their core business strategy.  
 
By designing and managing service quality, managers have to take sustainability in 
considerations. This ensures that customers get value-in-use and also that all stakeholders 
interests have been taken into consideration. To deliver a service quality that can lead to 
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sustainable business includes the adoption and communication of attractive values, while 
simultaneously avoiding any association with negative values and to apply for a corporate 
social responsibility thinking whenever possible.  
 

8.3 Future research 

Suggestions for future research can be to go deeper into the company of Konsum 
Värmland. To see if there are any other areas, which produces values towards the 
customers and to see how important the four investigated areas are for the whole business 
of Konsum Värmland? It would also be interesting to use both qualitative and 
quantitative research methods to see how the majority of members and customers 
experience the communicated values. Compare the consumer co-operation with another 
co-operation organization in order to se if the co-operation really create added value to 
the business.  
It would also be interesting to compare Konsum Värmland with another everyday retailer 
for example ICA, to se how value-in-use can create competitive advantage. 
It would generate knowledge to investigate other business branches as well, to see if this 
values-based management approach is a measurement that is becoming more useful in 
today’s market. 
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Appendix 1 
 Värmlandsgrisen, through Swedish meats, guarantees that meat production is carried 
out with respect for the animal’s rights by the method in which they breed and handle the 
livestock. 

 
Here is the convention that has to be followed: 

1. The pig is brought up in the region of Värmland. 

2. All the breeding is done in terms in order to minimize the health risks. 

3. Antibiotics are only used once the animal is really sick. It must be prescribed by a 
veterinary. 

4. All breeders must be committed to the “Swedish animal care- prevent health program”. 

5. All breeders must be committed to the salmonella control. 

6. All the animals are free range, the only exception being the female pig for the period of 
one week during insemination. 

7. No type or quantity of fodder that can negatively affect the pig either physically or 
psychologically can be used. In addition the fodder cannot affect the taste and smell of 
the meat. 

8. All slaughter takes place at a Swedish meats slaughter house, where it is ISO-
certificated. 

9. All the animals have a good supply of food such as  straw and access to natural 
daylight. 

10. A review (overhaul) of item 8 should be carried out periodically.  

11. The transportation takes place in specially made trucks that are annually assessed. 

12. All the handling and transportation of the animals is done with their care and 
wellbeing in mind and in accordance to the Swedish meats care program. 

13. All slaughtering at Swedish meat in Skara is quality safe through ISO certificate. 

14. The farms are opened for visits from the shop /customers according to an agreement. 
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Appendix 2 
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