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A B  A N D E R S  LÖ F B E R G

SAVING YOUR COFFEE – TOGETHER

We’ve been working with 
good taste for more than 
a century. And we’ve tak-
en responsibility for people 
and the environment as a 
matter of course for just 
as long. Today, our sustain-
ability work encompasses 
the entire value chain and 
characterises everything 
we do – and this is essential. 
Good coffee can’t be tak-
en for granted, faced with 
climate change and fewer 
young people seeing coffee 
farming as their future. We 
want to change this.
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A B  A N D E R S  LÖ F B E R G

S AV I N G  YO U R  C O F F E E  –  T O G E T H E R

The world’s coffee production may be 
halved by 2050 due to rising temperatures 
and changes in rainfall. This is shown by 
figures from the Climate Institute. 

As the climate changes and the weather 
fluctuates between drought and down-
pours, harvests will become less certain. 

Arabica – the most popular species of cof-
fee, which accounts for two thirds of the 
world’s coffee production – is particularly 
sensitive to climate. If it gets too warm, 
the plants grow too quickly with the risk 
that quality will be affected.

Climate change is resulting in fewer lo-
cations being suitable for coffee farming. 
This threatens the richness of flavour. At 
the same time, the world’s coffee farmers 
are becoming older, and fewer members 
of the younger generations see a future in 
the industry. This means that good coffee 
is not something we can take for granted 
in the future. 

We must act decisively in order to reverse 
this trend. Within the Löfbergs Group, we 
are tackling these challenges in several 
ways: we are minimising our own climate 
emissions, while also supporting coffee 
farmers around the world to give them 
the knowledge and tools to work in a 
more climate-smart way, and to deal 
with climate change better. 

We are doing all we can to reduce our 
own impact on the climate. For example, 
this involves minimising emissions from 
processing and transport. 

Despite having doubled our production 
during the last 20 years, we have not 
increased our electricity consumption. We 
use wind power, geothermal heating and 
district heating, and by 2020 our roasting 

houses will use 100 percent renewable en-
ergy. Our coffee is transported by boat and 
train, all the way to our roasting house in 
Karlstad, Sweden, which minimises carbon 
dioxide emissions. At the same time, we 
are also continuing to drive forward the 
development of climate-smart packaging.

Even more importantly, we are sup-
porting the young coffee farmers who will 
give us the coffee of the future. We call 
this initiative Next Generation Coffee. 

Through education and financial sup-
port in the form of quality supplements, 
premiums and direct trading, we are 
improving development opportunities for 
the next generation of coffee farmers in 
Tanzania and Colombia. 

We are doing this so they can build better 
lives for themselves and their families, 
and so they will see a future in coffee v. 
In our meetings with coffee farmers, we 
have noticed a desire and a drive among 
the young farmers who are part of this 
initiative, and we are already seeing that 
our cooperation is improving knowledge 
about how climate change can be ad-
dressed.

In order to deal with climate change and 
give a new generation of coffee farmers a 
reasonable chance to support themselves, 
demand for sustainable coffee must 

increase. Today, a greater proportion of 
the coffee bought by restaurants, cafés 
and public bodies is organic. Many players 
are leading the way by serving only coffee 
that is both organic and Fairtrade. We 
want all buyers to start taking responsi-
bility and buy coffee that is truly sustain-
able. There are no longer any excuses for 
choosing anything else.

Consumers should also stop and ask 
themselves how their coffee is produced. 
Your choice of coffee plays an important 
role, and together we can contribute to-
wards sustainable coffee production and 
a sustainable future. In this way, we can 
secure access to really good coffee in the 
future. This will benefit both you and us, 
and the next generation of coffee lovers.

“Through education 
and financial 
support in the 
form of quality 
supplements, 
premiums and 
direct trading, 
we are improving 
development 
opportunities for 
the next generation 
of coffee farmers.”

Kathrine Löfberg, Chairman of the Board

Lars Appelqvist, CEO
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A NEW GENERATION 
TAKES OVER
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A B  A N D E R S  LÖ F B E R G

A N E W G E N E R AT I O N  TA K E S  OV E R 

Ana-Maria Zapata Palacio sits down on 
the veranda of her farm, Campo Alegre. 
It’s the end of a long working day, and she 
has just sent off the latest harvest.

She gazes out into the night, which is 
as black as coffee. The only visible light 
comes from the distant houses further 
down the valley. Ana-Maria breathes in 
the thin, fresh mountain air. She plans to 
sit here for a while, ignoring the fact that 
it will be just as dark when she wakes up 
again in the morning.

Ana-Maria started picking coffee at the 
age of 17. She used the money she earned 
to buy a small plot of land so she could 
start farming coffee herself. Today, she 
is 25 years old and lives in a house 1,700 
metres above sea level. It is entirely sur-

rounded by the six hectares of land that 
she owns, and on which she grows coffee. 
The nearest main road ends 400 metres 
further down the mountain, and takes an 
hour to reach on horseback or by foot.

The world’s ageing coffee farmers
This is the life that she knows, and she 
has chosen to continue living it. Her life is 
in stark contrast with that of many other 
Colombian 25-year-olds, who applied to 
study or work in Medellín or Bogotá.

The trend is clear, both in Colombia and 
in other parts of the world. The average 
age of coffee farmers is rising as climate 
change makes it increasingly tough to sup-
port oneself by farming coffee. A warmer 
climate may lead to coffee beans ripening 
too quickly, and this affects the quality. As 

As a result of climate change, the world’s 
coffee farmers face new challenges. However, 
there are significant opportunities for 
tackling the situation. Ana-Maria Zapata 
Palacio and Kajsa-Lisa Ljudén have great hope 
in the future. Together, they are working to 
achieve truly sustainable coffee production.

25-year-old Ana-Maria Zapata 
Palacio started with a small plot 
of land and now grows coffee on 
six hectares.
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A B  A N D E R S  LÖ F B E R G

A N E W G E N E R AT I O N  TA K E S  OV E R 

rainfall levels change, there is a farming 
risk of previously fertile agricultural land 
becoming unusable. At the same time, we 
are drinking more coffee globally and the 
supply and demand equation is becoming 
increasingly hard to balance.

A spider in the web of sustainability
10,000 kilometres away, Kajsa-Lisa Ljudén’s 
alarm clock goes off in her house near the 
Swedish city of Karlstad. It’s seven o’clock in 
the morning, and her husband and young 
daughter are still sleeping as she creeps 
out of bed and makes her way to the head 
office near the city’s main train station. 

Kajsa-Lisa is Coordinator for Health, 
Safety and the Environment. This involves 
playing a leading role in sustainability 
reporting work and summarising large 
quantities of data. The first thing she does 
when she gets to the office is to boot up 
her computer, after which she fetches 
herself a large cup of coffee.

“I have contact with several key figures 
within the company, and I use different 
systems to extract and compile the data 
we need,” she explains.

Kajsa-Lisa began working for Löfbergs in 
2011, as a 24-year-old trainee. She studied 
environmental science at Karlstad Univer-
sity, and Löfbergs was already her coffee 
of choice when she moved to the city. 

The best coffee usually grows at high 
altitudes. Many of the roads leading to 
the farms are small and inaccessible.
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A B  A N D E R S  LÖ F B E R G

A N E W G E N E R AT I O N  TA K E S  OV E R 

Following a study visit to the coffee roasting house, she 
managed to secure a traineeship and began working with 
climate issues – a passion of hers – right from the start. 

Tackling climate change
“The greenhouse effect presents major problems for the 
world’s coffee farmers. Temperatures are changing, periods 
of drought and rainfall are both becoming more severe, and 
the land can erode. A changed climate may also mean that 
the soil becomes leached and plants cannot grow as well.”

The Löfbergs Group is mustering its forces to help coffee 
farmers deal with the challenges. And there is a great 

deal that can be done to counter climate problems. The 
toolbox for coffee farmers that the Löfbergs Group has 
helped to develop contains many useful tips:

Grow coffee in the shade of trees. Mix coffee plants with 
other plants. Use specific varieties of grass that hold 
carbon in the ground and prevent soil erosion. Propagate 
the coffee plants to make them hardier. And so on.  
 FIND OUT MORE ON PAGE 22 

Part of the same family
“I’m proud of our development projects,” says  
Kajsa-Lisa. “Now we’re focusing sharply on the next 

“Our development projects provide 
better conditions for the next 
generation of coffee farmers,” 
explains Kajsa-Lisa Ljudén.

Farming new, more resilient 
varieties is a good way of 
ensuring quality as the 
climate changes. 
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A B  A N D E R S  LÖ F B E R G

A N E W G E N E R AT I O N  TA K E S  OV E R 

generation of coffee farmers to give 
them new, better conditions. I feel that 
Ana-Maria and the other farmers are 
part of our family. We’re doing it to-
gether – this is my idea of success!”

She explains how the Löfbergs Group 
works with climate issues on a broad 
front. In Karlstad, during the past year, 
the company has made its lighting more 
efficient, opened a new environmentally 
classified warehouse and started using 
a climate-smart hybrid lorry that oper-
ates between the roasting house and the 
warehouse.  FIND OUT MORE ON PAGE 28 

“When we make these investments, we 
breathe sustainability and we want to do 
so in every respect,” she explains.

Cooperative creates opportunities
Back in Colombia, Ana-Maria is a mem-
ber of the Antioquia Fairtrade coopera-
tive. This is where she sells her beans. She 
invests the money she makes back into 
developing her business.

“We saved the money from our first crop 
and bought more land. The cooperative 
has helped us with soil analyses, nutrients 
and new varieties of plants. This gave us 
more trees and better coffee beans, and 
enabled us to get more land.”

Löfbergs is one of the coffee roasters that 

buys coffee from Ana-Maria’s coopera-
tive in Colombia. Some of the coffee she 
grows ends up in cups on Swedish, Danish 
and British breakfast tables.  

Ana-Maria explains that if it is her love for 
coffee that has kept her farming beans, it 
is the cooperative that has allowed her to 
follow her dream.

“I like being able to employ people. It 
means a great deal.”

In Karlstad, Kajsa-Lisa doesn’t have much 
time to think about her own future. Work 
and her family take up all her attention. 
But she is certain about the direction of 
her future.

“I want to keep working with sustainability 
issues. It’s important to me that I feel I’m 
contributing towards a better world.”

“My strongest memory of the 
year,” says Martin Löfberg of his 
visit to Ana-Maria in Colombia. 
Find out more on page 21.
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SUSTAINABILITY IS THE 
CORE OF OUR BUSINESS
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A B  A N D E R S  LÖ F B E R G

S U STA I N A B I L I T Y  I S  T H E  C O R E  O F  O U R  B U S I N E S S

Here at the Löfbergs 
Group, we want to 
contribute towards 
a better world and 
a more sustainable 
future. We do this 
by working together 
with small-scale 
coffee farmers and 
giving them the right 
conditions to grow in 
a more sustainable, 
fairer way. We 
want to offer our 
customers and 
consumers a truly 
sustainable coffee.

Ever since the company was founded in 
1906, sustainability has been an impor-
tant feature of our operations. Much of 
our sustainability work involves increasing 
demand for coffee from certified farms. 

In 1995 we imported the very first container 
of organic coffee into Sweden, and today 

we are one of the world’s biggest buyers of 
organic and Fairtrade-certified coffee. 

Our operations need to make a profit, 
otherwise we cannot survive. We see 
profit as being essential if we are to invest 
in new solutions and contribute towards a 
more sustainable society.

For future generations
The term “sustainable development” 
was coined in 1987, when the Brundtland 
Report was commissioned by the UN. The 
report defines sustainable development 
as “development that meets the needs 
of the present without compromising the 
ability of future generations to meet their 
own needs”. 

Climate change means that we now face 
significant challenges, not least in those 
countries where coffee is grown, and few-
er and fewer young people see a future 
as coffee farmers. Our most important 
sustainability initiative is therefore called 
Next Generation Coffee, and aims to help 
a new generation to see a bright future 
within the profession.

I N  1 9 9 5 , W E  I M P O RT E D 
T H E  V E RY F I R ST 

C O N TA I N E R  O F O R G A N I C 
C O F F E E  I N TO  S W E D E N
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A B  A N D E R S  LÖ F B E R G

S U STA I N A B I L I T Y  I S  T H E  C O R E  O F  O U R  B U S I N E S S

Guiding global goals
The Löfbergs Group stands behind Agenda 
2030, the UN’s Global Goals for Sustaina-
ble Development. We are convinced that 
industry plays a decisive role in the work 
to achieve these goals, not least when it 
comes to dealing with climate change 
and reaching the two-degree goal. 

The global goals therefore provide guid-
ance for all our decisions, whether they 
relate to our work in producing countries, 
business development, product develop-
ment or day-to-day operations.

A Sustainable Business 
We want to help to strengthen the sustain-
ability performance of all our stakeholders. 
One way of doing this is to offer what we 
call “A Sustainable Business” to cafés, 
restaurants and hotels. By highlighting the 
positive impact certification has on people 
and the environment, we aim to persuade 
our customers to choose a certified coffee. 

This involves showing the effect of the 
chosen coffee, such as an increased 
premium for coffee farmers when buying 
Fairtrade-certified coffee and reduced use 
of artificial fertilisers and chemical pesti-
cides when buying organic coffee.

Rewarding cooperation
We are always looking for ways to develop 
and improve. We are therefore active in 

a number of networks and initiatives to 
influence social development, and to share 
sustainability knowledge and experience 
with other players. Examples of joint initia-
tives and cooperation include International 
Coffee Partners, the Haga Initiative climate 
network, the Swedish International Devel-
opment Cooperation Agency’s Swedish 
Leadership for Sustainable Development 
network, RISE Research Institutes of Swe-
den’s Food & Environment network, CSR 
Sweden and WWF’s Sustainable Food 
Chain. In Denmark, we are involved in the 
Danish Ethical Trading Initiative, Danida and 
Organic Denmark, while in Latvia we are 
members of InCSR (the Institute of Corpo-
rate Sustainability and Responsibility). 

Taking part in social debate
We are engaged in ongoing dialogue, 
both in the media and with various 
stakeholders, to boost demand for more 
sustainable coffee. We also take a clear 
position in the social debate for better 
working conditions for coffee farmers in 
low- and medium-income countries.

Commitment throughout the value chain
Together with our vision and values, this 
forms the foundation for our sustainability 
work. For us, this involves taking responsi-
bility for people and the environment, all 
the way from bean to cup.  FIND OUT MORE ON 

PAGE 41 

INFLUENCE AND 
RESPONSIBILIT Y,  

FROM BEAN TO CUP

Processing
Energy-efficiency improvements, 

renewable energy sources and 
smart packaging.

Social responsibility
Investments and commitment, 
both at home and in producing 

countries.
Consumption

Increase demand for 
certified coffee.

Delivery
Effective, responsible 

logistics solutions.

Coffee farming
Encourage more sustainable 

farming methods and 
conditions.

Transport
Boats and trains all the way 

to the roasting house.

OUR COMMITMENT THROUGHOUT THE VALUE CHAIN
Our sustainability work stretches all the way through the entire 
value chain, from bean to cup. Each part of the chain has its 
own challenges and opportunities.
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32%
FEMALE MANAGERS

41.4%
RENEWABLE ENERGY

5.6%
RETURN ON  

CAPITAL EMPLOYED

10.8%
INCREASE IN COFFEE  

SOLD*, TONNES

65,973
 COFFEE FARMERS 

HAVE IMPROVED THEIR 
OPPORTUNITIES FOR  

SELF-SUPPORT* 

84.8%
CERTIFIED  

PRODUCT RANGE

A B  A N D E R S  LÖ F B E R G

OUR GOALS

Result for 2016/2017:Result for 2016/2017: Result for 2016/2017: Result for 2016/2017: Result for 2016/2017:Result for 2016/2017: 

Our work to achieve this goal contrib-
utes towards achieving SDG goal 5.

Our work to achieve this goal contrib-
utes towards achieving SDG goals  

7 and 13.

Our work to achieve this goal contrib-
utes towards achieving SDG goal 8.

Our work to achieve this goal contrib-
utes towards achieving SDG goal 8. 

* Compared with 2014/2015

Our work to achieve this goal contrib-
utes towards achieving SDG goals  

1-8, 13, 15 and 17. * Within the frame-
work of International Coffee Partners.

Our work to achieve this goal contrib-
utes towards achieving SDG goals  

1-8, 12, 13, 15 and 17.

GOAL FOR 2020: 40%GOAL FOR 2020: 100% GOAL FOR 2020: 12% GOAL FOR 2020: 30%GOAL FOR 2018: 75,000GOAL FOR 2020: 100%

T H E  U N ’ S  G LO B A L G O A L S  F O R  S U STA I N A B L E  D E V E L O P M E N T
The past financial year has been a success, and 
we are proud of what we have achieved. However, 
we will not rest on our laurels – we will keep striv-
ing to improve all the time.

We have brought together our main goals and performance 
indicators here to give an overview of our performance. The UN’s 
Global Goals provide guidance for the Löfbergs Group’s opera-
tional goals, and are closely related to each other. 
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Finances 
Our profit for the year was SEK 33 mil-
lion. Last year’s profit of SEK 156 million 
was unusually high, due to the sale of a 
subsidiary that involved a one-off item of 
SEK 79 million. The strong results from the 
latest financial year are partly due to a 
stable green coffee market, as well as an 
increase in sales of our own brands.

Our goal for 2019/2020 is to increase 
coffee sales by 30 percent compared with 
2014/2015, involving total sales of 32,390 
tonnes for 2019/2020.

Community involvement and taxes
Our growth contributes tax revenues for 
society. We always pay tax in the country 
where the revenues occur, and we follow 
established principles for transfer pricing 
for our internal pricing. 

Tax payments for the year in Sweden were 
lower than for the previous year, as our 
profit for 2015/2016 was unusually high. No 
tax was paid in the UK in 2016/2017, as our 
operations there did not record a profit. We 
carried out many sustainability activities 
during the past fiscal year, some of which 
were part of our personnel costs, while 
some were investments and some were 
more ongoing in nature. 

Not least, we are making significant 
investments in development projects in 

O U R  G OA L S

A B  A N D E R S  LÖ F B E R G

2011 / 2012

2011 / 2012

2012/ 2013

2012/ 2013

2013 / 2014

2013 / 2014

2014 / 2015

2014 / 2015

GOAL FOR 2020

GOAL FOR 2020

12%

32,390

12.9%*

27,313

3.9%4.2%

28,049
24,915

27,855
25,578

6.5%5.5%

2016 / 2017

5.6%

OUR PROFITABILIT Y

HOW MUCH COFFEE WE SELL

2015/ 2016

2015/ 2016 2016 / 2017

27,617

O U R  2 0 1 6 / 2 0 1 7 
F I N A N C I A L  Y E A R

Re v e n u e     1 , 9 1 4 , 97 7

O p e ra t i n g  e x p e n s e s     - 1 , 5 72 , 5 1 9

S a l a r i e s  a n d  re m u n e ra t i o n  

to  e m p l o y e e s    - 2 3 6 , 3 1 8

Pa y m e n t s  to  i n v e s to r s    - 6 8 , 2 26

Ta x  p a i d  to  th e  p u b l i c  s e c to r

Sw e d e n    - 5 , 2 5 8

D e n m a r k    - 4 , 397

N o r w a y    - 970

La t v i a    - 5 7 7

U K   0

I n v e s t m e n t s  i n  s o c i e t y    - 1 0 , 5 4 4

Re ta i n e d  e c o n o m i c  v a l u e    1 6 , 1 6 8

 ( a l l  f i g u re s  a re  i n  S E K t h o u s a n d s )

producing countries within International 
Coffee Partners, a non-profit organisation 
that we launched in 2001 together with 
four other family-owned European coffee 
companies. Every financial year we invest 
around SEK 1.5 million in these develop-
ment projects.

(Volume in tonnes)

(Related to Return on capital employed. *Excluding a capital gain of SEK 79 million for the internal sale of a subsidiary.)
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O U R  S U STA I N A B I L I T Y  W O R K –  H I G H L I G H T S

A B  A N D E R S  LÖ F B E R G

1 9 0 6 1 9 93 - 1 9 9 9 2 0 0 0 - 2 0 0 9 2 0 1 0 - 2 0 1 2 2 0 1 3 - 2 0 1 5 2 0 1 6 - 2 0 1 7

Began producing 
coffee that takes 
people and the 
environment into 
consideration.

Launched plant-
based capsules for 
the Nespresso system 
under the Löfbergs, 
Peter Larsen Kaffe and 
Percol brands.
Opened Sweden’s first 
high-bay warehouse to 
achieve Environmental 
Building Silver 
certification.

Contributed to the 
development and use 
of green aviation fuel 
by supporting the Fly 
Green Fund.

Increased proportion of 
female managers to 32 
percent. Our goal is at 
least 40 percent by 2020.
Purchases of organic 
and Fairtrade coffee 
reach new highs.

The first to use 
Scania’s new climate-
smart hybrid truck, 
which reduces CO2 
emissions by 92 
percent.

Tested plant-based 
plastic packaging. The 
intention is to be able 
to replace fossil plastic 
in all packaging by 
2020.

Operations in Latvia 
achieve silver 
level in the Latvia 
Sustainability Index.

Collected more than 
SEK 2 million for 
children with cancer 
in Denmark through 
Peter Larsen Kaffe’s 
Crush Cancer project.

Launched Next 
Generation Coffee – an 
initiative that supports 
young coffee farmers in 
Colombia and Tanzania 
through education and 
direct trade.

Purchased Green 
Cup in the UK, which 
sells certified coffee 
and recycles coffee 
grounds into e.g. 
garden fertiliser.

Joined the Haga 
Initiative business 
network, which aims 
to inspire the business 
sector to take greater 
climate responsibility. 

Switched to 
electricity from wind 
power in Viborg, 
Denmark.

Created the Sustain-
able Quotations tool, 
which shows hotel, 
restaurant and café 
customers how they 
contribute towards 
concrete effects 
for people and the 
environment when they 
choose certified coffee.

The first in Sweden to 
launch aluminium-
free, Fairtrade coffee 
capsules.

Operations in Sweden 
and Denmark certified 
in accordance with ISO 
22000. 

Operations in 
Sweden certified in 
accordance with ISO 
14001 (environmental 
management).

Co-founded Coffee & 
Climate, which helps 
small-scale coffee 
farmers to deal with 
climate change.

Produced our first 
sustainability report.

Started using biogas 
in Viborg, Denmark, 
achieving 100 percent 
renewable sources.

Built the world’s 
first large-scale 
test facility using 
solar panels for both 
heating and cooling. 
The technology reduces 
energy consumption 
and CO2 emissions.

The Löfberg Family 
Foundation is formed, 
with the purpose of 
promoting sustainable 
development in 
producing countries.

Invited to join the 
Swedish Leadership 
for Sustainable 
Development 
network, which 
works for sustainable 
development.

Started Coffee for 
a Better Future, 
a development 
project in Kenya that 
strengthens coffee 
farmers through 
education, training 
and trade.

Reduced energy 
consumption in 
Riga, Latvia, through 
energy mapping and 
additional insulation.

New business ethics 
policy and whistle-blower 
function drawn up.

Drew up a new three-
year plan for diversity 
and equality.
The entire Löfbergs 
range is certified as 
sustainable (organic, 
Fairtrade, Rainforest 
Alliance).
Operations in 
Sweden are verified 
in accordance with 
ISO 26000 (social 
responsibility). 

Started using wind 
power electricity 
and replaced oil with 
district heating in 
Karlstad.

Installed new roasting 
machines and reduced 
LPG and electricity 
consumption by 20 
percent.

Co-founded CSR 
Sweden.

Travel, working 
environment and 
ethical/social policies 
drawn up.

Co-founded Interna-
tional Coffee Partners 
(ICP), which improves 
conditions for small-
scale coffee farmers.

Launched coffee that 
is both organic and 
Fairtrade.

Co-founded the 
Common Code for the 
Coffee Community 
Association (4C).

Operations in Latvia 
are certified in 
accordance with ISO 
22000 (food safety).

First to remove aluminium 
from coffee packaging.

Imported the first 
container of organic 
coffee into Sweden.

Installed geothermal 
heating in Karlstad.

New green coffee goods 
inward facility where 
trains run right into the 
roasting house.

Operations in Sweden 
certified in accordance 
with ISO 9001 (quality 
management). 

Environmental policy 
drawn up.
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FARMING THE COFFEE 
OF THE FUTURE
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FA R M I N G  T H E  C O F F E E  O F  T H E  F U T U R E

Climate change is 
making it increasingly 
difficult to grow coffee, 
and fewer and fewer 
young people in coffee-
producing countries 
see a future in coffee 
farming. We at the 
Löfbergs Group are 
therefore making a 
major investment so 
that more young people 
can support themselves 
as coffee farmers. 
Coffee is a unique commodity. Around the world, 
we drink a combined total of 2.25 billion cups 
every day, and coffee supports 20 million farmers 
and their families in about 70 different countries. 
Global coffee exports are worth USD 19 billion 
every year, and coffee is an important export 

W H E R E  W E  B U Y O U R  C O F F E E  F RO M

9%
Central America

Honduras, Costa Rica, 
Nicaragua, El Salvador, 
Mexico and Guatemala

5%
Asia

Vietnam, Indonesia  
and India

78%
South America
Brazil, Colombia  

and Peru

8%
Africa

Ethiopia, Kenya, 
Tanzania and 

Uganda

Löfbergs leads the way within social sustainability, not least when it comes 
to Fairtrade-certified coffee. By driving both demand and supply, they – 
together with their customers – are helping to eradicate poverty through 
positive developments for small-scale coffee farmers in countries with wide-
spread poverty.” – MORGAN ZERNE, CEO AT FAIRTRADE SWEDEN
“

W H E R E  C O F F E E  I S  G RO W N

Latin America 58%

Asia 31%

Africa 11%

W H E R E  C O F F E E  I S  D RU N K

Europe  34% Asia  21%

Africa  7%

Latin America  20%

North America  18%
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commodity for many low- and medium-in-
come countries. We purchase our coffee 
from about 20 countries, with the most 
important countries shown above.

All the coffee sold today comes from 
one of the two main varieties, Arabica 
and Robusta. Within the Löfbergs Group, 
we almost exclusively use high-altitude 
Arabica. Differences in flavour depend on 
the type of coffee, farming conditions and 
how the beans are handled and roasted.

Climate change threatens coffee
In the future, we may not be able to con-
sume coffee in the same way we do today. 
Climate change affects the entire planet, 
and coffee is a crop that is extremely sen-
sitive to the changes taking place.

Half of all the land in the world where 
we grow coffee risks becoming unusable 
by 2050 due to climate change accord-
ing to the Climate Institute. With global 
warming at an unavoidable level of 1.5°C, 
farming communities must be resilient 
and adaptable. 

Researchers at the Kew Royal Botanic 
Gardens warn that the Arabica coffee 
species, primarily the wild variety, runs the 
risk of extinction by 2100. In the Congo 
basin, where the Robusta bean originated, 
the wild Robusta variety risks local extinc-
tion as early as 2050. 

It appears that neither Robusta nor Ara-
bica can survive even moderate climate 
change. This is extremely serious, since wild 
coffee plants are a storehouse of genetic 
assets that may prove to be decisive in the 
development of new types of coffee that 
can survive both drought and disease.

Safeguarding tomorrow’s coffee
Ensuring long-term access to coffee is our 
most important sustainability issue by far. 
Adapting farming to the climate and en-
vironment and good social conditions will 
be needed to achieve this. But farmers 
also need to be paid a reasonable amount 
in order for the next generation to see a 
future in coffee farming.

We are working actively to get more 
farmers to convert to sustainable farm-
ing methods, as well as improving living 
conditions for the approximately 40,000 
coffee farmers who supply coffee to us. 

Reducing the climate impact
The biggest climate impact from our 
coffee arises during farming, but a new 
literature study by 2050 Consulting shows 
that, under the right conditions, coffee 
farms can actually absorb more CO2 
than they produce – they can be what are 
known as ‘carbon sinks’. 

For example, by planting cover crops and 
trees that shade the coffee plants, more 

FA R M I N G  T H E  C O F F E E  O F  T H E  F U T U R E

U N D E R  T H E  R I G H T 
C O N D I T I O N S , C O F F E E 

FA R M S  C A N  A B S O R B  M O R E 
C O 2 T H A N  T H E Y P R O D U C E

Emanuel Wilson from Igale in southwest 
Tanzania is one of the participants in our 
initiative for young coffee farmers.
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HOW MUCH ORGANIC GREEN COFFEE WE PURCHASE
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A B  A N D E R S  LÖ F B E R G

carbon can be kept in the soil and carbon is also bound 
into the plants themselves. These are exactly the types of 
efforts that the Löfbergs Group wants to see more of, and 
we therefore encourage farmers to take part in climate 
initiatives such as the Coffee & Climate project, for which 
we have contributed a toolbox that helps coffee farmers 
worldwide to adapt to climate change, and via the Rain-
forest Alliance certification body. 

Some coffee farms emit the powerful greenhouse gas 
methane. These are the farms that use the so-called ‘wet 
method’. With the right techniques, this gas can be cap-
tured and used instead as climate-smart biogas, which 
both contributes towards reduced emissions and, in the 
best case, can replace fossil fuel. 

Requirements for farming
The Löfbergs Group’s Supplier Code of Conduct consists 
of a set of requirements and guidelines for sustainable 
farming and purchasing. The Code is based on the Global 
Compact’s ten principles, the ILO’s fundamental conven-
tions and our own guidelines for ethics and the environ-
ment. This Code of Conduct also includes a requirement 
that suppliers guarantee GMO-free cultivation.

Within the Löfbergs Group, we work systematically to 
evaluate compliance with our Code of Conduct, and we 
perform regular random tests at farm level. We also en-
gage in close dialogue with our suppliers and coopera-
tives on these issues. However, the risk level according to 
our systematic risk assessments of suppliers is becoming 

FA R M I N G  T H E  C O F F E E  O F  T H E  F U T U R E

OUR SUSTAINABILITY L ABELS

The labels we work with focus on different 
aspects, but they all contribute towards 
sustainable development for people and 
the environment.

Fairtrade is an independent product label that focuses 
on human and labour rights. The farmer is guaranteed a 
minimum price and the cooperative receives an extra bonus. 
This paves the way for better working and living conditions.

Rainforest Alliance is an independent label that focuses on 
conserving biodiversity, sustainable farming methods and 
the conditions and livelihoods of farmers.

UTZ Certified is a non-profit organisation that enables 
more sustainable production, increased productivity 
and higher standards of living through information and 
education.

The EU organic production logo is mandatory for all 
pre-packaged organic food products. Use of the label is 
voluntary for imported food products. It is only used on 
food products that are grown without the use of chemical 
pesticides or artificial fertilisers.

The Swedish KRAV label is only applied to food products grown 
without chemical pesticides or herbicides, artificial fertilisers 
or GMOs. Moreover, the products must only contain natural 
additives. The label also stands for humane animal welfare, 
social responsibility and a sustainable climate.

The Ø label is a Danish organic label. The label may be 
placed on organic products produced and inspected by the 
Danish Veterinary and Food Administration and the EU.

Soil Association Certification is the largest label for organic 
products in the UK. The label is used for food products, 
animal welfare, textiles and beauty products. 

(Tonnes)

HOW MUCH OF THE COFFEE WE SELL IS CERTIFIED

GOAL FOR 2020

100%

2016 / 2017

84.8%

2015/ 2016

82.2%

2014 / 2015

75%

(Relates to own brand sales)
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ever lower since we increasingly buy our coffee 
from certified farms. 

Certified coffee makes a difference
The Löfbergs Group works with several different types 
of certification, such as Fairtrade, Rainforest Alliance 
and organic certification. These certifications contribute 
towards more sustainable coffee farming, and improve 
coffee farmers’ chances in the face of climate change. 
Other benefits include healthier ecosystems on and 
around farms, farmers using more sustainable agricultural 
methods and the protection of local water resources. 

On our visits to cooperatives and farmers, we see 
all the benefits of certification with our own eyes. 
Clear examples include the position of women being 
strengthened and conditions for children’s education 
improving. Access to healthier food is also ensured, 
and knowledge of organic farming improves. 

Our goal is for our entire range, i.e. 100% of our own 
brands, to be certified by 2020. The full range under 
the Löfbergs brand and most of the Percol range are 
already certified. We are one of the world’s largest 
importers of organic and Fairtrade-labelled coffee, 
but we will continue to work to increase the propor-
tion of certified coffee throughout the entire group.

In 2016/17, 84.8 percent of the range was certified – 
an increase of 2.6 percentage points compared with 
the previous year. To date, 50.7 percent of all the 
coffee we purchase is certified. The difference is due 
to reasons including the fact that a small number of 
customers, whose coffee we produce under their own 
brands, are still not requesting certified coffee. 

Another reason is that most Rain Forest Alliance-la-
belled products contain 30% coffee from certified 
farms so far. Rainforest Alliance accepts a five-year 
plan for its label, where at least 30% of the coffee 
in a package must come from certified farms in the 
first year, increasing to 100% within five years.  

We have not yet agreed a point in time by which all pur-
chased green coffee must be certified, but we are work-
ing to encourage all of our customers to request certified 
coffee. We will not give up until we reach 100%. 

Every cup can be traced
We purchase our coffee directly from the producing 
countries with as few intermediaries as possible. A 
large percentage is sourced from small-scale coffee 

FA R M I N G  T H E  C O F F E E  O F  T H E  F U T U R E

Organic      Organic/Fairtrade Fairtrade     

Rainforest Alliance    Rainforest Alliance/Organic    

UTZ Certified  UTZ Certified/Organic 

HOW MUCH OF THE GREEN COFFEE WE PURCHASE IS 
CERTIFIED
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farmers who sell their coffee through co-
operatives. A delivery from a cooperative 
can therefore consist of coffee from hun-
dreds of different coffee farmers. Despite 
this, we always have full traceability. We 
have long-standing relationships with our 
suppliers and cooperatives, and we spend 
about 100 to 150 days a year travelling to 
meet the farmers who supply our coffee.

We run several development projects in 
cooperation with other players. The aim 
is to improve competitiveness and living 
conditions for small-scale coffee farmers. 

International Coffee Partners (ICP) 
We founded the non-profit organisa-
tion International Coffee Partners (ICP) 
together with four other privately-owned 
European coffee companies in 2001. Today 
the number of family-owned European 
companies operating ICP has risen to sev-
en, and Kathrine Löfberg has been Chair-
man of the Board since 2016. 

ICP supports local projects that provide 
coffee farmers with education and prac-
tical training in subjects such as farming 
methods and adapting to climate change. 

These coffee farmers are small-scale, and 
they usually farm on less than two hec-
tares of land, which is equivalent to about 
two football pitches. The project’s method 
consists of help to achieve self-help, and 

FA R M I N G  T H E  C O F F E E  O F  T H E  F U T U R E

H E L L O  
M A RT I N  L Ö F B E RG !
What is your strongest memory from the 
financial year?
“When I visited the young coffee farmers Emilio 
and Ana-Maria in northern Colombia, who are part 
of our Next Generation Coffee initiative. Sharing 
their everyday lives and hearing their stories was a 
vivid experience. I’ve been moved by the challenges 
that millions of coffee farmers around the world 
face, but also by the advances they’re making and 
the faith in the future that our efforts contribute 
towards. It shows that we can make a difference.”

From your perspective, what was the biggest 
success of the year?
“Buying more than 10,000 tonnes of organic 
coffee was a real milestone. This means that 
we and our customers contributed to an area 
equivalent to more than 18,000 football pitches 
having been converted to organic production 
without chemical pesticides or artificial fertilisers.” 

What do you see as the biggest challenge for 
the coming financial year?
“Our goal is that our entire range for all our 
brands should be certified by 2020. Achieving 
that without compromising on quality is a real 
challenge, but I’m convinced that we’ll succeed.”
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FA R M I N G  T H E  C O F F E E  O F  T H E  F U T U R E

it focuses on increasing productivity, im-
proving coffee quality and strengthening 
the farmers’ knowledge of marketing. This 
contributes towards higher profits for the 
farmers in both the short and long terms. 

EUR 13.2 million has been invested in 
projects in 12 countries since 2001, and 
over 66,000 farmers and their families 
have been reached so far. The total budget 
is approximately EUR 1 million per year, 
of which our contribution is around 15%. 
In many cases, we cooperate with other 
players including the Swedish International 
Development Cooperation Agency (SIDA). 

The participants have often doubled or 
even tripled their income, which natural-
ly has a great effect on the standard of 
living and the development of the local 
community. The target for 2018 is to reach 
75,000 farmers through the projects op-
erated by us and our friends within ICP. 

Coffee & Climate
We operate the Coffee & Climate project, 
together with the members of ICP and 
several other coffee companies, as well 
as the development assistance organisa-
tions SIDA in Sweden and GIZ in Germany. 
The project combines knowledge from 
international climate research with coffee 
farmers’ practical experience. 

The project has developed a specific toolbox 

that can be used by coffee farmers all over 
the world to manage climate change and 
safeguard the coffee resources of the future. 

The Global Coffee Platform
The Global Coffee Platform brings to-
gether players within the global coffee 
industry. The aim is to contribute towards 
long-term sustainable coffee production 
worldwide. Focuses include social con-
ditions, the environment and economic 
development for coffee farmers. The 
Global Coffee Platform evolved from the 
4C Association, which we co-founded.

Coffee for a Better Future
Three years ago, we launched the Coffee 
for a Better Future project, via Peter Lars-
en Kaffe, with the Othaya cooperative in 
Kenya’s Nyeri province. This is a partner-
ship with the 15,000 farmers in the region, 
who have struggled with yield and making 
a profit for years. 

The project’s objective has been to ensure 
higher yields, better finances, increased 
security and higher-quality coffee through 
direct trade and training. About 4,500 
farmers have undergone training, and in 
just a few years these farmers’ yields per 
coffee tree have quadrupled. 

In 2014, a coffee farmer in the cooperative 
harvested 3 kg of coffee cherries per tree on 
average, while today the harvest is nearly 

O U R  G O A L I S  TO  R E A C H 
75 , 0 0 0  C O F F E E  FA R M E R S 

V I A  I N T E R N AT I O N A L C O F F E E 
PA RT N E R S  ( I C P )  BY  2 0 1 8

BRAZIL, COLOMBIA, 
DOMINICAN REPUBLIC, EL 
SALVADOR, GUATEMALA, 

HONDURAS, PERU CAMEROON, 
TANZANIA 

AND UGANDA

INDONESIA 
AND VIETNAM

OUR CONTRIBUTIONS TO ICP PROJECTS

A total of 65,973 
coffee farmers 
have been reached 
(2016/2017)
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13 kg per tree. The project has been com-
mended by development agency Danida 
and the Danish Embassy in Kenya. 

Next Generation Coffee
Good coffee can’t be taken for granted, 
faced with climate change and fewer 
young people seeing coffee farming as 
their future. We want to change this.

Next Generation Coffee is our initiative to 
encourage the young generation to see a 
positive future in coffee farming. Through 
education and direct trade, we can im-
prove development opportunities for the 
next generation of coffee farmers. At the 
same time, we can also secure access to 
really good coffee in the future. We are 
beginning by working with young farmers 
in Tanzania and Colombia.

Ikupa and Amani Msafiri, from near 
Mbeya in southwest Tanzania, have 
gained new knowledge and doubled their 
production.
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REDUCING OUR IMPACT 
ON THE CLIMATE
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We strive to avoid 
contributing towards 
climate change. This 
involves reducing 
emissions both 
during farming and 
during processing 
and transport. We 
are proud to report 
that, during the last 
20 years, we have 
halved our energy 
consumption per 
tonne of coffee 
produced in Karlstad, 
where most of our 
coffee is roasted. 

R E D U C I N G  O U R  I M PAC T O N  T H E  C L I M AT E

Emissions tonnes/produced coffee (Hagascope)

2005 
(BASE YEAR)

2012/ 2013 2013 / 2014 2014 / 2015 2015/ 2016 2016 / 2017

Own transport Business travel Energy

Roasting

OUR CLIMATE EMISSIONS

3,500 0.140

3,000 0.120

2,500 0.100

2,000 0.080

1,500 0.060

1,000 0.040

500 0.020

0 0.000

TONNES 
CO2e

4,000

TONNES 
CO2e 
/TONNE 
ROASTED 
COFFEE

0.160

Our latest environmental review clearly shows that the 
vast majority of the climate impact from each cup of 
coffee we drink – 80 to 90 percent – comes from farm-
ing the coffee. 

However, we also need to do everything we can to re-
duce emissions from our own production and processing. 

The importance of climate goals
Our climate goal is that emissions of greenhouse gases 
per tonne of coffee produced should be cut by at least 40 
percent between 2005 and 2020. Our environmental foot-
print is calculated annually as part of our membership of 
the Haga Initiative, and includes our operations in Sweden 
and our production in Denmark. The reduction to date has 
been 30%. We are proud of this, but are not satisfied. 

During the past financial year, our greenhouse gas 
emissions have gone up slightly. This is due to fac-
tors such as an increase in demand for small packs 
of coffee for far-off markets and more long-distance 
business trips to visit our coffee farmers. However, the 
trend over time shows a reduction in greenhouse gases 
from the Löfbergs Group’s operations.

More efficient use of energy 
Since 1991, we have doubled our coffee production in 
Karlstad. At the same time, our electricity consumption 
has remained at the same level as before. Although we 
are proud of this, we are still working tirelessly to reduce 
our energy consumption even further. When we reach 
our goal of 100% renewable energy by 2020, we will also 
reach our Haga Initiative goal of reducing our climate 
impact by 40% between 2005 and 2020. 

I’m impressed by Löfbergs’ work with sustainability issues. They play 
a major role in global, strategic sustainability issues within the social 
debate, while also showing their commitment to small farmers. They take 
leadership from bean to cup, giving the customer added value with every 
pack of coffee.” – LOUISE KÖNIG, SUSTAINABILITY MANAGER, COOP SWEDEN
“

(Tonnes of CO2e, Scope 1 and 2, as well as business trips in Scope 3.)
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Today we use wind power, geothermal 
heating and district heating, but our main 
challenge lies in finding a renewable fuel 
for roasting coffee in our facilities in Karl-
stad and Riga. We currently still use LPG 
and town gas. If we are to reach our cli-
mate target, we must mix renewable fuel 
into the LPG for coffee roasting before 
2020. We purchase biogas for our roasting 
house in Viborg via the city gas system.

We have long been working to find a 
renewable fuel solution for roasting in 
Karlstad, and in 2017 we started to mix in 
20 percent biopropane. This will reduce 
our climate impact in the future. 

A focus on packaging
All the packaging needed to maintain the 
quality and flavour of coffee has a signif-
icant environmental impact. We want to 
minimise the amount of materials used in 
our packaging, and to ensure that the ma-
terials we do use can be recycled or reused. 

We also want these materials to be based 
on renewable materials. At the same time, 
we also need to be able to guarantee fac-
tors such as food safety and sealing tightly 
to preserve aroma. This is a challenge that 
we are working hard to address.

A packaging material with a strong barrier 
is needed to preserve all the coffee’s aro-
mas and to prevent the etheric oils from 

R E D U C I N G  O U R  I M PAC T O N  T H E  C L I M AT E
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O U R  M A I N  C H A L L E N G E 
L I E S  I N  F I N D I N G  A 

R E N E WA B L E  F U E L  F O R 
R O A ST I N G  C O F F E E

A selection of our climate and energy- 
efficiency work in Karlstad:

1995 Geothermal heating for our office. 

1998 Presence-detection lighting.

1998-2002 Demand-driven conveyor belts.

2000 Heat recovery from compressor 
station.

2002 & 2003 Heat recovery from roasting.

2002 & 2008 Additional insulation.

2005 District heating for production 
facilities.

2008 Wind power.

2014 Large-scale test facility using solar 
panels for both heating and cooling.

2016 New high-bay warehouse, the first in 
Sweden to achieve Environmental Building 
Silver certification.
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ENERGY CONSUMPTION AT OUR FACILITIES

COFFEE PRODUCTION IN REL ATION TO LPG AND ELECTRICITY CONSUMPTION
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125
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648
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Coffee production (tonnes)

LPG consumption (x 100 kg)

Fossil energyRenewable energy

Electricity consumption (MWh)  

(MWh. Applies to our facilities in Karlstad, Viborg and Riga. Sandefjord is not included in the 
diagram above because the roasting house accounts for less than 0.1% of production volumes.)

(Applies to the facility in Karlstad)
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oxidising. Laminated plastic is the optimal 
material for this purpose. For many years 
now, we have been looking for alternatives 
to plastic made from fossil oil. Now, we 
finally think we have identified one.

Out with fossil plastic
In summer 2017, we began testing a new 
type of packaging using plastic that 
is mainly made from sugar cane. This 
plant-based packaging is recyclable, and 
protects the coffee from light and oxygen 

just as well as fossil plastic. The packag-
ing reduces CO2 emissions by around ten 
percent, and the Löfbergs Group com-
pensates for the emissions it does cause 
through a solar energy project in Tanzania.

The next step is to ensure that production 
works exactly as it should, and that the 
packaging meets the strict requirements 
placed on it. If our trials go well, we hope 
to be a pioneer in the market yet again. 

Back in 1993, the Löfbergs Group was the 
first to remove aluminium from coffee 
packaging. By 2020, we hope to be able to 
replace the fossil plastic in all our packaging.

Plant-based coffee capsules
Coffee capsules are becoming increas-
ingly popular, and are the fastest farm-
ing hot drinks category. Globally, they 
have experienced annual growth of 18 
percent during the period 2011 to 2016. 
The capsules are made almost exclusive-
ly from non-renewable materials such 
as aluminium and plastic, which have a 
significant environmental impact, and are 
often wrapped in even more material to 
preserve the flavours.

We are therefore proud that since 2016 
we have been able to offer consumers a 
certified coffee in capsules made from 
plant-based materials rather than fossil 
plastic or aluminium.

The capsules are compatible with the 
Nespresso® system, and are made from 
the renewable material PLA. They meet 
the criteria for industrial composting. 
Thanks to these plant-based capsules, the 
Löfbergs Group was nominated in 2016 
for the SIAL Innovation Award, the world’s 
biggest prize for food innovations.

The Löfbergs Group’s new coffee capsules 
have a climate impact that is a full 15 times 
lower than that of aluminium versions and 
four times lower than that of polypropyl-
ene capsules. This makes them the most 
climate-smart alternative available. 

Thanks to an oxygen barrier inside the 
capsule, there is no need for any extra 
packaging material, making it very small 
in comparison with many other products 
on the market. Smart packaging that is 

adapted for use with EU pallets enables 
us to use transport space more effective-
ly, thereby reducing emissions.

Circular use of materials
Our use of materials is based on a circular 
approach, and all the packaging ma-
terials we use are adapted for material 
recycling. Green coffee is the largest raw 
material, accounting for 93% of total ma-
terial usage in our own production.

The total quantity of waste from our 
Karlstad facility last year was 741 tonnes. 
The vast majority of this waste – 74 per-
cent – was used for energy recovery, while 
16 percent was sent for recycling. Only 
0.1 percent ended up in landfill. Overall, 
almost all our waste is therefore recycled 
in the form of energy, materials, compost 
or biogas.

R E D U C I N G  O U R  I M PAC T O N  T H E  C L I M AT E

THE PLASTIC PACKAGING that we 
have been testing since summer 2017 
is mainly made from sugar cane. If 
our trials go well, we hope to be able 
to replace fossil plastic in all our 
packaging by 2020.
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Boats and trains all the way
Coffee grows in around 70 countries near 
the equator. Our coffee is grown on the 
green slopes of the Andes, the precipices 
of Mount Kenya and several other excit-
ing places in the so-called Coffee Belt. 
However, the distances involved mean 
that the coffee beans travel a long way to 
reach our part of the world. 

We have worked for a long time to make 
this transport more efficient and to reduce 
the climate impact from transporting 
coffee beans to us and from transporting 
finished products to our customers. Almost 
all our coffee is transported by boat to 
Gothenburg, and then by rail right into our 
roasting house in Karlstad.

Shipping by rail rather than by lorry reduc-
es our carbon dioxide emissions by around 
2,700 tonnes each year. 

The small volume of coffee that is not 
shipped to Karlstad is received in the ports 
of Århus and Riga. From there, it is trans-
ported by lorry to our roasting houses in 
Denmark and Latvia. 

To optimise and reduce the number of 
transports, we continually strive to make 
planning and packing as efficient as 
possible. We are also working actively to 
streamline our order and freight processes. 
Our new high-bay storage facility, which 

R E D U C I N G  O U R  I M PAC T O N  T H E  C L I M AT E

  

HOW MUCH RAW MATERIAL WE USE

HOW WE RECYCLE OUR WASTE

Green coffee  93%

Corrugated cardboard 3%

Plastic 3%

Paper 1%

Other <0.1%

Total 34,000 tonnes

Total 741 tonnes

Energy recovery                   

Recycling of materials

Incineration 

Anaerobic digestion

Composting    

Landfill             

74.2%

16.2%

7.5%

1.6%

0.3%

0.1%

THE LÖFBERGS SIGN at our high-bay warehouse 
on the outskirts of Karlstad is unique. It is the first 
of its kind, being made from polycarbonate and 
EPS plastic instead of aluminium. It contains LED 
lighting. Compared with a traditional sign, it reduces 
emissions by 85 percent according to a study carried 
out by SP Technical Research Institute of Sweden.
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has received Environmental Building Silver 
certification from the Sweden Green Build-
ing Council, is strategically located close to 
both the motorway and the railway in order 
to avoid heavy traffic in central Karlstad. 

In February 2017, a brand new type of lorry 
began to operate between our central 
Karlstad roasting house and our high-bay 
warehouse outside the city. This is the first 
hybrid of its kind, and runs on electricity 
and fossil-free diesel, HVO. This technology 
will result in CO2 emissions for transporta-
tion being reduced by up to 92 percent.

Greener business travel
The impact of aviation on the climate must 
be reduced. It is important to us to be able 
to visit our suppliers and the farms our 
coffee comes from, and unfortunately flying 
is still the only reasonable alternative. In the 
past, we purchased carbon offsets for all of 
our business flights, but in 2016 we decided 
to support the Fly Green Fund instead. The 
fund is devoted to the development and 
use of fossil-free aviation fuel. 

As we head towards completely renewable 
fuels, we are now also investigating how 

we can reduce emissions from our compa-
ny cars. In 2016/2017 the Löfbergs Group 
had 125 company cars, of which eight were 
electric hybrids. Average emissions from 
our company cars have remained relatively 
constant compared with previous years. 

Reducing the climate impact of trans-
portation is a major challenge. We are 
trying to increase the rate of conversion 

to renewable fuels by participating in pro-
grammes such as the Haga Initiative and 
Fossil-free Sweden.

Positive effect
The Löfbergs Group’s latest environmental 
review shows that the Group can have a 
positive effect in terms of other parties’ sus-
tainable development. By introducing and 
pushing for a greater proportion of certified 
coffee, both in Sweden and internationally, 
we can have a positive effect on our cus-
tomers and consumers. We are willing and 
able to make a positive difference.

R E D U C I N G  O U R  I M PAC T O N  T H E  C L I M AT E

THE HAGA INITIATIVE
The Löfbergs Group is part of the 
Haga Initiative because we believe 
that our climate goals are incredibly 
important. 

The Haga Initiative is a network 
of companies that work to reduce 
emissions from the business sector 
and raise awareness of the climate 
issue by demonstrating that 
ambitious climate strategies produce 
business benefits and higher profits. 

The network has 15 members, 
including Axfood, McDonald’s, Coca 
Cola and Lantmännen.

THE HYBRID LORRY from Scania is the first 
of its kind, and reduces climate emissions 
by up to 92 percent.
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MAKING OUR 
CUSTOMERS MORE 
SUSTAINABLE
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Our customers can 
be found in a number 
of different areas 
within a dozen or so 
main markets. It goes 
without saying that 
we need to supply 
good coffee. It is 
also our ambition to 
constantly contribute 
towards improving 
the sustainability 
performance of our 
customers. 

In order to achieve our goal of increasing 
coffee sales by 30 percent between 2014/15 
and 2020, our product offering needs to 
keep evolving. We place a high value on in-
novation, and we work hard to develop our 
products and services continuously. 

There is a great deal happening in the 
beverage category that affects our busi-
ness. People are constantly on the move, 
leading to a general increase in ‘on-the-
go’ beverage consumption. Meanwhile, 
health and sustainability trends are be-
coming increasingly established through-
out the food and beverage category. We 
welcome these trends, as they help us to 
achieve our goals.

Market developments 
Our performance was positive in the 
past year, with farming market shares in 
most of our markets. Sweden is clearly 
our largest market, accounting for 57% 
of sales. Denmark comes next with nearly 
20%, and our share in our other markets 
is farming every year. 

M A K I N G  O U R  C U ST O M E R S  M O R E  S U STA I N A B L E
Löfbergs makes it easy for us to meet our guests’ demands for good, 
organic, Fairtrade coffee. Their Next Generation Coffee initiative is 
also improving opportunities for young coffee farmers, enabling us to 
continue serving good coffee in the future. I like that!” – CATHRINE DEHLI, 
DIRECTOR OF SUSTAINABILITY, NORDIC CHOICE HOTELS
“

PETER L ARSEN KAFFE 
IS RECOGNISED BY 

CONSUMERS AS DENMARK’S 
MOST SUSTAINABLE COFFEE 
BRAND – A POSIT ION THAT 
COMMANDS BOTH RESPECT 

AND RESPONSIBIL IT Y
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We have also expanded our export busi-
ness, and we are seeing farming interest 
in our innovation products. Our plant-
based coffee capsules and our chilled 
Ready to Drink products are experiencing 
particular demand.  

Over half of our total sales take place 
via Retail, and around a third via Out of 
Home (cafés, restaurants and hotels). The 
rest consists of various corporate custom-
ers that sell or serve the coffee we pro-
duce under their own brands, i.e. Private 
Label.

Products and markets
In 2017, the Löfbergs Group launched a 
special coffee from young farmers in Tan-
zania and Colombia as part of our Next 
Generation Coffee initiative. 

This involves working with both 
education and direct trade. The 
coffee is of a very high quality, 
and the range initially consists of 
a light-roast coffee from Tanza-
nia and two dark-roast coffees 
from Colombia.

We have also started testing a 
new type of packaging using plas-
tic that is mainly made from sug-
ar cane. The aim is to find a climate-smart 
solution that, in the long term, can replace 
the oil-based plastics in all our packaging. 

M A K I N G  O U R  C U ST O M E R S  M O R E  S U STA I N A B L E

T H E  LÖ F B E R G S  G R O U P 
H A S  L AU N C H E D  A S P EC I A L 

C O F F E E  F R O M  YO U N G 
FA R M E R S  I N  TA N Z A N I A 
A N D  C O LO M B I A –  N E X T 

G E N E R AT I O N  C O F F E E

The new packaging reduces CO2 emissions 
by around ten percent. 

Retail
Retail is our largest business area. The 
markets where we operate are dominated 
by several large retail customers. 

In Sweden, the business is tightly con-
trolled and we negotiate five times a year 
with our customers on prices, the number 
of items on the shelf, campaigns and the 
size of our presence in our customers’ 
channels. In Sweden, we work with all of 
the players in retail and we are one of the 
four major coffee brands. 

Our subsidiary Peter Larsen Kaffe has a 
presence in most of the chains in Denmark. 
We are also a well-known brand in Estonia. 

We are still relatively small in Latvia 
and Lithuania, but our market 
shares are farming. Our market 
share in Finland is marginal, but we 
are farming rapidly. In the UK, we 
are working actively with the Percol 
brand to boost our presence in 
retail chains’ product ranges.

There is still tough competition 
for consumer loyalty in the retail 
sector. Consumers often alternate 

between at least two choices, and becom-
ing the leading coffee player within retail is 
our biggest market challenge.
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Out of Home
In Sweden, we are market leaders within 
Out of Home. This category covers all 
coffee drunk outside the home – in other 
words, coffee sold to cafés, restaurants, 
hotels, large chain customers and players 
within the public sector. 

We work with everyone from local corner 
cafés to big international customers such 
as Sodexo, Nordic Choice and Circle K. We 
also work with high-end restaurants, in-
cluding the Michelin-starred PM & Vänner. 
Sales to the public sector are extremely 

important to the group, and we sell coffee 
to both small preschools and large regions 
and municipalities.

We believe strongly in the Out of Home 
category, since demand for served cups 
of coffee is farming rapidly, both in our 
home markets and internationally. Part of 
this business includes services, where we 

educate our customers on the subject of 
coffee, sustainability and how to create 
a profitable coffee business. The training 
we have devised includes e-learning. We 
are currently the only player in Sweden 
that can offer training in coffee sensory 
skills according to the SCAE, the Speciality 
Coffee Association of Europe.

Private Label
In our Private Label business, we produce 
coffee for large customers, frequently in-
ternational ones, under their own brands. 
Here, our strength lies in having the ca-
pacity of a large player but the flexibility 
of a small one, and the ability to adapt 
to every customer’s wishes. We compete 
for major global contracts, and we are 
a proud supplier and partner to players 
such as IKEA and McDonald’s. 

Customer satisfaction 
We have satisfied, loyal B2B customers 
within Out of Home and Private Label, as 
well as in Retail. Customer satisfaction 
is measured using the Customer Rela-
tionship Index (CRI), a weighted index 
combining performance (how we perform 
according to the customer) and prefer-
ence (customers’ preference compared 
with other players in the market). The lat-
est measurement shows that the Löfbergs 
Group’s CRI score is 75, compared with an 
industry average of 65.

Peter Larsen Kaffe leads the way 
Customers recognise Peter Larsen Kaffe as 
Denmark’s most sustainable coffee brand. 
This is a position that generates a high level 
of respect, but also entails great respon-
sibility. Under this brand, we participate 
in social debate and are involved in ongo-
ing dialogue with the media and interest 
groups in order to increase demand for 
more sustainable coffee. As part of the Löf-
bergs Group, Peter Larsen Kaffe also takes a 
clear position in favour of improved working 
conditions for the world’s coffee farmers.

M A K I N G  O U R  C U ST O M E R S  M O R E  S U STA I N A B L E

“

FROM LOCAL CAFÉS to Michelin-starred 
restaurants – the Löfbergs Group’s 
coffee knowledge is in demand in many 
contexts.

FOREWORD A NEW GENERATION SUSTAINABILIT Y ABOUT US GRI INDEXFARMING PROCESSING CUSTOMERS EMPLOYEES

We know our customers expect us to produce coffee in a responsible and transparent 
way. By working with both the UTZ and organic certification we make it possible for 
our customers in over 400 IKEA stores worldwide to make a conscious choice of a good 
coffee that is better for the environment and those who produce it. – JACQUELINE 
MACALISTER, HEALTH & SUSTAINABILITY MANAGER AT IKEA FOOD SERVICES AB
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OUR PROUD EMPLOYEES
FOREWORD A NEW GENERATION SUSTAINABILIT Y ABOUT US GRI INDEXFARMING PROCESSING CUSTOMERS EMPLOYEES

3 4  O F  4 6S U STA I N A B I L I T Y  R E P O RT



A B  A N D E R S  LÖ F B E R G

At the Löfbergs Group, we 
are proud of our employees 
and our employees are 
proud to work for us. At the 
same time, we are working 
determinedly to achieve 
even better levels of equality 
and diversity. 

Of course, we enjoy great coffee during our coffee 
breaks. But more than that is needed if people are 
to thrive in their workplace. Our values are shared by 
all who work within the organisation, whatever their 
market, and we have worked hard in recent years with 
equality, employee development, leadership and ethics.

It is therefore particularly pleasing to see that 94 per-
cent of the Group’s employees say they believe in our 
values, according to the latest employee survey. We 
believe it is essential for the Group to be characterised 
by these values in order for them to be a feature of our 
operations, and the survey shows that this is the case. 
However, even though many of the results from our 
employee survey point in the right direction and the 
Group was recently ranked as Sweden’s third best em-
ployer, we still have much more to do. 

O U R  P RO U D  E M P L OY E E S

N I N E T Y- F O U R 
P E R C E N T O F T H E 

G R O U P ’ S  E M P L OY E E S 
S AY T H AT T H E Y 

B E L I E V E  I N  O U R 
VA LU E S

PROPORTION OF EMPLOYEES  
AND MANAGERS

Men, employees Men, managers

Women, employees Women, managers

NUMBER OF EMPLOYEES

Men Women

LATVIADENMARK NORWAY SWEDEN UK

167175359 44

2016 / 2017 2016 / 2017

40%
60%

32%
68%
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Greater diversity and more equality
Increasing equality within the Löfbergs 
Group is one of our top priorities. Year 
on year, the gender balance within 
the Group is becoming more even. The 
gender balance within the board has 
improved, with 44 percent of the board’s 
members being female. 

Within the organisation as a whole, how-
ever, progress has been slower. Today, 60 
percent of all the organisation’s employ-
ees are male, while at management level 
the figure is 68 percent. Our goal for 2020 
is to have an even gender balance in 
management positions, with at least 40 
percent being women.

To ensure that the trend is moving in the 
right direction, we monitor the situation 
regularly. The process includes reviewing 
accessibility for people with disabilities, 
equality in managerial positions and on 
the executive team, use of parental leave 
and procedures concerning recruitment, 
harassment and bullying. 

We will also begin an initiative to shed 
light on any norms and structures that 
work against us in our efforts to achieve 
a more even gender balance and inclu-
sive workplace.

Good leadership 
When it comes to leadership, we have 

clear expectations for managers and 
leaders in their daily work. In addition to 
being guided by our values, they must act 
to encourage a business that is sustaina-
ble in the long term. They must be avail-
able and present for their employees, and 
they are required to be responsible for the 
wellbeing of all employees. 

Leaders within the Löfbergs Group should 
also hold regular sessions to provide em-
ployees with constructive feedback and 
appreciation. In addition to leadership 
training, all managers undergo ongoing 
training to ensure good leadership. 

Combating corruption
It goes without saying that good business 
ethics are important to us. This means 
that we actively combat corruption 
and unethical business methods in the 
countries where we operate. 

We are also committed to promoting 
equality and equal opportunities for 
everyone. We must offer decent jobs and 
professional development opportunities 
to the people who work for us in the 
countries where we operate. 

We achieve this through measures 
including ensuring that human rights 
are respected throughout the entire 
value chain and contributing towards 
professional development. 

O U R  P RO U D  E M P L OY E E S

“It’s 
important 
to me that 
I feel I’m 
contributing 
towards 
a better 
world.”
KAJSA-LISA LJUDÉN, COORDI-

NATOR FOR HEALTH, SAFETY 
AND THE ENVIRONMENT.
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The Löfbergs Group’s Business Ethics 
Policy and Code of Conduct can be found 
on our website.

All employees within the organisation 
have a responsibility to report when 
something happens within our operations 
that goes against our values or our Busi-
ness Ethics Policy. This should be reported 
to an immediate supervisor or someone 
in executive management in the first in-
stance, but we also have a whistle-blower 
system. 

The system has been designed for confi-
dential and anonymous reporting, and a 
report must always be followed up within 
one week by the Director of HR, the CFO 
or the Director of Sustainability. No re-
ports were submitted in the past year.

Proud employees
The response rate for this year’s employ-
ee survey was a full 91 percent, which 
demonstrates that Löfbergs Group has a 
high proportion of committed employees. 

We truly want our sustainability work to 
be a feature of our entire business, and 
we are therefore pleased to note that 
more than ninety percent of our em-
ployees believe the Löfbergs Group takes 
responsibility for people and the environ-
ment. Nine out of ten employees are also 
proud to work for the Löfbergs Group.

O U R  P RO U D  E M P L OY E E S

THE LÖFBERGS GROUP’S TALENT PROGRAMME
Our talent programme aims to cultivate 
the leaders of tomorrow and increase 
equality within the Group. The pro-
gramme consists of three modules, with 
each module lasting two to three days. 

1. The first module focuses on helping 
participants to understand various 

aspects of the leadership role and to re-
flect on their own sources of motivation. 

2. Participants’ ability to view the 
business from holistic and busi-

ness perspectives is developed during 
the second module. 

3. In the last module, we focus 
on training employees to view 

communication as a tool. This includes 
gaining a deeper insight into group 
dynamics.

OF COURSE, WE ENJOY GREAT COFFEE 
during our coffee breaks. But more 
than that is needed if people are to 
thrive in their workplace. We want our 
sustainability work to be a feature of our 
entire business.

FOREWORD A NEW GENERATION SUSTAINABILIT Y ABOUT US GRI INDEXFARMING PROCESSING CUSTOMERS EMPLOYEES

37  O F  4 6S U STA I N A B I L I T Y  R E P O RT



A B  A N D E R S  LÖ F B E R G

MEET AB ANDERS 
LÖFBERG
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Today, we are one of the 
Nordic region’s biggest family-
owned coffee roasters, but our 
history began 111 years – or four 
generations – ago. Right from the 
start, we have been passionate 
about good coffee with a vision 
for a sustainable world. 

AB Anders Löfberg was founded in 1906 by the brothers Anders, 
John and Josef Löfberg. We started roasting our own coffee in 
Karlstad back in 1911. Today, we are one of the Nordic region’s 
biggest family-owned coffee roasters, producing the equivalent 
of over 10 million cups of coffee every day. The company is still 
fully owned by the Löfberg family, now in its third and fourth 
generations, and a passion for good coffee has been part of the 
company since its inception. 

However, our commitment to sustainability and fairness have 
also been with us since the beginning. AB Anders Löfberg a 
values-driven family business, taking a long-term sustainabil-
ity perspective of our operations. Our heritage and the desire 
to continually evolve and remain at the cutting edge are our 
strengths in a fiercely competitive market.

M E E T  A B  A N D E R S  L Ö F B E RG

QUALITY and sustainability have been 
important to the company ever since it was 
founded in 1906, and remain so today.

Owners: The Löfberg family, now in its third and 
fourth generations. 

Head office: Karlstad, Sweden

Turnover: SEK 1,879 million (2015/16: 1,793)

Operating profit: SEK 33 million (2015/16: 155.9)

Employees: 340 (2015/16: 339)

Volume of coffee: 27,617 tonnes (2015/16: 27,313)

Volume of tea: 158 tonnes (2015/16: 156)

Brands: Löfbergs, Peter Larsen Kaffe, Crema, 
Percol, Green Cup and KOBBS.

Markets: Sweden, Norway, Denmark, Finland, 
Estonia, Latvia, Lithuania, the UK, Canada and 
Ireland.
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WE ARE HERE

Offices

Roasting houses

Sales
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The Löfbergs Group’s organisation
Our parent company, AB Anders Löfberg, 
has overall responsibility for the Group’s 
performance, strategy, purchasing and 
financial management. We are organised 
into distinct business areas, each with 
responsibility for profits.

The board of directors consists of seven 
ordinary members, of whom three are 
owners and four are external members, as 
well as two employee representatives and 
two deputies. Kathrine Löfberg is Chair-
man of the Board. The operational coffee 
and tea business is managed by Group 
management, which consists of twelve 

people – four women and eight men. Our 
CEO is Lars Appelqvist. The senior manag-
ers of the business are members of Group 
management. These include the CEO, HR, 
Communication, Supply Chain, Sustain-
ability, Brand and Product Development, 
Finance and Strategy and the people in 
charge of each business area.

Our coffee is sold in some ten countries, 
primarily in Northern Europe, under the 
brands Löfbergs, Peter Larsen Kaffe, 
Crema, Percol, Green Cup and KOBBS. We 
also sell coffee in other parts of the world 
under our customers’ brands, such as 
IKEA and McDonald’s.

M E E T  A B  A N D E R S  L Ö F B E RG

AB ANDERS LÖFBERG GROUP – LEGAL STRUCTURE

Bröderna Löfberg AB

AB Anders Löfberg

Löfbergs 
Logistics

Löfbergs 
Lila AB

Kaffehuset i 
Karlstad AB

Peter Larsen 
Kaffe A/S (80%) 

Denmark

Löfbergs 
Lila AB A/S 

Norway

Löfbergs  
Baltic SIA Löfbergs Ltd. Food Brands 

Group UK
Löfbergs 

Canada Inc.

Crema 
Kaffebrenneri 

A/S

OUR SALES IN DIFFERENT MARKETS

Sweden 57%

UK 6%

Denmark 19%

Estonia 1%

Lithuania 3%

Latvia 2%

Norway 5% Canada 1%

Finland 4% Others 1%
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A vision that aims high
Our vision – “Passion, responsibility and taste. Beyond ex-
pectations” – is part of everything we do. To realise this, 
we have a strategic plan that is updated every year. The 
plan encompasses our most important target areas and 
perspectives – our balanced scorecard.

Our goals, initiatives and key performance ratios are 
divided up into the following areas: finance, customers 
and markets, internal processes, responsibility and em-
ployees. We must have clear management systems if we 
are to achieve our ambitious goals. Our operations are 
therefore largely ISO certified.

Sustainability as a strategy 
Our sustainability work is part of the strategy for the 
entire company, and is managed by Group management 
through initiatives and goals in our balanced scorecard. 
The Director of Sustainability is part of Group manage-
ment and has several internal forums available, such as 
the cross-functional Sustainability Group, where various 
sustainability issues are considered and decided. Other 
forums include the Environmental Group and the Pack-
aging Forum, as well as the more temporary Project 
100% Certified and 100% Renewable Energy forums. 

Our Quality & Food Safety Policy governs our systematic 
food safety efforts, and our facilities in Karlstad, Viborg 
and Riga are ISO 22000 certified. The exception is the 
Crema micro roasting house in Norway, which accounts 
for less than 0.1% of our production. 

The facility in Karlstad, which is responsible for 92% of 
our production, holds ISO 9001, ISO 14001 and FSSC 
22000 quality and environmental certifications. The 
demand for an ISO-certified food safety management 
system comes from both our customers and ourselves. 

Having our other management systems certified brings 
us advantages and enhances our competitiveness. Our 
Group-wide Code of Conduct, which includes our Sus-
tainability Policy and our Business Ethics Policy, is the 
top-level governing document for our sustainability work.

Our values are our compass
Our values are our compass, guiding our actions towards 
each other and the world around us. They unite everyone 
who works at AB Anders Löfberg, providing guidelines for 
our behaviour and our day-to-day decisions, so that we 

achieve our goals and create value for our stakeholders. 

Our values are described in a leaflet, Our Goodwill, that 
every new employee receives in their native language. It is 
therefore particularly pleasing to see that as many as 94 
percent of the Group’s employees say they believe in our 
values, according to the latest employee survey. It is es-
sential to us that our values characterise the entire group. 

A B  A N D E R S  LÖ F B E R G

M E E T  A B  A N D E R S  L Ö F B E RG

OUR VALUES
Responsibility – We make decisions that 
are sustainable – economically, socially and 
environmentally.

Commitment – We strive to improve and we 
challenge long-held beliefs, so that we are in a 
constant process of change.

Entrepreneurship – We are at the cutting edge, 
and we develop new products and services rapidly.

Long-term approach – We build long-term re-
lationships, which requires us to be honest and 
transparent and to always keep our promises.

Professionalism – We always act professionally, 
with a high moral standard and a healthy sense 
of perspective, and we endeavour to do our best.

HR

CEO

Supply Chain

ORGANISATION

Finance & Strategy

Sustainability

Communications

Brands & Product 
Development

Retail Out of 
Home Ready ToPrivate 

Label
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A B  A N D E R S  LÖ F B E R G

OUR SUSTAINABILITY 
REPORTING
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This is our sixth sustainability 
report, and it concerns the 
financial year from 1 July 
2016 to 30 June 2017. In it, we 
report on our efforts to achieve 
sustainable development 
throughout our value chain – 
from bean to cup. 

To guarantee the relevance of our sus-
tainability reporting and to ensure that 
nothing of importance is overlooked, we 
apply the guidelines of the Global Report-
ing Initiative, at G4 Core level. 

The contents of the report reflect the 
issues that are significant when it comes 
to our business’s impact on people and 
the environment. It also deals with our 
strategic direction and our stakeholders’ 
demands and expectations. 

The basic data for key performance 
indicators and statistics is gathered from 
our internal business systems, and the 
reported data applies to the entire busi-
ness unless otherwise stated. No external 
audit of the report has been performed. 
However, our business is regularly audited 
by external auditors through our partici-
pation in environmental, quality and food 
safety certification programmes. 

As members of the Haga Initiative cli-
mate network, we also receive external 
support for quality assurance regarding 
climate data. Together with the oth-
er member companies, we publish an 
annual climate disclosure in accordance 
with the GHG Protocol – a standard for 
calculating and reporting on greenhouse 
gas emissions.

Materiality analysis provides guidance
In preparation for our sustainability 
report, we have carried out a materiality 
analysis and engaged in dialogue with 
our stakeholders, prioritising the most 
important issues for our sustainability 
work. 

The operational aspects listed in the GRI 
Content Index are the ones that have 
been identified by the materiality anal-
ysis as being the most important to our 
business.

The process of identifying these aspects 
is based on open and attentive dialogue 
with key individuals within the group, 
customers, suppliers and other external 
stakeholders. It also draws on an external 
analysis based on the networks in which 
we participate, as well as regular custom-
er and consumer surveys. 

During the financial year, the materiality 
analysis was updated and two challeng-
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If you have any questions or 
thoughts, please get in touch!

Eva Eriksson 
Director of Sustainability

054-14 01 23

eva.eriksson@lofbergs.se
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es were highlighted as being the biggest 
challenges for the Löfbergs Group: cli-
mate change and the next generation of 
coffee farmers. The materiality analysis 
also establishes that our future sustaina-
bility efforts should focus on farmers and 
consumers in order to achieve the great-
est effect. 
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GRI INDEX

INDICATOR INDICATORDESCRIPTION DESCRIPTIONPAGE/COMMENTS PAGE/COMMENTS

GENERAL INFORMATION
STRATEGY AND ANALYSIS

ORGANISATIONAL PROFILE
Statements from the Chairman of the Board and CEO 3-4

39
40
39
40
39-41
40
39

43
45
45

No such changes.

12, 15, 21-22, 29

No such changes.
45

35   The major ity of staf f 
are employed ful l-t ime.

1 1-12, 15, 29

Both the f inancial  and sus-
tainabi l ity repor ts refer to 
the entire Löfbergs Group.

Name of the organisation
Primary brands, products, and /or services
Location of the organisation’s headquar ters
Countr ies in which the organisation operates
Nature of ownership and legal  form
Markets served
Scale of the organisation

Process for def ining repor t content
Mater ial  aspects included in the repor t
Aspect boundary within the organisation

Signif icant changes in scope or boundary

Memberships and associat ions

The ef fects and causes of any restatements of 
information provided in previous repor ts and 
the reasons for such restatements

Aspect boundary outside the organisation

Descr ipt ion of workforce

Externally developed economic, social or environ-
mental charters, principles, or other init iatives 
to which the organisation subscribes or endorses

Entities included in the organisation’s financial 
report as well as information on whether any one 
of these is not included in non-financial reporting

G4-1

G4-3
G4-4
G4-5
G4-6
G4-7
G4-8
G4-9

G4-18
G4-19
G4-20

G4-23

G4-16

G4-22
G4-21

G4-10

G4-15

G4-17

REPORT PROFILE

GOVERNANCE

ETHICS AND INTEGRITY

STAKEHOLDER DIALOGUES

2016 / 2017

40-41

12, 43

January 2016

43

Annual

44-45

43
Selected aspects should be 
viewed as a summary of the 
issues that are important to 
central stakeholders.

1 1-12, 19, 36, 41

43

43

Repor t ing per iod

Governance structure of the organisation

Stakeholder groups 

Publ ication date of most recent repor t

Identification and selection of stakeholder groups

Repor t ing cycle

GRI Content Index selected by the organisation 

Stakeholder dialogue
Key topics and concerns raised by stakeholders

Values, codes of conduct and pr inciples of the 
organisation

Contact person for the repor t

Pol icy and procedures for external  assurance

G4-28

G4-34

G4-24

G4-29

G4-25

G4-30

G4-32

G4-26
G4-27

G4-56

G4-31

G4-33
17
No s ignif icant changes.

Through specified routines and 
systematic risk management and 
environmental management.

All employees in Sweden are cov-
ered by collective agreements.

The organisation’s supply chain
Signif icant changes in the organisation dur ing 
the repor t ing per iod
Approach to the precautionary pr inciple

Propor t ion of employees covered by col lect ive 
agreements

G4-12
G4-13

G4-14

G4-11
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A B  A N D E R S  LÖ F B E R G

G R I  I N D E X

INDICATOR INDICATORDESCRIPTION DESCRIPTIONPAGE/COMMENTS PAGE/COMMENTS

SPECIFIC INFORMATION
(Boundaries for selected aspects in parentheses)
FINANCES
ECONOMIC PERFORMANCE

SOURCING AND PROCUREMENT PRINCIPLES

(The Löfbergs Group, owners)

(The Löfbergs Group, suppliers)

40-41
14

19-21

17-19, 25-29

20

Governance
Generated and distr ibuted economic value

Governance

Financial implications and other risks and opportunities 
for the organisation’s activities due to climate change

Percentage of purchased volume which is verified 
as being in accordance with credible, internation-
ally recognised responsible production standards 

G4-DMA
G4-EC1

G4-DMA

G4-EC2

G4-FP2

ENVIRONMENTAL
MATERIAL AND RAW PRODUCTS

INDIRECT FINANCIAL IMPACT

EMISSIONS

ENERGY

(The Löfbergs Group, own business)

(Suppliers, local community)

(Suppliers, local community)

(The Löfbergs Group, own business)

25-28

25

25-26

28

25-26

19-23

25

19-22

Governance

Direct greenhouse gas emiss ions (Scope 1)

Governance

Mater ials  used by weight or volume

Energy consumption within the organisation

Governance

Governance

Indirect posit ive and negative f inancial  ef fect 
as a consequence of the business 

G4-DMA

G4-EN15

G4-DMA

G4-EN1

G4-EN3

G4-DMA

G4-DMA

G4-EC8

WORKING CONDITIONS

OCCUPATIONAL HEALTH AND SAFETY

DIVERSITY AND EQUAL OPPORTUNITY

(The Löfbergs Group, own business)

(The Löfbergs Group, own business)

36-37

36

No ser ious injur ies requir-
ing hospital isat ion oc-
curred dur ing the year.

35, 40   Gender balance is 
presented regarding diver-
s ity and equal  oppor tunity.

Governance

Governance

Rates of injury, occupational  disease, lost days, 
absenteeism, and work-related fatal it ies

Composit ion of governance bodies and break-
down of employees per category according to 
gender, age group, minority group membership, 
and other indicators of divers ity.

G4-DMA

G4-DMA

G4-L A6

G4-L A12

PRODUCT RESPONSIBILITY
CUSTOMER HEALTH AND SAFETY

L ABELLING OF PRODUCTS, PRODUCT INFORMATION 

(The Löfbergs Group, own business, customers and consumers)

(The Löfbergs Group, own business, customers and consumers)

41

19, 31-33
33

41
Governance

Governance
Results of surveys measuring customer satisfaction

Percentage of production volume manufactured 
at s ites cer t if ied for food safety 

G4-DMA

G4-DMA
G4-PR5

G4-FP5

FOREWORD A NEW GENERATION SUSTAINABILIT Y ABOUT US GRI INDEXFARMING PROCESSING CUSTOMERS EMPLOYEES

25Indirect greenhouse gas emiss ions (Scope 2)G4-EN16

4 5  O F  4 6S U STA I N A B I L I T Y  R E P O RT




