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TRIUMPHS AND IMPORTANT EVENTS IN 2018/2019
Presented a new five-year plan for
INTERNATIONAL COFFEE PARTNERS
with a clear focus on the next generation
of coffee farmers.

Launched packaging
of RENEWABLE or
RECYCLED material in all
markets under several brands
for our bean coffee and our Ready To articles.

Initiated several projects
focusing on coffee as a
primary product from a

circular
perspective,

like the use of coffee grounds
and fermented coffee.

Decided on our largest investment ever – a new PRODUCTION UNIT FOR WHOLE BEANS in Sweden.

Started implementing a new group-wide
business system.

Contributed with

SEK 52.5 million

in premiums to the Fairtrade cooperatives
we buy our coffee from.
TENGBOM

LÖFBERGS COFFEE GROUP
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TRIUMPHS AND IMPORTANT EVENTS IN 2018/2019

Increased our share of purchased

certified coffee
with 33 % to 71.8 %.

Continued our work with NEXT GENERATION
COFFEE with an increased focus in Colombia.

Presented a group-wide program for

inclusion

.

Acquired a minority share in HUMM EUROPE.

LÖFBERGS COFFEE GROUP

Initiated a major development work to present a
strategy for 2030 with new PURPOSE, BUSINESS
PLAN, VISION and VALUES.

Have worked with more than 180.000 FARMERS
through our different cooperation projects and
our own projects in coffee producing countries.
The purpose of all our projects is to IMPROVE
THE LIVING CONDITIONS for coffee farmers
all over the world, often with the focus to
MANAGE CLIMATE CHANGE and get THE
NEXT GENERATION to see A POSITIVE FUTURE
in coffee.
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BECAUSE WE WANT, CAN AND HAVE TO

Kathrine Löfberg, chair of the board, and Lars Appelqvist,
CEO, are happy about more improvements in the
sustainability area.

There are many reasons why sustainability work is high on
the agenda at Löfbergs Coffee Group. That it permeates
everything we do and our entire value chain – from bean
to cup. The past year was no exception.
As the climate effects of coffee and the social challenges
are greatest in the producing countries, this is where our
focus is. It is about development projects that help smallscale coffee farmers meet climate changes and improve
their living conditions. In Next Generation Coffee, we
especially aim at the next generation, which is important
as fewer young people see a future in coffee. We deepened
our efforts in Colombia last year.

LÖFBERGS COFFEE GROUP

We have urged to increase supply and demand for certified
coffee for a long time, and we are well on our way to reach
our goal of 100 per cent certified for all our brands.
Fairtrade is one of the certifications we work with, it is
especially important now when the world market prices
for coffee is record-low.

Working with our new strategy has been allowed to take
much time, and we have involved large parts of the
organisation. It is about understanding the age and the
world we live in, and how we can be even more relevant
in the future. An exciting and important process that will
be realized and put into a new strategy during 2020.

We are doing a lot at home too, of course. One of our
sustainability goals has been to reduce our own emissions
of greenhouse gases with 40 per cent by 2020. We have
reached that goal now. Less air travels and an increase
of the share of bioLPG are two measures that have
contributed to the reduction of our emissions with 50 per
cent per produced tonne coffee compared to the base
year of 2005. A milestone that shows how important it is
to set concrete targets for one’s sustainability work.

We continue to work for increased equality and inclusion,
and we were awarded for our work last year. Naturally,
we are happy and proud about that. At the same time
we realize that we and society as a whole still have a
long way to go.

Great progress is made on the packaging side as well.
Together with our supplier we have found a solution that
makes it possible to phase out the fossil plastics and
replace it with a plant-based alternative. In the UK, we
were first with the Plastic Free Trust Mark. The goal is that
our packages only will contain renewable or recycled
material by 2030.
Meeting customers and consumers gives us important
input in our sustainability work. We get to talk to them
in personal meetings, in our coffee bars and at different
events. We can see that an interest for circular economy
is increasing. With our coffee farm in Denmark as a base,
we develop products and solutions where more of coffee
biomass is used. It can hopefully give the coffee farmers
new sources of revenue at the same time as we can offer
new and exciting products.

The year has not been as good financially. We work on
mostly mature markets where the competition and the
price squeeze are tough, but we still have a positive view
on the future. We invest in new products within the Ready
To segment to meet new consumer patterns. We are also
investing in a new ERP that gives us better control, and
we are building a new, modern roasting house for whole
beans that improves our competitiveness.
We who work with coffee have a unique opportunity to
contribute to a positive future. We work with a product
that means a whole lot for many people. Both farmers
and consumers. 25 million people support themselves
and their families on farming coffee. Every day we drink
about 2.25 billion cups of coffee around the world.
Every little step we take for a more sustainable production
makes a difference. We will continue to take those steps.
Because we want, can and have to.
Kathrine Löfberg, chair of the board
Lars Appelqvist, CEO
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MEET THE LÖFBERGS COFFEE GROUP

WE ARE STILL a family-owned business,
now in its third and fourth generation.

IN THE BEGINNING, we were a local company. Today, we operate
on about ten markets in northern Europe and Canada.

LÖFBERGS COFFEE GROUP

Löfbergs Coffee Group is one of the Nordic
region’s biggest family-owned coffee
businesses, but our history began 113 years
– or four generations – ago. We have been
passionate about great tasting coffee with a
vision of a sustainable world right from the
start. Today, we are 354 devoted coffee lovers
operating in northern Europe and Canada, sharing
the passion for taste, trends and sustainability.
And for securing great coffee for tomorrow.
Coffee is still the core of our business and we
are constantly developing new products and
looking for business opportunities that can add
value to our increasingly international group.
Löfbergs Coffee Group 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 businesses, producing the equivalent of more than
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 great tasting coffee has been part
of the company since its inception. Our commitment to sustainability has also been with
us since the beginning. Löfbergs Coffee Group is a value-driven family business and has a
long-term perspective on our operations. Our heritage together with our desire to continually
evolve and remain at the cutting edge are our strengths on a highly competitive market.
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MEET THE LÖFBERGS COFFEE GROUP

WE ARE

HEAD OFFICE

VOLUMES OF...

EMPLOYEES

27 122

Karlstad
Sweden

tonnes
COFFEE (2017/18: 27,944)

354

BRANDS

164

tonnes
TEA (2017/18: 165)

2018/2019

3,6

million packages
READY TO PRODUCTS (2017/18: 3)

OWNERS

SEK

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

TURNOVER

LÖFBERGS COFFEE GROUP

SEK

2,5

million

OPERATING PROFIT
(2017/18: 50,6)

1 871 million

MARKETS
(2017/18: 1,911)

Sweden, Norway, Denmark, Finland, Estonia, Latvia,
Lithuania, the UK, Canada and Ireland.
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MEET THE LÖFBERGS COFFFE GROUP

The Löfbergs Coffee Group’s organisation
We have a central organisation for strategy, purchasing,
supply chain/production, HR, corporate communications,
sustainability, product development and financial
management. Our sales organisation is divided into four
business areas, each with profit and loss responsibility.
Our products are sold in some ten countries, primarily
in northern Europe, under the brands Löfbergs, Peter
Larsen Kaffe, Percol, Superbonobo, Green Cup, Kobbs
and Crema. We also produce coffee sold under our
customers’ brands all over the world, such as IKEA and
McDonald’s.
The board of directors consists of six ordinary members,
of whom three are owners and three are external members,
as well as two employee representatives and two deputies.
50 per cent of the board’s members are female. Kathrine
Löfberg is Chair of the Board. The operational business
is managed by the group management team, which
LEGAL STRUCTURE

consists of twelve executives – four women and eight men.
Our CEO is Lars Appelqvist. The other members of the
group management include HR, Communication,
Supply Chain, Purchasing, Quality & Sustainability, Brands
& Product Development, Finance & Strategy and the
Directors of each business area.
Our vision – “Passion, responsibility and taste. Beyond
expectations” – is realized through a strategic plan that
is updated every year. The plan encompasses our most
important target areas and perspectives – our balanced
scorecard. READ MORE ON PAGE 16 We have recently been
working with redefining our vision and our view on the
future, which we will present in the coming financial
year.
The sustainability report covers all the brands and
markets within the Löfbergs Coffee Group (under AB
Anders Löfberg) listed in the organisational scheme below.

ORGANISATION

CEO

HR

Finance & Strategy

Brands & Product
Development

Quality & Sustainability

Communications

Bröderna Löfberg AB
Retail

Löfbergs Coffee Group (AB Anders Löfberg)

Kaffehuset i
Karlstad AB

Löfbergs i
Karlstad AB

Löfbergs
Lila AB

Peter Larsen
Kaffe A/S
Denmark

Löfbergs
Lila A/S
Norway

Löfbergs
Finland OY

Löfbergs
Baltic SIA

Löfbergs
Ltd.

Food Brands
Group UK

Löfbergs
Canada Inc.

Out of
home

Private
Label

Ready To

Supply Chain

Crema
Kaffebrenneri
A/S

LÖFBERGS COFFEE GROUP
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MEET THE LÖFBERGS COFFEE GROUP

Four business areas
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 controlled 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. We work with
all players in Swedish retail and we are one of four major
coffee brands.
Our subsidiary Peter Larsen Kaffe is represented in most of
the Danish chains and is an established and appreciated
brand among Danes. We are also a well-known brand in
Estonia under the Löfbergs brand. We are still relatively
small in Latvia and Lithuania, but our market shares are
growing. Our market share in Finland is growing rapidly
and we are known as the dark roasted coffee among
Finns. In the UK, we are working actively with the Percol
brand to boost our presence in retail chains’ product
ranges.
Out of home
This category covers all coffee consumed 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 highend restaurants and offices in places such as London,
Stockholm, Riga, Oslo and Copenhagen.

LÖFBERGS COFFEE GROUP

We believe strongly in the Out of Home category, since
demand for served cups of coffee is increasing 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. 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.
Sales to the public sector is also a very important part of
our sales in both Denmark and Sweden and our coffee is
sold to the small preschool as well as large regions and
municipalities. Our position on different markets varies;
we are market leaders in Sweden. In Denmark, we are
strong on convenience and building our presence all over
the category. In the UK, we are growing strong in the
traditional Horeca sector. In Norway, we primarily work
with chains and vending companies. In Finland, we are
still small but growing in all segments.
Private Label
In our Private Label business, we produce coffee for large
customers, frequently international ones, under their own
brands. Here, our strength lies in having the capacity 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.
Ready To
In 2017/2018, we started off a new business area for all
our sales of Ready To-products, which to date consists
of cold brew, ice coffee, caffeine water along with

OUR BOARD IS COMPLETELY gender-balanced, with just
as many women as men. (A male member is missing in
the picture)

Superbonobo’s organic and vegan raw bars and balls.
We also cooperate with Humm Kombucha and sell their
kombucha (fermented tea) on our core markets. The
goal is to develop natural, healthy and tasty products
answering to new consumption patterns, not least
among younger, conscious consumers with focus
on health and well-being. Customers are cafés and
restaurants It is still a small business area, but we have
high growth ambitions and it is a category we have high
hopes for in the future on all our markets.
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MEET THE LÖFBERGS COFFEE GROUP

WE ARE HERE

Offices
Roasting houses
Sales

OUR TURNOVER IN DIFFERENT MARKETS

LÖFBERGS COFFEE GROUP

Sweden

52.2%

Lithuania

2.6%

Denmark

18.6%

Latvia

2.0%

UK

8.7%

Estonia

1.6%

Finland

7.5%

Canada

0.5%

Norway

4.6%

Other

1.7%

Guiding values
Our values are our compass, guiding our
actions amongst each other and the
world around us. They unite everyone
who works within Löfbergs Coffee Group,
providing guidelines for our behaviour,
so that we achieve our goals and create
value for our stakeholders.
Our values are described in a leaflet,
Our Good Will, which all new employees
receive in the official language of the
country you work in. The values play a
crucial part in our everyday work and are
used in our leadership developing program, appraisals, salary discussions and
strategic as well as day-to-day decisions.
It is therefore particularly pleasing to see
that as many as 91 per cent of the group’s
employees say they believe in our values,
according to the latest employee survey
from 2018.

OUR VALUES
Responsibility – We make
decisions that are sustainable
– economically, socially and
environmentally.
Commitment – We strive to
improve and we challenge longheld 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 relationships, 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.
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SUSTAINABILITY
AT CORE

LÖFBERGS COFFEE GROUP
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SUSTAINABILITY IS THE CORE OF OUR BUSINESS

A sustainable development is crucial for
our future success. We are here to stay
and have decided to do everything we
can to contribute to a more sustainable
world. We concentrate our efforts on areas
where we can make the most impact, with
farmers and towards consumers. We work
together with small-scale coffee farmers
and give them the right conditions to grow
in a sustainable way. And we work hard to
increase demand and offer our customers
and consumers truly sustainable products.
We also take a stand and cooperate to drive
the change we want to see.

LÖFBERGS COFFEE GROUP

Ever since the company was founded in
1906, sustainability has been a natural
part of our operations and the ownership
model. Today, as then, we are an
important societal stakeholder for social
matters in the local communities. Much
of our sustainability work has focused on
increasing demand for coffee from certified
farms during the last 20 years. 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. A lot of our
sustainability work in recent years has
focused on developing new sustainable
products and working together with other
stakeholders on driving the change we
want and need to see.
For the next generation
The Brundtland Report’s definition of
sustainable development from 1987:
“a development that meets the needs
of the present without compromising the
ability of future generations to meet their
own needs” is as current as ever for us.
Climate change means that we are facing
significant challenges, not least in those
countries where coffee is grown, and fewer
and fewer young people see a future as
coffee farmers. Getting the next generation
to see a positive future is something we
truly focus on, both in our own projects

and in our cooperation projects in coffee
producing countries, but also at home
in meetings with the next generation of
consumers.
Agenda 2030 guides us
Löfbergs Coffee Group fully supports
Agenda 2030 and understands that we
have an effect on all of the 17 goals as they
are interconnected. The business sector has
a determining role in reaching the goals,
not least regarding the reduction of climate
change and manage the 1.5 degree
target. The global goals already provide
guidance for all our decisions, whether they
relate to our work in producing countries,
business development, our role as an
employer or our production. In 2019/2020,
we will develop a group-wide strategy for
2030, where Agenda 2030 completely will
serve as guidance. We have identified some
goals as more significant than others for
our business. READ MORE ON PAGE 20
Goal 17 - Partnerships for the goals
We know we have to cooperate to reach
sustainable development. We also know
that we get better by learning from others.
That is why we are engaged in a number
of networks and initiatives to influence the
social development and share knowledge
and experience regarding sustainability with
other players.
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SUSTAINABILITY IS THE CORE OF OUR BUSINESS

Examples of joint initiatives and cooperation
we are engaged in:

Danmark mod Madspild:
A network with a joint commitment to halve food waste
by 2030. The initiators are 15 different companies in Danish
retail and food production as well as interest groups.

International Coffee Partners:
Together with seven other privately-owned European
coffee companies, we run the non-profit organisation
International Coffee Partners since 2001. The goal of ICP
is to create better living conditions for small-scale coffee
farmers. So far, 82,945 families in 12 countries have
participated in our projects. The goal for 2023 is to reach
another 50,000 families. READ MORE ON PAGE 28
Coffee & Climate:
Together with the members of International Coffee
Partners and several other coffee companies as well
as the government agency SIDA and local NGOs, we
operate Coffee & Climate. So far, we have reached
almost 80,000 farmers. READ MORE ON PAGE 27
The Haga Initiative:
A network of companies that work to reduce emissions
from the business sector through ambitious common goals
and a clear effect strategy. The network has 14 members,
including Axfood, McDonald’s, Coca Cola and the
agricultural cooperative Lantmännen. READ MORE ON PAGE 38
Swedish Leadership for Sustainable
Development:
Swedish Leadership for Sustainable Development is
a network consisting of 20+ leading companies and
organisations. The network, which is coordinated by Sida,
has become a forum for valuable learning and a platform
for new partnerships, concrete projects and cooperation
models for reduced poverty and sustainable development.

LÖFBERGS COFFEE GROUP

VIFU – Knowledge Center for Food Innovation:
A network with focus on knowledge, development and
sustainability for interested parties of the supply chain
for food in Denmark.

Fossil Free Sweden:
A platform for dialogue and cooperation between
companies, municipalities and other players that want
to make Sweden free from fossil fuels.
The Swedish Food Federation’s Sustainability Manifesto:
Five commitments in the sustainability area that
members of The Swedish Food Federation can adopt.
RISE’s Food & Environment network:
A meeting-place for interested parties in the retail chain
with the aim to take part of the latest knowledge, facts
and events in the environmental field.
CSR Sweden:
A company network focusing on companies’ social
responsibility and societal engagement. The aim is to
inspire companies in their work with responsibility and
to further the discussion between business, politics,
academy and civil sector. Löfbergs Coffee Group is a
member of the board through Martin Löfberg.

WWF’s Sustainable Supply Chain for Food:
A network consisting of 15 leading Swedish food companies
that actively take responsibility to convert and contribute
to a more sustainable supply chain for food. The focus is to
develop “An action plan for Sustainable Supply Chain for
Food 2030”, where goals are formulated for the food supply
chain in general, but also for certain sectors.
DIEH – Danish Ethical Trading Initiative:
A Danish NGO that promotes ethic trade through
cooperation with business, public sector and interest
groups. We participate through our Danish brand Peter
Larsen Kaffe.
Kids Aid through the Knues Kræft project:
Works to contribute with more comfort, hope and joy
for children with cancer and their families in Denmark
during their hospitalisation.
From Philanthropy to Business through Danish Industry:
Confederation of Danish Industry’s network regarding
Agenda 2030.
Plastic Free Trust Mark – A Plastic Planet:
Our brand Percol was the first coffee brand in the UK to
receive the Plastic Free Trust mark from A Plastic Planet.
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SUSTAINABILITY IS THE CORE OF OUR BUSINESS

OUR COMMITMENT THROUGHOUT THE VALUE CHAIN
Our sustainability work stretches all the way through the entire value chain,
from bean to cup. Each part is important but Consumption and Coffee farming
are our most prioritized areas.

Social responsibility
Investments and commitment,
both at home and in producing
countries.
Consumption
Increase demand for certified
coffee and create awareness for
the challenges coffee faces.

INFLUENCE AND
RESPONSIBILITY,
FROM BEAN
TO CUP

Transport
Boats and trains all the way
to the roasting house.

Delivery
Effective, responsible
logistics solutions.
Processing
Energy-efficiency improvements,
renewable energy sources
and smart packaging.

LÖFBERGS COFFEE GROUP

Coffee farming
Encourage more sustainable
farming methods
and conditions.

Taking our stand in the debate
We have an ongoing dialogue, both in the
media and with various interest groups in
other channels, to increase the knowledge
regarding challenges that the coffee farmers
of the world are facing. We also take a clear
position in important issues for us as a
company, like equality, climate, food waste
and improved living conditions for the world’s
coffee farmers. In 2018/2019, we have been
especially active in Sweden, Denmark and UK.
Commitment throughout
the value chain
Together with our vision and values, this
commitment forms the foundation for our
sustainability work. For us, it involves taking
responsibility for people and the planet, all
the way from bean to cup.
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. Our
goals, initiatives and key performance
ratios are divided into the following areas:
finance, customers and markets, internal
processes, responsibility and employees.
The Director of Quality & Sustainability
is part of group management 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
Packaging Forum, as well as the more
temporary project groups like 100 per cent
Certified, 100% Renewable Energy and
Beyond 100% certified.
Our Code of Conduct – the basis
for our sustainability work
Our group-wide Code of Conduct, which
includes our Sustainability Policy and our
Business Ethics Policy, is the top-level
governing document for our sustainability
work. It is based on UN Global Compact’s
ten principles and covers environmental
issues, human rights, social compliance and
anti-corruption. All employees are educated
in our Business Ethics Policy during the introduction for new employees and everyone
working within the company has also signed
the policy. To ensure that any violations
against the code of conduct are reported,
we have a strictly anonymous whistleblower system in place.
Our Code of Conduct for Suppliers is our
most important steering document for
sustainability within our supply chain
and all suppliers must commit to it. Our
greatest risks connected to human risks
are in the supply chain. Child labour is
covered in our code of conduct, and we
have zero tolerance for human trafficking
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SUSTAINABILITY IS THE CORE OF OUR BUSINESS

and modern slavery according to the
UK Slavery Act 2015.
Supported by ISO-certified
management systems
Clear management systems are important
to achieve our ambitious goals. Our
operations are therefore largely covered
by ISO-certifications. Our Quality & Food
Safety Policy governs our systematic food
safety efforts, and our facilities in Karlstad,
Viborg and Riga are all certified according to
ISO 22000. The exception is the Crema micro
roasting house in Norway, which accounts
for less than 0.1 per cent of our production.
The facility in Karlstad, which is responsible
for 93 per cent of our production, also holds
the quality and environmental certifications
ISO 9001, ISO 14001 and FSSC 22000.
Löfbergs UK is certified according to
ISO 9001 and ISO 14001. The facility in
Riga is ISO 22000 and ISO 9001 certified.
Tax contributions
Our growth and profits contribute to tax
revenues in all countries we operate in.
This is a very crucial part of how we as
a company contributes to society, and
pays for the services that we enjoy and
that help our operations to function.
We always pay tax in the country where
the revenues are obtained, and we follow
established principles for transfer pricing
for our internal pricing.

LÖFBERGS COFFEE GROUP

OUR 2018/2019
FINANCIAL YEAR
Revenue

1 925 682

Operating expenses

-1 606 999

Salaries and remuneration
to employees

-255 356

Payments to providers of capital

-60 698

Debt

-585 466

Equity

-386 737

Tax paid to the public sector
Sweden

-5 041

Denmark

-1 638

Norway

-998

Latvia

-104

UK

0

Canada

0

Community investments

-9 960

Economic value retained

-15 112

(all figures are in SEK thousands)
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SUSTAINABILITY IS THE CORE OF OUR BUSINESS

Community investments
Besides taxes, we are also investing in society through our
development projects in coffee producing countries but
also in projects on our core markets. In total, we have
worked with more than 180,000 coffee farmers through
our own projects and cooperation projects. Our largest
community investment for coffee farmers is through
International Coffee Partners (ICP), a non-profit
organisation that we co-founded in 2001 together with
four other family-owned European coffee companies, that
today has grown into eight. Every financial year we invest
around SEK 1.7 million in the development projects carried
out within ICP. Moreover, we are also investing in our
initiative Next Generation Coffee with projects in Tanzania
(through ICP), Colombia (through FNC) and Kenya. We
made a decision this year to strengthen our commitment
for young farmers in Colombia.
In Sweden, we invest in the local community and sports.
Our main investment, which should also be seen as a
marketing activity, is one of Sweden's most successful ice
hockey teams Färjestad BK. We sponsor both the women’s
team and the men’s team. In 2017/2018, we prolonged
our sponsor agreement with three years. In Denmark, we
support a project called Knus Kræft, an initiative to raise
money for children with cancer. We are also supporting
local sports, not the least football, in Denmark. We have
started an initiative to, through our sponsorships, push on
important social matters like equality and mental illness.
NEXT GENERATION COFFEE is an investment where
we improve the development possibilities for young
coffee farmers.

LÖFBERGS COFFEE GROUP
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OUR SUSTAINABILITY STORY FROM 1906

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

1906

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

Co-founded International Coffee Partners
(ICP), which improves
conditions for smallscale coffee farmers.

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

Launched coffee that
is both organic and
Fairtrade.

Co-founded
CSR Sweden.

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

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

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

1993-1999

Environmental policy
drawn up.
First to remove aluminium
from coffee packaging.
Imported the first
container of organic
coffee into Sweden.
New green coffee goods
inward facility where
trains run right into the
roasting house.
Installed geothermal
heating in Karlstad.
Operations in Sweden
certified in accordance
with ISO 9001 (quality
management).

LÖFBERGS COFFEE GROUP

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.
The first in Sweden
to launch aluminiumfree, Fairtrade coffee
capsules.

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 con
sumption and CO2
emissions.
The Löfberg Family
Foundation is formed,
with the purpose of
promoting sustainable
development in
producing countries.

2000-2009
Created the Sustainable 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.
Operations in Sweden
and Denmark certified
in accordance with
ISO 22000.

Invited to join the
Swedish Leadership for
Sustainable Develop
ment 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.
New business ethics
policy and whistle-blower
function drawn up.

2010-2012
Produced our first
sustainability report.
Co-founded Coffee &
Climate, which helps
small-scale coffee
farmers to deal with
climate change.
Switched to electricity
from wind power in
Viborg, Denmark.

Reduced energy
consumption in Riga,
Latvia, through energy
mapping and additional
insulation.
Drew up a new threeyear 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).

2013-2015
Launched plantbased capsules for
the Nespresso system.
Opened Sweden’s first
high-bay warehouse
to achieve Environmental Building
Silver certification.
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.

Starts to phase out
the fossil plastic in
packaging and replaces
it with plant-based
alternatives. By 2030, all
packaging will consist
of only recycled or
renewable material.

First with the Plastic
Free Trust Mark
in the UK.
Presents a group-wide
program for inclusion.

2016-2017

The first to use Scania’s
new climate-smart
hybrid truck, which
reduces CO2 emissions
by 92 percent.
Collected more than
SEK 2 million for children
with cancer in Denmark
through Peter Larsen
Kaffe’s Crush Cancer
project.

Continues to increase the
share of bioLPG. Contributes to
reducing the company’s own
greenhouse emissions with 50
percent per produced tonne of
coffee compared to the base
year of 2005.
Establishes its own coffee
farm in Denmark with focus
on circular economy and
development of products and
solutions where more of the
coffee biomass is used.
Has supported more
than 80,000 smallscale coffee farmers
through International
Coffee Partners.

2018-2019

Launched Next
Generation Coffee – an
initiative that supports
young coffee farmers
in Colombia, Kenya and
Tanzania through education and direct trade.
Started roasting with
partly biogasol in our
main production site
in Karlstad.

Operations in Latvia
achieve silver level in the
Latvia Sustainability Index.
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GOOD RESULTS AND CONTINUED TOUGH GOALS

We are strengthening our positions in terms
of environmental and social sustainability, but
we have had a weak financial development
in the last financial year. In 2018/2019, we
put additional focus on more climate-smart

packaging and inclusion as well as increasing
our share of certified coffee. We are happy
and proud of what we have achieved, but are
at the same time humble about the challenges we face and always strive to be better.

We have brought together our main goals and performance
indicators to give an overview of our performance in 2018/2019.
The share of the group’s certified product range increased
to 90.4 per cent. In 2018, we attained the goal of reaching
75,000 coffee farmers within International Coffee
Partners, and this year we have formulated a new goal

GOAL FOR 2023: 100,000

GOAL FOR 2020: 100%

GOAL FOR 2020: 100%

GOAL FOR 2030: 100%

GOAL FOR 2020: 40%

GOAL FOR 2020: 12%

GOAL FOR 2020: 30%

RESULT FOR 2018/2019:

82,945

RESULT FOR 2018/2019:

90.4%

RESULT FOR 2018/2019:

RESULT FOR 2018/2019:

RESULT FOR 2018/2019:

RESULT FOR 2018/2019:

RESULT FOR 2018/2019:

Coffee farmers
have improved their
opportunities for
self-support within
the framework
of ICP

Certified
product range

Renewable
energy

Renewable or
recycled material in
all our packaging

Female
managers

Return on capital
employed

Increase in
coffee sold, tonnes*

(2017/18: 74.336)

(2017/18: 86.5)

(2017/18: 50.7)

(2017/18: 31)

(2017/18: 8.4)

(2017/18: 1.2)

Our work to achieve this goal
contributes towards achieving
SD goals 1-8, 13, 15 and 17.

Our work to achieve this goal
contributes towards achieving
SD goals 1-8, 12, 13, 15 and 17.

Our work to achieve this goal
contributes towards achieving
SD goals 7 and 13.

Our work to achieve this goal
contributes towards achieving
SD goal 5.

Our work to achieve this goal
contributes towards achieving
SD goals 8.

Our work to achieve this goal
contributes towards achieving
SD goal 8. * Compared to
2014/2015

LÖFBERGS COFFEE GROUP

58.1%

67%

Our work to achieve this goal
contributes towards achieving
SD goals 12 and 13.

34%

1.8%

8.9%
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GOOD RESULTS AND CONTINUED TOUGH GOALS

of 100,000 farmers by 2023. One great
focus in the new five-year plan is to make
more young people see a positive future
in coffee. The share of female managers
increased from 31 per cent to 34 per cent.
To strengthen ourselves in this area, we
have worked strategically with inclusion in
the last financial year. READ MORE ON PAGE 47
During the year, we have not reached our
financial goals, which can be explained
by increased competition that primarily
has had an effect on volumes. This in
combination with making great investments
for the future lead to us not reaching the
budgeted results this year.
Goals and initiatives
Our aim is to have clear long-term and
short-term measurable goals. For aspects
where we do not yet have defined goals,
we start with action plans and initiatives
guiding us in the right direction. Decisions
on reducing climate impact from our
business travelling, promoting fossil-free
procured transports for distribution 2030,
increasing the share of chargeable cars
and focusing our development projects on
the next generation of coffee farmers are
some examples.

The analysis helped us understand the
world around us, how the world will work
in 2030 as well as our role and mission as
a company hereafter. In 2019/2020, we
will present our strategy for 2030 with
revised purpose, vision, values, business
plan and appropriate measurable goals.
The strategy will fully support Agenda
2030. The strategy is not yet completely
developed, but will focus on areas like
circular economy, our role in creating
meaningful meetings between people and
to see our business as a part of a larger
ecosystem and not of a linear chain.

AGENDA 2030 – SUSTAINABLE DEVELOPMENT GOALS

*PESTLE: Political, Economic, Social,
Technological, Legal, Environmental.

The Global Goals provide guidance for
our operational goals on sustainability
and we fully commit to it.

Clear strategy towards 2030
This year we have worked with great strategic
efforts for 2030, including a PESTLE* analysis.

LÖFBERGS COFFEE GROUP
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CONTRIBUTIONS TO AGENDA 2030 AND THE GLOBAL GOALS
We fully commit to all of Agenda 2030. But we naturally have a greater
opportunity to affect and contribute more to some of the goals.
These are exemplified below.

SOURCING
No poverty
1.2 Reduce poverty by
at least 50 per cent
1.5 Build resilience of
the poor and those
in vulnerable situations.
Zero hunger
2.3 Double the productivity and
incomes of small-scale food producers.
2.4 Sustainable food production and resilient agricultural practices.
Decent work and economic growth
8.1 Sustainable economic growth.
8.8 Protect labour rights and promote safe working environments.
Climate action
13.1 Strengthen resilience and adaptive capacity towards climate change.
13.3 Build knowledge and capacity to meet climate change.

LÖFBERGS COFFEE GROUP

PROCESSING
Affordable and clean energy
7.2 Increase global percentage of renewable energy.
7.3 Double the improvement in energy efficiency.
Responsible consumption and production
12.1 Implement the 10-year framework on sustainable consumption
and production.
12.2 Sustainable management and use of natural resources.
12.5 Substantially reduce waste generation.
Climate action
13.2 Build knowledge and capacity to meet climate change.
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CONTRIBUTIONS TO AGENDA 2030 AND THE GLOBAL GOALS

EMPLOYEES
CUSTOMERS
Sustainable consumption and production
12.3 Halve global food waste.
12.8 Promote universal understanding of sustainable lifestyles.
Climate action
13.1 Strengthen resilience and adaptive capacity towards climate change.

LÖFBERGS COFFEE GROUP

Gender equality
5.1 End discrimination against women and girls.
5.5 Ensure full participation in leadership and decision-making.
Decent work and economic growth
8.4 Improve resource efficiency in consumption and production.
8.5 Full employment and decent work with equal pay.
8.8 Protect labour rights and promote safe working environments.
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SECURING THE COFFEE
OF THE FUTURE
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SECURING THE COFFEE OF THE FUTURE

Changes in climate are
impacting coffee harvest
and, consequently, the
125 million people who earn
their livelihood from coffee.
To secure coffee for tomorrow,
we are working hard to get
more young people to be able
to support themselves as
coffee farmers and adapt
to climate change.

WHERE WE BUY OUR COFFEE FROM

WHERE COFFEE IS GROWN

58%

Asia

31%

Africa

11%

WHERE COFFEE IS DRUNK

22% 65% 9% 4%

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

LÖFBERGS COFFEE GROUP

Latin America

South America
Brazil,
Colombia
and Peru

Africa
Ethiopia,
Kenya, Tanzania
and Uganda

Asia
Vietnam,
Indonesia
and India

Asia 21%

Europe 34%
Latin America 20%
North America 18%

Africa 7%
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SECURING THE COFFEE OF THE FUTURE

Climate change has an impact on coffee
harvest and, consequently, the 125 million
people who earn their livelihood from coffee.
To secure coffee for tomorrow, Löfbergs
Coffee Group is working hard to get more
young people to be able to support themselves as coffee farmers and adapt to
climate change.
Coffee is a unique commodity. Around the
world, we drink a combined total of 2.25
billion cups every day, and coffee supports
25 million farmers and their families in
about 70 different countries. Global coffee
exports are worth USD 19 billion every year
and consumption is increasing around 5
per cent per year. Coffee is an important
export commodity for many low- and
medium-income countries.
We purchase our coffee from about 20
countries, with the most important countries
shown on PAGE 20. Around 40,000 farmers
grow the coffee we buy from roughly 50
suppliers, where some are cooperatives
consisting of small-scale farmers.
There are two main types of coffee varieties,
arabica and robusta. Within the Löfbergs
Coffee Group, we almost exclusively use
high-altitude arabica.
THROUGH THE Next Generation Coffee
initiative, Emanuel gets help to develop
his coffee farm in south-west Tanzania.
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SECURING THE COFFEE OF THE FUTURE

Two big sustainability challenges
Climate change has an impact on the
entire planet, and coffee is a crop that
is extremely sensitive to the changes
affecting cultivation conditions in terms
of drought /rain/ temperature/soil
conditions/presence of plant diseases etc.
Half of all the land in the world where
we grow coffee run the risk of becoming
unusable by 2050 due to climate change
according to the Climate Institute.
The average age among coffee farmers is
increasing, in many places it is closer to
60. At the same time, more and more
young people do not see a future in coffee.

Together with climate change, these are
the greatest sustainability challenges
for our industry and something we are
working actively with in several ways, for
example in our development projects and
by purchasing coffee from certified farms.

farmers’ practical experience. The project
has developed a specific toolbox that can
be used by coffee farmers all over the
world. The project has reached almost
80,000 farmers so far and we see very
positive results.

Adapting to climate change
We operate the Coffee & Climate
project, together with the members of
International Coffee Partners and several
other coffee companies, as well as the
development assistance organisations
SIDA in Sweden and local NGOs. The
project combines knowledge from international climate research with coffee

Reducing the climate impact
of coffee farms
The biggest climate impact from our coffee
arises during farming, but under the right
conditions, coffee farms absorb more CO2
than they produce – they can be what are
known as “carbon sinks”. We therefore
encourage farmers to take part in climate
initiatives such as the Coffee & Climate

project and the Rainforest Alliance certification body.
Some coffee farms emit the powerful
greenhouse gas methane. These are the
farms that use the wet method, where
the flesh of the coffee cherries is removed
when soaked in water. With the right
technology, this gas can be captured and
used instead as climate-smart biogas,
which can replace fossil fuel and reduce
emissions.
Strengthening the next generation
Next Generation Coffee is our initiative to
encourage the young generation to see a
positive future in coffee farming. We work
to improve development opportunities
for the next generation of coffee farmers
through education and trading with few
intermediaries. At the same time, it is
a way for us to secure access to really
good coffee in the future. The education
includes sustainable farming methods
and increased equality. We are currently
working with young farmers in Tanzania,
Colombia and Kenya.

FACING climate change is one of the
greatest challenges for Jeni and other
coffee farmers.
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SECURING THE COFFEE OF THE FUTURE

OUR CONTRIBUTIONS TO INTERNATIONAL COFFEE PARTNERS PROJECTS

More than 80,000
coffee farmers
have been reached
(2018/2019)

BRAZIL, COLOMBIA,
DOMINICAN REPUBLIC,
EL SALVADOR, GUATEMALA,
HONDURAS AND PERU

Cooperation results in support
for more than 80,000 farmers
Together with four other privately-owned
European coffee companies we founded
the non-profit organisation International
Coffee Partners (ICP) in 2001. Today, the
number of family-owned European
companies operating ICP has risen to
eight, and Kathrine Löfberg has been
Chair of the Board since 2016. ICP supports
local projects that provide coffee farmers
with education and practical training in
subjects such as farming methods and
adapting to climate change. The farmers

LÖFBERGS COFFEE GROUP

INDONESIA
AND VIETNAM

CAMEROON,
TANZANIA
AND UGANDA

are small-scale, and they usually farm on
less than two hectares of land, which is
equivalent to about two football pitches.
The project’s method consists of help
to achieve self-help, and it focuses on
increasing productivity, improving coffee
quality and strengthening the farmers’
knowledge of marketing. This contributes
towards higher profits for the farmers in
both the short and long term. The participants
have often doubled or even tripled their
income, which naturally has a great
effect on the standard of living and the
development of the local community.
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SECURING THE COFFEE OF THE FUTURE

WITHIN ICP, WE IMPROVE THE
LIVELIHOODS OF SMALL-SCALE
COFFEE FARMERS.

The total budget is approximately EUR
1 million per year, of which our contribution
is around 15 per cent. Since 2001, EUR 15
million has been invested in projects in 12
countries. In many cases, we cooperate
with other players including the Swedish
International Development Cooperation
Agency (SIDA).
In 2018, we reached our goal, and now over
80,000 farmers and their families have
participated in our projects. The new fiveyear strategy for ICP was finalized this
year. To further strengthen young coffee
farmers and to align the work of ICP with
the Agenda 2030 goals are two important
objectives going forward. We are also
aiming to reach 100,00 farmers.
COUPLES SEMINARS ARE an important
part of the education we offer. It contributes
to greater equality, which in turn leads to
better profitability and living conditions for
the farmers and their families.
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COFFEE IS GROWN IN HIGH RISK COUNTRIES

A risk that is discussed more and more is fraud when it
comes to certification papers, especially on organic coffee.
Straight from the producing countries
The supply chain of coffee is in most cases long with
many middlemen. We purchase our coffee directly from
the producing countries with as few intermediaries as
possible, often only one to three between us and the
individual farmer. A large percentage is sourced from
small-scale coffee farmers who sell their coffee through
cooperatives. A delivery from a cooperative can consist
of coffee from hundreds 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

LÖFBERGS COFFEE GROUP
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If we discover something that conflicts with our code of
conduct, we have processes to handle these situations.
In first hand, we work with demands and support to
change it to the better. If that does not help, we can end
the cooperation. We have not had any reason to end any
cooperation this year due to violation against our code
of conduct.

(Tonnes)

95

When it comes to environmental impact from coffee
production, there is an increased focus on impact on
water qualities for the local communities around the
coffee farms. When using the wet method to peel of the
flesh from the coffee bean, there is a risk that streams
and rivers nearby are polluted.

Demands for respect for the environment
and human rights
Our Supplier Code of Conduct is based on the UN
Global Compact’s ten principles, the ILO’s fundamental
conventions and our own guidelines for ethics and
the environment. This Code of Conduct also includes
a requirement that suppliers guarantee GMO-free
cultivation.

HOW MUCH ORGANIC GREEN COFFEE WE PURCHASE

20
0

Two thirds of the world’s coffee producers are small-scale
and coffee is a family business, therefore issues such as
child labour is of course also a constant risk.

travelling to meet the farmers who deliver coffee to us.
This together with a systematic risk assessment and
evaluation according to our risk pyramid are our key
instruments for mitigating the above-mentioned risks.

19

High risk
The most prevalent global risks concerning human rights
are found in the agricultural sector, and coffee is no
exception. Low wages and long working days together
with the growing issue of migrant workers are some of the
biggest risks. Migrant workers involved in the picking are the
most vulnerable and a development that is global and also
prevalent in developing countries in the agricultural sector.

We are aware of the environmental risks and other
risks connected to corruption and human rights in the
producing countries. Our deep understanding of the
risks is also a reason to why we have decided to offer 100
per cent certified coffee READ MORE ON PAGE 44 and that we
have a systematic way to estimate and evaluate new
and current suppliers. However, the risk level is lower
each year as we purchase more and more coffee from
certified farms.
Our risk pyramid for raw material and finished goods
describes how we work with risk management within our
supply chain. Before starting up a new cooperation

REGULAR VISITS to the producing countries
increase our understanding of the farmers’
challenges.
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COFFEE IS GROWN IN HIGH RISK COUNTRIES

RISK MANAGEMENT WITHIN OUR SUPPLY CHAIN

HOW MUCH OF THE GREEN COFFEE
WE PURCHASE IS CERTIFIED
%
80

DEVELOPMENT MEETINGS, CALIBRATION
AND LONG TERM RELATIONSHIPS

70

EXTERNAL STANDARDS/CERTIFICATIONS

60

(Rainforest Alliance, Fairtrade, organic, UTZ, ISO, Iseal)

50
40

EVALUATION ON:

EVALUATION ON:

Quality, delivery performance,
cost & relationship

Environment, human rights,
working conditions, child rights

30

GENERAL RISK ASSESSMENT

20

(Origin / country, raw material, product, process)

SUPPLIER CODE
OF CONDUCT

SUPPLIER RISK ASSESSMENT
(incl. general & specific supplier criteria)

10

PURCHASING HANDBOOK, BUSINESS ETHICS POLICY, CODE OF CONDUCT
(general & specific supplier criteria)

0
2012/2013

2013/2014

2014/2015

2015/2016

2016/2017

2017/2018

Organic

Organic/Fairtrade

Rainforest Alliance

Rainforest Alliance/Organic

UTZ Certified

UTZ Certified/Organic

LÖFBERGS COFFEE GROUP

2018/2019

Fairtrade

with a supplier, we have a thorough assessment
process covering all aspects of sustainability as well as
quality. This assessment is made together with a risk
assessment covering origin/country, type of product,
process etc. After passing, all suppliers sign and commit
to our Code of Conduct for Suppliers. Current suppliers
are evaluated regularly on sustainability as well as quality
parameters. When visiting coffee farmers, we always

check sustainability and quality parameters such as
water management, labour situation, quality of the crops
etc. Data is registered and followed up until next time.
We educate our buyers and other key persons within
The Academy for Human Rights in Business within CSR
Sweden. We digitise our assessment and evaluation
tools to get an even better control of the data and
traceability to the farm level.
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MORE THAN COFFEE

PURCHASING CATEGORIES

Green coffee    

71.5%

Others

0.9%

Ready to drink

21,2%

Paper

0.5%

Instant

0.6%

Capsules

0.1%

Corrugated cardboard
Plastic
Ready to eat

2,4%
2%
0.7%

Total

42,545 tonnes

More than coffee
Our new business area Ready To work
with a number of different on-the-go
products based on coffee and caffeine,
but also raw bars and snacks sold under
the Superbonobo brand. We strive for all
products to be Fairtrade certified and/or
organic. We have the same requirements
and processes for the suppliers of these
products. However, the risks for the
Superbonobo products are a bit different
compared to green coffee. The Superbonobo
products are based on oat, cashew nuts,
cacao and dates. All ingredients are
certified organic with full traceability
and we have a close relationship with
the producers. Since it is a new area for
us, we are working intensively to gain
knowledge and secure the same sourcing
and supply chain procedures as for coffee.

NATURAL ENERGY! Our range of Ready
To products of ice coffee, caffeine water,
functional drinks etc.

LÖFBERGS COFFEE GROUP
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TOWARDS 100% RENEWABLE RESOURCES

Our goals to reduce our climate impact are
challenging and ambitious. By 2030, we strive
to use 100 per cent renewable resources and
reduce our emissions to net zero. We have
already reached our 2020 goal of 40% lower
climate impact. We are moving in the right
direction and are proud of our achievements
this last year.

The vast majority of the climate impact
from each cup of coffee we drink – 80 to
90 per cent – comes from farming the
coffee, which is why we focus our efforts
on the producing countries and sourcing
of certified coffee. But we also need to do
everything we can to reduce emissions
from our own production and business
operations. And we need to be better
at seeing coffee as a resource from bean
to grounds.That is something we have
intensified during the year.

LÖFBERGS COFFEE GROUP

More efficient use of energy
We have doubled our coffee production
in Karlstad since 1991, but our electricity
consumption has remained at the same
level as before thanks to a number of
energy efficiency measures. 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 Karlstad and Riga,
where the production to some extent still
depends on fossil-based gas, a propane/
butane mix in Karlstad and natural gas
in Riga. In October 2017, we took a great
step for our roastery in Karlstad when we
started to incorporate 20 per cent biopropane. We have increased the

OUR GHG EMISSIONS

TONNES CO2e
/TONNE
ROASTED
COFFEE

TONNES
CO2e

0.160

4.000
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
2005
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Own transport
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2014/2015
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2017/2018

Business travel

2018/2019

Energy

Emissions tonnes/produced coffee

(Tonnes of CO2e, Scope 1 and 2, as well as business trips in Scope 3.)
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TOWARDS 100% RENEWABLE RESOURCES

LÖFBERGS COFFEE GROUP

OUR CLIMATE IMPACT
FROM ROASTING DECREASED
WITH 18 PER CENT DURING
THE YEAR.

Renewable energy
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Scope 3
Emissions in scope 3 (upstream or downstream)
are to be mapped, identified and a strategy to
reduce emissions will be developed on the basis of
materiality and resourcefulness. For categories in
scope 3 with significant emissions (big or medium
emission source), and where the company has
resourcefulness, the company should present a
plan of how the emissions will be reduced. During
2019, the Haga Initiative will set new clear targets
for Scope 3.
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Scope 2
Purchased energy should be renewable or recycled.

0
7,592

HE

Scope 1
The target is net zero emissions by 2030. The target
means at least 85 per cent reduction in emissions
from the company’s own operations compared
to a base year that can be any year after 1990. To
reach net zero emissions, the remaining emissions
can be reduced through carbon offsets. The aim
is a fossil fuel free company. Exception: If the
company can show significant measurable
emission reductions in other scopes.

ENERGY CONSUMPTION AT OUR FACILITIES

EC
T

Tough climate goals
with the Haga Initiative
By 2020, our emissions of greenhouse gases
per tonne of coffee produced should be cut
by at least 40 per cent (compared to
2005).* Our environmental footprint
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 50 per cent meaning that
we have surpassed our goal of 40 per cent
2020 already, which we certainly are very
proud of. It is especially due to the fact
that we fly less and that we have increased
the share of bioLPG for roasting at the
production facility in Karlstad. Our goal
is to reduce our emissions to net zero by
2030. We are proud that we are taking
big steps in the right direction, but we
continue and are not satisfied yet.

Definition of the Haga Initiative's
new targets towards 2030

EL

proportion to 30 per cent and made a
decision this year to convert to 100 per
cent biopropane in 2020. Our climate
impact from roasting has decreased with
18 per cent compared to last year. For the
factory in Viborg, we purchase 100 per
cent biogas via the city gas system.

2018/2019

Fossil energy

(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 per cent of production volumes.)

COFFEE PRODUCTION IN RELATION TO LPG AND ELECTRICITY CONSUMPTION
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(Applies to the facility in Karlstad)
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TOWARDS 100% RENEWABLE RESOURCES

HOW MUCH PLANT-BASED PACKAGING MATERIAL WE USED
Corrugated cardboard

49%

Paper

11%

Plastic

33%

Plant-based plastic

Total

TODAY, 67 PER CENT OF ALL
PACKAGING MATERIAL WE
PURCHASE IS PLANT-BASED.

LÖFBERGS COFFEE GROUP

7%

2,031 tonnes

Towards a renewable packaging future
All our packaging will consist of renewable
or recycled material by 2030; an ambitious
goal that we set during 2018. Besides our
2030 goal, we are dedicated to reducing
the amount of material in our packaging
and make sure that the material we use
can be recycled or reused. Using as little
plastic as possible is incredibly important
and we are proud that our vacuumpackaged coffee has a very thin plastic,
which is possible thanks to a paper wrap.
This year, we have taken important steps on
our journey towards 100 per cent renewable
and/or recycled material by 2030.
Plastic from renewable
or recycled resource
We have been looking for an alternative to
fossil plastic for our packaging for a long
time. In 2017, we carried out the first test
run with a mix of plastic from sugar cane.
This last financial year, we have launched
a more climate-smart coffee packaging
with up to 34 per cent lower climate
effect thanks to the possibility of replacing
parts of the fossil plastic with Green PE,
a renewable plastic made of residue from
sugar cane that is fully recyclable. Our new
PET with a 25 per cent mix of recycled
plastic was launched as well this year.

Plant-based coffee capsules in Denmark
Coffee capsules are subject to criticism due
to the waste dilemma from one single cup
of coffee. Most capsules are made from nonrenewable materials such as aluminium
and plastic, which have a significant
environmental impact. In 2016, we launched
capsules for the Nespresso system made
of plant-based material instead of fossil
plastic or aluminium. They meet the criteria
for industrial composting. The climate
impact is 15 times lower than that of
aluminium versions and four times lower
than that of polypropylene capsules. The
capsules are available under our Danish
brand Peter Larsen Kaffe right now, but
have previously been sold in Sweden and
the UK too, but were removed due to a
receding sales development of capsules.
Circular approach
Our use of materials is based on a circular
approach, and we strive to develop materials
that are fully adapted for material recycling.
Green coffee accounts for the largest
amount of material of the total material
usage in our own production and is a fully
renewable raw material. The total quantity
of waste from our facility in Karlstad
last year was 705 tonnes. Majority of the
waste, 74 per cent, was used for energy
recovery. 13 per cent was recycled. 0 per
cent ended up in landfill. We are proud
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TOWARDS 100% RENEWABLE RESOURCES

HOW MUCH RAW MATERIAL WE USE
93.5%

Green coffee  

Corrugated cardboard* 3.1%

OUR PLANT-BASED coffee capsules
have 15 times lower climate impact
than aluminium capsules.

that basically all our waste is recycled in
the form of energy, materials or biogas.
The coffee grounds that arise at the
consumer is rich on energy and is excellent
as manure or anaerobic digestion for
biogas. Other more refined products as
oil, flour, protein and material for furniture
can be developed from coffee grounds.
Boat and train all the way in
to the roasting house
Our coffee is grown on the green slopes of
the Andes, in the highlands of Sidamo in
Ethiopia and several other places in the
Coffee Belt. This means that the coffee
beans travel a long way to reach our part

LÖFBERGS COFFEE GROUP

IN OUR NEW, more climate-smart
packaging, we replace fossil plastic
with plant-based alternatives.

of the world, Sweden, Latvia, Denmark and
Norway. We are dedicated to reduce the
climate impact from transporting beans
to us and then finally to our customers
and consumers. 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 reduces our carbon dioxide emissions
by approximately 3,000 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 transported by lorry to our roasting houses in
Denmark and Latvia.

Plastic

2.7%

Paper*

0.7%

Other

<0.1 %

Total

30,400 tonnes
*Renewable material

  

HOW WE RECYCLE OUR WASTE
Energy recovery                

74%

Recycling of materials

13%

Incineration

11%

Anaerobic digestion

2%

Landfill          

0%

Total

705 tonnes

(Applies to our facilities in Karlstad)
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TOWARDS 100% RENEWABLE RESOURCES

THE HAGA INITIATIVE
Löfbergs Coffee Group has been a part of the Haga
Initiative since 2011. 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. We also influence politicians to set
tougher climate targets.
The network has 15 members, including Axfood,
McDonald’s, Coca Cola and Lantmännen.

To reduce the number of transports, we continually
strive to make planning and packing as efficient as
possible. Our new high-bay storage facility is strategically
located close to both the motorway and the railway in
order to avoid heavy traffic in central Karlstad. Since
2016/2017, a brand-new type of lorry has been running
between our central roasting house and our high-bay
warehouse outside of Karlstad. This is Scania’s first
hybrid of its kind, and it runs on electricity and HVO
diesel, reducing emissions for transportation by up to
92 per cent.
Through collaboration in the Haga Initiative and Fossil
Free Sweden, we try to increase the conversion rate
for renewable fuel. Our 2030 goal is that all procured

LÖFBERGS COFFEE GROUP

road transports in the Nordic region will drive on
100 per cent fossil-free fuel.
More sustainable business travel
with Fly Green Fund
It is important for 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 our business
flights, but since 2016 we have been supporting the
Fly Green Fund instead. The fund is devoted to the
development and use of fossil-free aviation fuel. We
have a policy stating that we shall prioritize train before
flying and always investigate the possibility of having a
digital instead of physical meeting.

We also work on reducing the emissions from our
company cars. In 2018/2019, the share of chargeable
company cars increased to 18 per cent. We also have a
clear car policy with the aim to push for a shift towards
electric hybrid cars.

OUR HIGH-BAY STORAGE in Karlstad got an
Environmental Building Silver certification
from the Sweden Green Building Council.
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SUSTAINABLE PRODUCTS
AND BUSINESS
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SUSTAINABLE PRODUCTS AND BUSINESS

Our goal is to offer truly sustainable coffee
to secure good coffee in the future, contribute
to a positive social development and continue
being profitable over time. A large part of
our sustainability work is therefore to increase
the demand for coffee from certified farms
together with our customers.
Changes in consumption
patterns, a continued focus
on price and a competition
for the consumers’ loyalty are
important market challenges
that we are facing in our everyday business.
The demand for certified products is
constantly increasing among consumers and
contributes to us being one of the largest
buyers of organic and Fairtrade coffee.
More choose sustainable products
Our customers operate in several different
segments and in many different countries.
Interest in and expectations of environmental
WE RECEIVE MANY positive comments
in the UK, where we were first with the
Plastic Free Trust Mark.

LÖFBERGS COFFEE GROUP

and social sustainability vary among these.
Our ambition is to always meet and rather
exceed the requirements imposed on us as
well as actively contribute to making our
customers more sustainable, both in terms
of selecting the coffee and how the coffee
is served and consumed.
The perspective of sustainability is generally
a more integral element of the dialogue
with our customers, compared to just a
couple of years ago. Our customers and
other interested parties in Sweden, Denmark,
Finland and the UK expect us to deliver
certified coffee and that we contribute
with an active sustainability work. In the
Baltic region and in Canada, we are working
on increasing the demand by introducing
certified products.
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SUSTAINABLE PRODUCTS AND BUSINESS

We welcome rising expectations and see it as an obvious
strength to have sustainability in our DNA. This is something
that differentiates Löfbergs Coffee Group and our brands
in all markets in a positive way.
We are also working hard to clarify and specify additional
value, and getting paid for this. It is still a continued focus
on price in the coffee business, at the same as the development in sustainability profiling is rapidly growing. To appeal
and catch the next generation of consumers’ demands and
preferences, we always have to keep renewing our work.
Satisfied customers
We have satisfied and loyal B2B customers within Out of
Home and Private Label as well as in the grocery retail sector.
We were also ranked as Sweden’s best supplier in
the Hot Beverage category for the third consecutive year
according to customers in Kedjebarometern, and the third
best supplier regarding Sustainable Development & CSR.
In the Supply Barometer, we are ranked as the best
supplier in all categories. When measuring the collective
customer satisfaction among Swedish Out of Home
customers in Customer Relationship Index (CRI), we got
a value of 66 compared to the business average of 57.
Strong sustainability profile
We carry out and participate in several surveys and
rankings to keep us updated on how customers and
consumers perceive and evaluate us from a perspective
of sustainability. The overall results from these surveys
IN DENMARK, we received the award as this year’s
CSR supplier, an honour we are very proud of.

LÖFBERGS COFFEE GROUP

WE ARE ONE OF THE WORLD’S
LARGEST BUYERS OF ORGANIC
AND FAIRTRADE COFFEE.

show that our brands have a strong sustainability profile
in several of our markets. The Danish consumers, for example,
see Peter Larsen Kaffe as Denmark’s most sustainable
coffee brand. In Sweden, we follow Sustainable Brand
Index, where our long-term goal is to be top 10 among
food companies.
We are also happy about a number of sustainability
awards that we received this year. Löfbergs won the
Nordic Choice Hotel Sustainability Award that the hotel
chain Nordic Choice presents to the most sustainable
supplier in Scandinavia. In the UK, Percol won two silver
medals in the category Environment and Sustainability
at EFIA Print Awards and the Startpack Gold Star Award
in the category Food & Beverage for our new Plastic Free
Trust Mark and compostable packaging. Peter Larsen
Kaffe was chosen as the CSR Supplier of the Year by the
Branded Manufactures Association in Denmark. In Sweden,
Löfbergs was awarded Garant Eco Star for its work with
organic products.
Another acknowledgement that we live up to the high
quality and sustainability requirements is the fact that
several international brands with high demands have
chosen us as their partner. McDonald’s, IKEA and Sodexo
are some examples.
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SUSTAINABLE PRODUCTS AND BUSINESS

Fairtrade gives the farmer supplementary revenue
We are one of the world’s largest buyers of organic
and Fairtrade coffee. In 2018/2019, we purchased
4,935 tonnes of Fairtrade labelled coffee, which means
that the cooperatives and the small-scale coffee farmers
got an additional bonus of SEK 50 million. Thanks to
our many visits and journeys to the producing countries,
we are well aware of how the certifications and the
additional money improve the possibilities and living
conditions for the coffee farmers and their families.
The long-term goal is that all coffee we sell should be certified
according to any of the accepted labels we work with. One
first milestone includes the coffee under our own brands.
New demands from consumers
An important matter for us to have knowledge of is what
today’s and not least the next generation’s consumers and
coffee drinkers value. The development in the beverage
category is rapid and a lot is happening that affects our
business. A strong trend is the increase of On the Go
consumption and an increased demand for iced coffee
beverages for example. At the same time, consumer
surveys focusing on food and retail goods show a number
of sustainability related trends regarding behaviour and
preference. Increased demand in organic and Fairtrade
as well as health and sustainability is one example.
Increased requirements in responsibility combined with
price awareness is another.
We have many activities where we meet and talk to
our target groups. In Sweden, we meet our consumers
at Löfbergs Roaster & Coffee Shop in Stockholm and
Karlstad and at our mobile coffee bars. We often

LÖFBERGS COFFEE GROUP

VEGAN, ORGANIC and full of flavour. Our range of ice
coffee is growing and is now available with oat milk.

arrange talks on relevant subjects related to coffee
and sustainability. We have for many years been the
meeting point for coffee at festivals all over Denmark.
We have evolved the concept towards open innovation
by inviting different target groups in our product
development. In UK, the Baltics and Finland we meet
consumers at our mobile coffee bars and talk about
everything around coffee.

AT FESTIVALS and other events, we meet consumers and
get feedback that helps us develop.

Sustainable products and methods
We prioritize innovation and are continuously developing
our assortment as well as our products and services. We
are continuously launching new products, not the least
within our fast growing category Ready To. One example
is our new vegan-friendly ice coffee with oat milk, which
is organic and Fairtrade just like our other ice coffees. It
is also packed in a can of carton. This ice coffee won a
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SUSTAINABLE PRODUCTS AND BUSINESS

bronze medal at SIAL in Toronto,
North America’s largest food innovation
trade show.
In Sweden, we continued to make the
consumer aware of unnecessary coffee
waste by drinking up everything in the cup
and avoid washing coffee down the drain.
Every year over 300 million litres of coffee
go to waste in Sweden. It is unnecessary
waste of the earth’s resources. We also
launched the web series “The Question”,
where we focus on issues that stand
between us and a better tomorrow, for
example sustainability, racism, discrimination,
mental illness and homophobia.
In Denmark, we are working hard to
increase the understanding on how coffee
can be used with a more circular approach.
We run Denmark’s only coffee farm, where
the aim is to shed light on coffee as a
resource from a broader perspective than
just the beverage itself, for example the
grounds and the flesh. We include other
interested parties in the work, and
together we develop new products and
ways of working that promote both farmers,
consumers and us.
IN DENMARK, we let festival visitors all
over the country find out how many
coffee beans it takes to make one cup.

LÖFBERGS COFFEE GROUP

In the UK, we are influencing in a more
sustainable direction. At London Coffee
Festival, we built a display case completely
out of carton, which quickly became

THE INTEREST WAS BIG when we let
consumers in Sweden find their own
favourite cold coffee drinks.

a topic of conversation and got more
people to talk about how the coffee world
can work in a more sustainable way. We
collected all coffee grounds – for the first
time at London Coffee Festival – and used
it as compost. We also displayed our new
Plastic Free Trust Mark packaging that
Percol started using this year.
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SUSTAINABLE PRODUCTS AND BUSINESS

Certified coffee makes a difference
The Löfbergs Coffee Group has worked with different
certifications such as Fairtrade, Rainforest Alliance and
UTZ since 1996. The common denominator for these
certifications is that they, in the right hands, contribute
towards more sustainable coffee farming, and improve
coffee farmers’ development opportunities. Other benefits
include healthier ecosystems on and around farms,
farmers using more sustainable agricultural methods.
On our visits to cooperatives and farmers, we see all the
benefits of certification with our own eyes. Some examples
include the position of women being strengthened and
improved conditions for children’s education. Access to
healthier food is also ensured, and the knowledge of
organic farming is improved.

the coffee we purchase for Private Label customer, must
be certified, but we are working to encourage all our
customers to request certified coffee. We will not give up
until we reach 100 per cent.

HOW MUCH OF THE COFFEE WE SELL IS CERTIFIED

100%

82.2%

84.8%

LÖFBERGS COFFEE GROUP

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.

90.4%

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

75%

In 2018/2019, the share of certified coffee we purchase
increased from 54 to 72 per cent. The increase is due to
the fact that the purchases of Rainforest Alliance certified
coffee increased significantly. Rainforest Alliance accepts
a five-year plan for its label, where at least 30 per cent
of the coffee in a package must come from certified
farms in the first year, increasing to 100 per cent within
five years.
Today, 90.4 per cent of our assortment is certified, an
increase with 3.9 percentage units compared to 2017/2018.
Our goal is for our entire range, i.e. 100 per cent 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. The share at Peter Larsen Kaffe has
significantly increased. We have not yet agreed on a point
in time by which all purchased green coffee, including

OUR SUSTAINABILITY LABELS

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.

2014/2015

2015/2016

2016/2017

2018/2019

GOAL 2020

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.

(Relates to own brand sales)
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COMMITTED AND PROUD EMPLOYEES

We are proud of our employees and we are
happy that almost 90 per cent of our
employees are proud to work in Löfbergs
Coffee Group. But there is still much to be
done. One of our most important issues is
to increase our diversity and become a more
inclusive workplace, where our employees
can develop and feel good. A safe working
environment and developing our leaders and
employees are always high on our agenda.

PROPORTION OF EMPLOYEES AND MANAGERS

38%
62%

34%
66%

NINETY-ONE PER CENT OF
THE GROUP’S EMPLOYEES SAY
THAT THEY BELIEVE IN OUR
GUIDING VALUES.
2018/2019

2018/2019

Women, employees

Women, managers

Men, employees

Men, managers

NUMBER OF EMPLOYEES

Naturally, we have great coffee on all markets where our
almost 400 employees work. But more than that is needed if
people are to thrive in their workplace. Our corporate values
are shared by all who work within the organisation, whatever
their market. We want our employees to develop and get the
tools they need to do a really good job.
It is therefore particularly pleasing to see that as many as 91 per cent of the group’s
employees say they believe in our values, according to the latest employee survey from
2018. We believe it is essential that our organisation is characterized 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, we still have much more to do. One of our most important issues going

LÖFBERGS COFFEE GROUP

18

46

NORWAY

UK

46

BALTICS

Men

65

179

DENMARK

SWEDEN

Women
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COMMITTED AND PROUD CO-WORKERS

forward is to increase our diversity and become a more
inclusive workplace, where all our employees can develop
and feel good.
Our organisation consists of 354 people, where the vast
majority (93 per cent) is permanent employees and full
time. Around 27 per cent work in our production at the
facilities in Sweden, Riga, Denmark and Norway, and 73
per cent work in office and sales positions.
A safe and healthy work environment
Our most valuable assets are the people working within
our group. We care about offering a work environment
that is safe and healthy on an everyday basis and
long-term. Our most prevalent occupational risks are
stress-related illness, accidents within our production
and our salespeople spending many hours on the roads.
We have a zero vision when it comes to accidents.
All managers in Sweden have been educated in work
environment law and systematic work environment.
Issues regarding work environment should be followed up
at monthly department meetings. Our employee survey
covers questions related to psychosocial health. Based
on the results, every manager develops a plan if needed
with support from HR.

but also about who we are and what we believe in.
By 2020 we aim at having a gender balance among our
managers. We are slowly moving in the right direction,
but it is not fast enough.
This year, our board is gender balanced with 50 per cent
women/men. Within the organisation as a whole, 38 per cent
of our employees are female, while at management level
the figure is 34 per cent, an increase with 10 per cent
compared to last year.
To ensure that we are advancing in the right direction,
we started a strategic initiative with the goal to identify
the norms and structures that work against us when it
comes to gender equality in 2017/2018. The work has
continued this year with a focus on increasing the
knowledge within group management and among our
managers, analysing our present and develop an action
plan. We are working together with the University of
Karlstad and their newly started network called Gender
Academy. In 2019/2020, the work will continue with
larger parts of the organisation.

We have had 10 minor incidents in Sweden during
the year, but no serious ones that have led to any
absence/fatality. Our absence is on a stable level from
year to year (around 2-3% in Sweden).
Inclusion and diversity high up on the agenda
Increasing gender equality and promoting inclusion is
a strategically prioritized area for all of Löfbergs Coffee
Group. It is partly about it being better for our business,

LÖFBERGS COFFEE GROUP

WE WON the newly instituted Genius Award for our work
with equality and social sustainability.
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COMMITTED AND PROUD CO-WORKERS

OUR LEADERSHIP AND
MANAGEMENT PROGRAMME
Our leadership program aims to develop and
prepare our leaders skills and behaviours to lead
in an unpredictable environment, strengthen the
internal network and build a common culture. So
far, 81 leaders have taken part in the programme
which consists of 4 modules.
Module 1:
Getting to know yourself as a leader. Being a
leader in Löfbergs Coffee Group focusing on values,
sustainability and diversity.
Module 2:
Developing business skills, presentation technique,
understanding how to drive sustainable business
development in accordance with our strategy and
vision.
Module 3:
Leading change, coaching, handling conflicts and
building efficient and highly motivated teams.
Module 4:
Presentation of a business challenge to the top
management of Löfbergs Coffee Group.

Our managers should urge for change
When it comes to leadership, we have clear expectations
on our leaders in their daily work as well as the strategic
work. In addition to being guided by our values, they shall
act to encourage a business that is sustainable in the long
term. It is important that they are available and present
for their employees. We expect that our leaders are the
ones who go first and lead the change and development
that is required for us to reach our goals.

educated in our policy during the introduction for new
employees and everyone working within the company
has also signed the policy.

This year, we have carried out the first round of our new
leadership development program with great focus on
leading in an unpredictable world.

The system has been designed for confidential 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. We also have
questions concerning corruption in the employee survey.
We have not had any anonymous reported cases during
the year.

Active employeeship in focus
We work in different ways to develop our employees. We
have a talent program and we work with e-learning as
well as other competence development on different themes.
The basis for it all is the performance appraisals talks that all
employees shall have once a year. Large parts of the group’s
employees have been educated in active employeeship
this year. The goal is that all employees go through this
education.

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

We are continuously working with our values and what
they mean and how they affect how we act.

Preventing and taking action against corruption,
harassment and unethical behaviour
It goes without saying that good business ethics is core
for us. This means that we actively combat corruption
and unethical business methods in the countries where we
operate. Our most prevalent risks occur in contact with
clients and suppliers; co-workers within sales and sourcing
are perceived as the positions posed with highest risks.
Our prevention work begins with our Business Ethics Policy
that has a basis in UK Bribery Act. All employees are
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ABOUT OUR SUSTAINABILITY REPORT

This is our eighth annual
sustainability report, and it
concerns the financial year
from 1 July 2018 to 30 June
2019. We report on our efforts
to achieve a sustainable
development through the
entire value chain – from
bean to cup.
To guarantee the relevance of our sustainability reporting
and to ensure that nothing of importance is overlooked,
we apply the guidelines of the Global Reporting Initiative,
GRI. This year we have used the new generation of the
framework, GRI Standards, Core level. A GRI index is
found on the next page.
Focus on what’s most important
Our responsibility and sustainability approach ranges
through the entire value chain, from bean to cup. Risks
and opportunities are different in various parts of the
chain. The content of this report reflects what’s of
most importance in regards to our business’s impact
on people, environment and economy, as well as our
stakeholders’ agenda and expectations. The process
of identifying prioritized aspects is based on open and
attentive internal and external dialogue. It also draws on

LÖFBERGS COFFEE GROUP

an external analysis based on the networks in which we
participate, as well as regular customer and consumer
surveys.
Two big sustainability challenges
The knowledge of the sustainability challenges we
face, as well as the surrounding world’s expectations
and our own business and market presence, is under
continuous development. In the last couple of years, the
materiality analysis has been updated with a renewed
environmental and sustainability study as a basis,
including interviews with key individuals within the group.
Due account has been given to steering framework
as Agenda 2030 and the global goals, criteria in GRI
SRS and the specified areas in the legal requirement
on sustainability reporting (environmental, social and
employee-related, human rights and anti-corruption
matters).
In summary, the analysis highlighted that climate
change and the next generation’s coffee farmers are
the two most important sustainability challenges for
Löfbergs Coffee Group, and that we should continue
to emphasize our work in the farming stage and the
customer and consumers stage for the greatest effect.
The analysis also indicated increasing significance of
some matters where the knowledge and work may need
to develop further. Examples include choice of packaging
materials and circular economy, follow-up of ethical
and social risks in business relations, the perspective of
children’s rights and specific farming-related aspects as
land rights and water footprint.
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ABOUT OUR SUSTAINABILITY REPORT

THE TABLE BELOW GIVE AN OVERVIEW OF PRIORITIZED SUSTAINABILITY RISKS AND
AREAS, FROM BEAN TO CUP:

PART OF VALUE CHAIN

SUSTAINABILITY IMPACT & RISKS

Sourcing - Coffee farming

Climate impact and adaptation. Sustainable coffee
cultivation. Livelihood of coffee farmers. Community
investments (farming methods, training). Social conditions,
respect for human rights (high-risk countries).

Processing

Energy-efficiency, renewable energy sources. Transports
and logistics. Packaging material and innovation. Waste.
Environmental compliance (water, emissions, noise).

Workplace - Employees

Working conditions. Health and safety. Equality and Diversity.
Values and leadership. Business ethics and Anti-corruption.

Marketing & Sales Customers

Knowledge sharing and demand for certified coffee and
labelled products. Sustainable added values, business
partnerships.

Consumption - Consumers

Knowledge and demand for certified coffee.
Reduce food waste.

Community engagement –
local society

Social sponsoring and local community engagement/
investments. Tax contribution. Policy contribution and
influence (through networking and debate).

Reporting principles
Data for key performance disclosures and
statistics is gathered from our internal
business systems. The reported data
applies to the entire business (Löfbergs
Coffee Group) unless otherwise stated.
No external audit of the report has been
performed. However, our business is
regularly audited by external auditors
through our participation in environmental,
quality and food safety certification
programs. As members of the Haga Initiative
climate network, we also receive external
support for quality assurance regarding
climate data. Together with the other
member companies, we publish an annual
climate disclosure in accordance with the
GHG Protocol – a standard for calculating
and reporting on greenhouse gas emissions.

If you have any questions or
thoughts, please get in touch!
Eva Eriksson
Director of Quality & Sustainability
+46 (0)54-14 01 23
eva.eriksson@lofbergs.se
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GENERAL DISCLOSURES
GRI 102
(2016)

Organisational Profile

102-1

Name of the organisation

1

102-2

Activities, brands, products, and
services

8-12

102-3

Location of headquarters

9

Comment

Page
number(s)

102-4

Countries of operation

9-10

102-5

Ownership and legal structure

8

102-6

Markets served

8-12

102-7

Scale of the organisation

8-12

102-8

Information on employees and other
workers

102-9

Supply chain

Reported data include permanent employees, staffing based employees and
temporary employees on all markets. Data reported is based on the status
per 2019-08-31.

46-47

Communication and Stakeholder engagement
102-40

List of stakeholder groups

We conduct a continuous dialogue with several stakeholder groups: Our different
Customer groups, Consumers, Employees, Owners and Company board, Coffee
farmers, Suppliers and business partners, Local authorities and Communities,
Politicians, NGOs and Academia/Research institutes

102-41

Collective bargaining agreements

100 per cent of the employees in Sweden.

102-42

Identifying and selecting
stakeholders

Our key stakeholders are those having a direct or indirect impact on our business
and operations, and/or those that we impact directly or indirectly through the
value chain. When identifying important stakeholder groups, we also include groups
and representatives that can contribute with knowledge and new perspectives for
our development.

102-43

Approach to stakeholder engagement

102-44

Key topics and concerns raised

Significant changes to the organisation and its supply chain

No significant changes.

102-11

Precautionary Principle or approach

The precautionary principle is integrated in our approach for sustainable business
development. It is a part of our ISO 14001-certified environment management system,
and included in our processes for assessing and evaluating product and operations
changes and development.

16

Reporting Practice

24-31

102-10

16, 50
Working conditions in our supply chain, recyclable and renewable packaging materials,
food waste and gender/equality are subjects we have been discussing internally and
externally during the year.

102-45

Entities included in the consolidated
financial statements

10-11

102-46

Defining report content and topic
boundaries

50-51

102-47

List of material topics

102-48

Restatements of information

50-51
“No such changes”

50-51

102-12

External initiatives

16-17, 44

102-49

Changes in reporting

102-13

Membership of organisations

15

102-50

Reporting period

2018/2019

50-51

102-51

Date of most recent report

November, 2018

50-51

102-52

Reporting cycle

Annual

50-51

102-53

Contact point for questions
regarding the report

102-54

Claims of reporting in accordance
with the GRI Standards

102-55

GRI content index

102-56

External assurance

Strategy
102-14

Statement from senior decisionmakers

4-6

102-15

Key impacts, risks, and opportunities

16, 22-23,
50-51

Ethics and Integrity
102-16

Values, principles, standards,
and norms of behaviour

12-16

50-51

50-51
This report has been prepared in accordance with the GRI Standards: Core option.
52-53
No

Governance
102-18

Governance structure

LÖFBERGS COFFEE GROUP
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SPECIFIC DISCLOSURES
ECONOMIC
Boundaries

Comment

Reduction of greenhouse gas emissions

GRI 306 (2016)

Effluents and Waste

20, 28-29

103-1, 2, 3

Management Approach

306-2

Waste by type and disposal method

GRI 307 (2016)

Environmental Compliance

103-1, 2, 3

Management Approach

307-1

Non-compliance with environmental laws and regulations

GRI 308 (2016)

Supplier Environmental Assessment

103-1, 2, 3

Management Approach

308-1

New suppliers that were screened using social criteria

Löfbergs Coffee Group

30

308-2

Negative environmental impacts in the supply chain and
actions taken

Löfbergs Coffee Group,
Supply chain

26-31

GRI 201 (2016)

Economic Performance

103-1, 2, 3

Management Approach

201-1

Direct economic value generated and distributed

Löfbergs Coffee Group

17, 20

201-2

Financial implications and other risks and opportunities
due to climate change

Löfbergs Coffee Group,
Supply chain

24-31

GRI 203 (2016)

Indirect Economic Impacts

103-1, 2, 3

Management Approach

203-2

Significant indirect economic impacts

Food Proc. Sector
Supplement

Sourcing and Procurement Principles

103-1, 2, 3

Management Approach

G4-FP2

Percentage of purchased volume which is verified as being
in accordance with credible, internationally recognized
responsible production standards, broken down by standard

GRI 205 (2016)

Anti-corruption

103-1, 2, 3

Management Approach

205-2

Communication and training about anti-corruption
policies and procedures

Löfbergs Coffee Group,
Supply chain

205-3

No confirmed incidents of corruption

Löfbergs Coffee Group

16-17,
28-29
Supply chain

18, 24-31

20, 30-32,
34-39
Löfbergs Coffee Group,
Supply chain

31

16, 48
16, 48

GRI 301 (2016)

Materials

103-1, 2, 3

Management Approach

301-1

Materials used by weight or volume

Production within
Löfbergs Coffee Group

36-37

301-2

Recycled input materials used

Production within
Löfbergs Coffee Group

36-37

Energy

103-1, 2, 3

Management Approach

302-1

Energy consumption within the organisation

36-37

34-35
Löfbergs’ facilities in
Karlstad, Viborg and Riga.

Omission: Sandefjord is not included
because the roasting house accounts for
less than 0.1 per cent of production volumes

34-35

302-3

Energy intensity

Löfbergs’ facilities in
Karlstad, Viborg and Riga.

Omission: Sandefjord is not included
because the roasting house accounts for
less than 0.1 per cent of production volumes

34-35

302-4

Reduction of energy consumption

Löfbergs’ facilities in
Karlstad

Premises in Karlstad, which stand for 93
per cent of the production

34-35

GRI 305 (2016)

Emissions

103-1, 2, 3

Management Approach

305-1

Direct (Scope 1) greenhouse gas emissions

34-35, 38
Löfbergs’ facilities in
Sweden and production
in Denmark

34-35

305-2

Indirect (Scope 2) greenhouse gas emissions

Löfbergs’ facilities in
Sweden and production
in Denmark

34-35

305-3

Other indirect (Scope 3) greenhouse gas emissions

Business travel in Sweden

34-35, 38

LÖFBERGS COFFEE GROUP

Löfbergs Coffee Group,
Supply chain

36-37
Premises in Karlstad,
which stand for 90per
cent of the production

36-37

16
Premises in Karlstad,
which stand for 90 per
cent of the production

No reported cases during the year.

25-32

SOCIAL

ENVIRONMENTAL

GRI 302 (2016)

34-35, 38

305-5
Page
number(s)

GRI 403 (2016)

Occupational Health and Safety

103-1, 2, 3

Management Approach

403-2

Types of injury and rates of injury, occupational diseases,
lost days, and absenteeism, and number of work-related
fatalities

GRI 404 (2016)

Training and Education

103-1, 2, 3

Management Approach

48

404-3

Percentage of employees receiving regular performance
and career development reviews

48

GRI 405 (2016)

Diversity and Equal Opportunity

103-1, 2, 3

Management Approach

405-1

Diversity of governance bodies and employees

GRI 412 (2016)

Human Rights Assessment

103-1, 2, 3

Management Approach

412-2

Employee training on human rights policies or procedures

GRI 414 (2016)

Supplier Environmental Assessment

103-1, 2, 3

Management Approach

414-1

New suppliers that were screened using social criteria

Löfbergs Coffee Group

30

414-2

Negative environmental impacts in the supply chain and
actions taken

Löfbergs Coffee Group,
Supply chain

28-29

Food Proc. Sector
Supplement

Customer Health and Safety

103-1, 2, 3

Management Approach

G4-FP5

Percentage of production volume manufactured in sites
certified by an independent third party according to
internationally recognized food safety management
system standards

46-47
Löfbergs Coffee Group

No serious accidents during the year.

46-47
Löfbergs Coffee Group

11, 46-47

16, 30, 48
Löfbergs Coffee Group

16

16-17,
30-31

17
Löfbergs Coffee Group

16

SUSTAINABILITY REPORT

53 OF 56

LÖFBERGS COFFEE GROUP

SUSTAINABILITY REPORT

54 OF 56

