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motives of certified organic food service businesses in Sweden 
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Development at Uppsala University, 52pp, 30 ECTS/hp 
 
 
Abstract:  
 
With growing levels of organic food consumption in the retail sector and government municipality 
goals to increase consumption of organic foods at public schools and institutions, private, 
independant food service businesses in Sweden risk slipping under the radar when it comes to 
understanding how they are responding to the global problem of industrialised, fossil fuel intensive 
and highly unsustainable agriculture. In Sweden, KRAV, an incorporaed association that develops 
standards for organic agriculture, governs certification for a range of industry actors, including 
restaurants. From the perspective of corporate social responsibilty (CSR) in small to medium-sized 
enterprises (SMEs), independant, owner-managed food-service businesses become the subjects of a 
study into motives for engaging in CSR through environmental certification. Guided by an 
explorative case study research approach, qualitative data in the form of semi-structured interviews 
were conducted with management representatives of a number of food service businesses in 
Uppsala and Stockholm, Sweden. Supported by a thorough literature review, the motives of these 
persons were identified and explored with the help of a conceptual framewrk based on profitability, 
legitimacy and sustainability motives. Additionally, the political view of CSR, using the concept of 
global corporate citizenship, was considered with regard to these commincated motives. Lastly the 
findings were reflected upon with respect to previous research specifically related to CSR in SMEs. 
As it turns out, it was found that the motivating factors for certifying with the KRAV restaurant 
certification were difficult to demarcate from broader ethical guiding principles related to 
supporting the organic movement. However, it was clear that legitimacy, specifically moral 
legitimacy, as well as profitabilty are critical elements to consider in understanding what motives 
restarant owner-managers to obtain KRAV restaurant certification. Finally, it was also concluded 
that in reacting to globalisation, the behaviour of the restaurants can be considered as global 
corporate citizenship inasmuch as they are providing a channelling role with regard to citizens’ 
political rights to actively participate in the global space and collective will formation. 
 
 
 
Keywords: Corporate Social Responsibility, Environmental Certification, Organic Movement, 
Small to Medium-Sized Enterprises, Sustainable Development 
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Summary: From a sustainability perspective, there are many problems that are being discussed that 
relate to how the world is producing food. Issues from food security in regions vulnerable to climate 
change and other uncertainties, to the problems in other parts of the developed world where large 
scale agriculture threatens biodiversity and human health. One of the widely accepted means of at 
least partly solving some of these problems is making the switch to organic agriculture. But where 
do restaurants and other food service businesses come into the picture? 
 
In Sweden, around 23% of the money individuals spend on food and drink is spent in bars and 
restaurants. Given that the sector also employs over 5% of privately employed individuals, it clearly 
indicates that food service businesses have some role to play in determining how the food landscape 
will look like in years to come.  
 
The Swedish environmental certification organisation, KRAV, which sets standards and guidelines 
for organic agriculture, organic retail stores and restaurants, is a very well known brand among 
Swedish consumers. Restaurants are permitted to utilise the marketing power of the label via 
KRAV’s restaurant certification, which is a 3-teired certification scheme, awarded to restaurants 
who serve a certain amount of organic food and beverage.  
 
Based on in depth interviews, this research explores why restaurants are choosing to certify their 
businesses with the KRAV organic certification scheme for restaurants. And, in the wider context 
on debate around how small to medium-sized enterprises relate to society and environment, this 
paper further looks at the question of whether these small food service businesses can be said to be 
global corporate citizens. 
 
The results show that the motivating factors for certifying with the KRAV restaurant certification 
were difficult to study in isolation from broader ethical guiding principles related to supporting the 
organic movement and preferences for organic food. However, it was clear that legitimacy, 
specifically moral legitimacy, as well as profitabilty are important elements to consider in 
understanding what motivates restarant owner-managers to obtain KRAV restaurant certification.  
 
Finally, it was also concluded that in reacting to globalisation, the behaviour of the restaurants can 
be viewed as global corporate citizenship inasmuch as they are providing a channelling role with 
regard to citizens’ political rights to actively participate in the global space and collective will 
formation. 
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1 Introduction 
 
In this chapter the central topic of this thesis is presented briefly before a more detailed background 
is described, giving the problem a degree of context. Later, the relevance of this subject from a 
theoretical perspective is argued before finally outlining the research aims and research questions. 
 
1.1 Problem 
 
“Sustainability is complicated, but dinner is a reality we all very much understand” – Barton 
Seaver, 2010, Chef and food activist. 
 
The way we eat has to change. Or more precisely, they way we produce the food we eat must 
change. Scholars, politicians, food industry professionals and activists alike are fervently 
advocating greener, more environmentally friendly ways to get food on our table. Goal 6 of the 
UN’s Sustainable Development Goals (SDGs) emphasises the importance of reducing 
environmental impacts of farming practices and climate change resilience of food systems as 
critical for reaching the goal to “improve agriculture systems and raise rural prosperity” (UNSDSN, 
n.d.). Sustainability of agricultural systems is also mentioned as being central to achieving Goal 1: 
End Extreme Poverty Including Hunger, and Goal 8: Curb Human-Induced Climate Change and 
Ensure Sustainable Energy (Ibid).   

 
The urgency of this issue is underscored by the year 2015 being designated the official International 
Year of Soils. Established by the Food and Agriculture Organisation of the United Nations (FAO), 
this year-long awareness campaign seeks to draw attention to the profound importance of soil for 
human life, food security, climate change adaptation and mitigation, essential ecosystem services, 
poverty alleviation and sustainable development (FAO, 2015a). This very same year, the World 
Expo is being held in Milan, Italy, with the theme ‘Feeding the Planet, Energy for Life’ (Internet, 
Expo2015, n.d.). In drawing attention to the criminal scale of food waste, the millions of chronically 
undernourished and other health problems related to food consumption, the Expo stresses that “we 
need to make conscious political choices, develop sustainable lifestyles, and use the best technology 
to create a balance between the availability and the consumption of resources” (Ibid.). It is beyond 
doubt that food is one of the biggest, most pressing issues in discussions around sustainable 
development. 
 
Indeed, the FAO states that the current trend in agricultural production is unsustainable due to the 
adverse impacts on supporting ecosystems on which farming food depends (FAO, 2015b). There 
are many problems facing global agriculture, which both conventional and organic agriculture must 
confront. Much of the farm land used in agriculture is degraded, the genetic diversity of crops 
severely depleted, animal breeds at risk to be extinct, fish stocks fully exploited and, during the last 
decade, approximately 13 million hectares of forests have been cleared every year to make way for 
other land uses, including agriculture (FAO, 2015b). This unsustainable food system can be 
characterized as being both a major contributor to and victim of climate change and, given that 
globally almost one billion people suffer from chronic hunger; it requires profound change in order 
to address a multitude of problems.  
 
While not a universally appropriate solution to the many and varied problems with the global food 
system, by and large, organic agriculture is seen as part of the solution not only to reduce the 
negative environmental impact of conventional agriculture practices but also increase resilience of 
the global food system in the context of climate change, thus playing a central role in ensuring 
global food security (FAO, 2015b). Also, the mounting evidence of the human health problems 
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associated with synthetic pesticide use in conventional agriculture (World Health Organisation, 
2010) adds a further human dimension to the problem, making the issue yet more complex and 
urgent  
 
In Sweden, the KRAV1 Association, borne out of the Swedish organic movement in 1985, today 
develops standards for nineteen types of food production within the framework of European Union 
organic food production regulations (KRAV, 2014, p. 16). Recognised under the International 
Federation of Organic Agriculture Movements (IFOAM) for organic standards accreditation (Ibid., 
p. 17), KRAV certification chiefly applies to producers of raw materials from agriculture, but also 
to shops and restaurants selling or serving food labelled as organic. In recent years, restaurants are 
beginning to mirror the current trend sweeping food retail in Sweden where demand for and 
consumption of organic foods continue to grow markedly – the number of KRAV-certified 
restaurants and caterers increased by seventeen percent during 2014 (KRAV, 2015, p. 32).  
 
Though this rise in organic certification of restaurants in Sweden is mainly attributed to mandated 
environmental goals of municipality and government institutions concerning their food 
consumption (KRAV, 2015), smaller, independent restaurants and catering companies are also 
making use of KRAV certification. Though without the various public policy instruments as a 
platform, what compels these restaurant owner-managers to obtain KRAV certification? Generally 
speaking, eco-labels are considered an effective tool to promote consumer trust in the 
environmental claims of food products, (Thøgersen et al., 2010), but what use do restaurants have 
with an eco-label? 
 
The next section follows on from this point to further elaborate on the organic agriculture landscape 
in Sweden, the food sector in general and, more specifically, the Swedish restaurant industry. Then, 
corporate social responsibility (CSR), the area of management research where environmental 
certification and eco-labelling finds its theoretical underpinnings, is introduced in the context of the 
food sector. 
 
1.2 Background 

 
The ills of the global food system are further documented in popular media and journalism in films 
such as Food, inc. (2008) and, in the Swedish context, the release of books such as Den Hemlige 
Kocken (2007), have introduced a critical element to the way many look at food and the food 
system. More and more people are justifiably suspicious. Raj Patel, in his novel, The Value of 
Nothing (2009), laments that food items that we buy and sell around the world on the global food 
market are not attributed an accurate value. Patel claims that food produced in industrial, or 
conventional, agriculture misrepresents the true cost – “cheap food is, in fact, cheat food”. Patel 
uses this concept as a rhetorical tool to explain that the price of food (its dollar-value, so to speak) 
never truly incorporates the sometimes very significant environmental and social costs involved 
with its production. Conversely, organic food, whose means of production has decidedly less impact 
on the environment and provides in most cases more ecosystem services, is not adequately 
rewarded (Patel, 2009, pp. 47-48).  
  
Domestically, the Swedish Agriculture Ministry (Jordbruksverket), under directive from the 
Swedish government, has proposed the goal of converting a minimum twenty percent of the 
country’s domestic arable land used for food production to organic farming by 2020 (Wallander et 
al., 2012). All farming operations on this land will be certified to European Union organic farming 

                                                 
1 See Appendix III for KRAV logo type 
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standards. These government objectives, along with reports showing an increase of 12 percent in 
consumption of organic products during 2013 (Internet, SCB, 2014), further highlights the 
widespread institutionalisation, both socially and politically, of the organic agriculture movement. 
 
Food and beverage producers and manufacturers are also increasingly aware of the total supply 
chain’s impact on not only the environment but also the product itself. This means they must take 
into consideration the moral and environmental implications that arise from the process all the way 
from ‘farm to fork’. According to Hartman (2011) there is likely no other sector that is as dependent 
on natural resources while simultaneously having significantly adverse impacts on the environment 
as the food sector. Furthermore, she points out that ethical concerns such as labour rights and 
animal welfare have added to the mounting scrutiny upon operations in the food sector (Hartmann, 
2011, pp.310–312). 
 
According to data from roughly 70 000 users of the Tink app, a personal economy mobile phone 
application, and Statistics Sweden (Statistiska Centralbyrån - SCB), restaurants accounted for 23 
percent of expenditure in the ‘food and drink’ consumption category during the first quarter of 2014 
(Tink and Hui Research AB, 2014). The report pointed to the strong upward trend in food interest 
for the continuation of positive development in the restaurant sector. A similar report put together 
by market analysis group, Delfi, claims that one in three Swedish kronor spent on food goes to 
eating out at restaurants, pubs and cafes (Internet, Delfi, 2014). The SCB back up this claim 
calculating that on average 5.9 percent of the total household consumption goes to hotel, restaurant 
and café (Ekonomifakta, 2014). Individuals employed in the restaurant industry make up 5 percent 
of privately employed persons in Sweden and figures indicate that the industry is growing markedly 
faster than other private sectors (SCB, 2014). This indicates that the restaurant industry is, 
collectively speaking, a key stakeholder group, not only in the food sector but on the broader stage 
as well.  
 
Recognising this growing awareness and upward trend in environmentally sustainable consumption 
patterns, the Commission of the European Communities (EC) states that environmental labelling, 
including eco-labelling in the food industry, is an important tool for promoting sustainable 
consumption (Commission of the European Communities, 2007, pp. 20-22). However, the larger 
food retailers and processing companies that dominate the heterogeneous structure of the food 
sector in Sweden and the EU mean that the small and medium-sized enterprises (SMEs), which 
numerically account for the vast majority of firms operating in the food sector, are often only 
indirectly affected by the pressure from Non Governmental Organisations (NGO) and consumers to 
engage in Corporate Social Responsibility (CSR) (Hartmann, 2011; Boström and Klintman, 2006). 
Hartmann highlights their aggregate environmental and social impact, along with the perceived 
difficulties and challenges of implementing environmental labelling, as evidence for the need to 
shift focus with regard to research in this area. 
 
Given the market share that the restaurant industry enjoys in Sweden, the upward trend in food 
interest, as well as the institutionalised organic advocacy (KRAV) and widespread organic food 
movement, it warrants a deeper investigation into the dynamics of interrelationships between actors, 
particularly from the restaurant’s perspective.  
 
Additionally, the theoretical focus on large multi-national corporations in literature on Corporate 
Social Responsibility (Spence, 1999; Jenkins, 2004), despite small to medium-sized enterprises 
numerically dominating the EU business landscape (Weltzen Hoivik & Melé, 2004, p. 552), 
highlights the understudied nature of small business in general. With consumer focus being the case 
with literature about organic food consumption (Hemmerling et al., 2015) and a large business 
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focus on literature when it comes to the business-society relationship and the motives for socially 
responsible corporate behaviour, a clearly under-researched intersection emerges. Furthermore, it 
has been noted that the concept corporate citizenship is particularly useful in examining the 
changing role of corporations, specifically the social role that they play in the global community 
(Matten and Crane, 2008, p. 167). Examining the role of corporations in the context of 
globalisation, governance and regulation is the central purpose of corporate citizenship (Garriga & 
Melé, 2004, p. 57). 
 
It is with this under-researched intersection in mind, within the context of the urgent issue of 
addressing an unsustainable global food system and the role of the restaurant, that the thesis’ aim 
and research questions outlined in the following section were developed.  
 
1.3 Aim and research questions 
 
The aim of this study is to explain the motives of restaurant owner-managers with regard to 
obtaining environmental certification. Initially these motives are identified and then analysed with 
the help of a conceptual framework derived from previous research on corporate social 
responsibility (CSR) theory in the context of small to medium-sized enterprises (SMEs). The 
objective is to provide insight and to further understand how and why smaller firms, in this case 
businesses in the food service industry in Sweden, engage in CSR through implementing an 
environmental certification and labelling scheme, in this case the KRAV organic certification for 
restaurants. 
 
Thus, this study addresses the following research questions: 
 

1) Which are the communicated motives of restaurant owner-managers to obtain KRAV’s 
organic certification for restaurants? 

 
2) To what extent can the term Corporate Citizenship be applied in these cases in light of the 
communicated motives? 

 
I seek to make use of global corporate citizenship because of the inherently political nature of 
organic food consumption, the inherently global nature of the food system, and how it generally 
speaking has quite strong links with globalisation processes. 
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1.4 Outline 
 
Below, illustrated in Figure 1, is a basic outline of the thesis report and further below is a brief 
description of what is contained in each chapter. 

 
Figure 1. Outline of thesis report 

 
Chapter 1: The problem is introduced and motivated. A theoretical gap is suggested. Research aims 
and main questions are formally stated. 
 
Chapter 2: The research design and methods, namely literature review and qualitative interviews, 
are explained and motivated. The units of analysis are chosen and described. Ethical questions and 
validity is also dealt with. 
 
Chapter 3: This chapter takes care of the results of the literature review of theory and also 
introduces the conceptual framework used for analysis. Core concepts of critical concern for the 
thesis are duly explored. These are CSR theory, SMEs, theories for motives to engage in CSR, and 
global corporate citizenship.  
  
Chapter 4: In this chapter, background information essential to understand the eventual findings is 
addressed. The organic food movement, KRAV organisation and label, as well as other important 
issues related to the food sector are described in more detail. 
 
Chapter 5: Here the empirical results on the qualitative interviews are presented. Using the coded 
categories as a structure to the chapter, the data later analysed is partly present in its “raw” form, 
and partly paraphrased for enhanced readability. 
  
Chapter 6: The analysis and discussion is conducted to its fullest in chapter 6, based on the 
conceptual framework from chapter 3 and literature on CSR, SMEs and motives. The chapter 
predominantly describes the motives not only in relation to theoretical understanding of CSR and 
SMEs, as well as global corporate citizenship, but the discussion brings in contextual elements and 
research into organic consumption in Sweden. 
 
Chapter 7: Finally, a conclusion to the research is formulated. Also, suggestions for future research 
are made. 
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2 Research Design 
 
This chapter describes the chosen research design and methods. Firstly, the literature review 
informed choice of theoretical and conceptual framework. Data collection was achieved through in-
depth, semi-structured interviews with restaurant owner – managers. Data analysis methods drew 
inspiration from grounded theory. Additionally, criteria for selection of units of analysis as well as 
questions dealing with validity, reliability and research ethics are addressed. 
 
2.1 Case study method and research approach 
 
A case study is, according to Robson (1993), more aptly described as a research approach than a 
research method. A case study addresses the “particular” in the situation, focuses on the 
phenomenon in context and employs a range of methods of data collection or evidence. Similarly, 
Eisenhardt (1989) describes the case study method as “a research strategy which focuses on 
understanding the dynamics present within single settings” (p. 4). Flyvbjerg (2006), who explains 
doing science with the case study method as an exercise in human learning, highlights the benefits 
of case study research with regard to two aspects. First, to gain a nuanced view of phenomena, 
“including the view that human behaviour cannot be meaningfully understood as simply the rule 
governed acts found at the lowest levels of the learning process and in much theory” and secondly, 
he elevates the importance of the researcher’s own learning experience as critical to the exercise (p. 
223). By this Flyvbjerg (2006) is referring to the central role of context-dependent experience in 
gaining expertise in any profession with respect to specific skills of that profession. Additionally, he 
goes on to hail the case study method as an effective remedy for the scientific tendency for certain 
problems emanating from research where distance to the object of study is too great (p. 223). 
 
Phases for data collection and analysis are not distinct as per the traditional scientific process. The 
hope is to maintain this interpretive approach throughout the enquiry process so as to remain open 
to theories, concepts and rethink hypotheses (Robson, 1993, p.229). Also, the line of inquiry is 
more inductive than deductive, as there were no hypotheses made with intention of testing 
particular ideas. Rather the intentions were to start with concrete empirical details about the subject 
area and seek to obtain complete or “condensed” abstract ideas or principles of the phenomenon 
(Mikkelsen, 2005, pp. 168-169). 
 
While it is ideal to remain completely open to all possible theoretical explanations of the 
phenomenon, Yin (1984), however, highlights the value of basing the research design on strong 
theoretical propositions (p. 100) and emphasizes that a case study strategy “should lay the 
foundations for linking data to propositions” (ibid., p. 33). With this in mind, much effort was made 
to investigate previous research on the phenomenon at the centre of this study and only thereafter 
was a suitable theoretical perspective drafted and operationalized (see chapter 3). These theoretical 
propositions about the causal relationship are intended to address ‘how’ and ‘why’ questions of a 
case study and guide the case study by shaping the selection of units of analysis (see the following 
section) and the analytical process by helping to focus on certain data while ignoring other data 
(Yin, 1984, p. 101). 
 
2.2 Choice of sector and units of analysis 
 
As outlined in the introduction chapter, the aggregate environmental impact of food production, 
transport and consumption justifies the attention given to the food industry, though particularly 
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restaurants, when discussing problems related to sustainable development. From this starting point 
the units of analysis were determined. 
  
Selecting cases is critical to the information derived from the research, in terms of 
representativeness, quality and also precisely what information is activated and revealed (Flyvbjerg, 
2006). The generalizability of the case study rests on the strategic selection (sampling) cases to 
include (Flyvbjerg, 2006, p. 229). Though the kind of generalisations aiming to be made are not 
statistical - it is arguable that no study, no matter how large the sample, can produce universally 
generalizable results – rather, these case study’s results aim to have analytical generalisation (Yin, 
1984, p. 39). Thus, information-oriented selection guided case selection, which, according to 
Flyvbjerg (2006), dictates that cases be selected on the basis of “expectations about their 
information content” (p 230). This method of case selection is ideal to maximise the utility of the 
data emerging from single-case studies or studies where only small samples are selected. 
 
Thus, with this in mind, attention was given principally to whether or not each case was likely to 
provide usable data. In other words, my sampling methods, or how I came to select the interview 
subjects, were determined by informational considerations. In general, nonprobability sampling was 
preferred, though more precisely expert sampling was employed. This process seeks to elicit the 
best possible information from individuals with a specific expertise regarding the research questions 
and chosen unit of analysis. Otherwise, geographical considerations limited the sample to areas 
close to Uppsala and Stockholm, however it was also deemed unnecessary to seek interview 
subjects in other parts of Sweden, as there were numerically sufficient to provide analysable data. 
 
In determining the parameters for selecting units of analysis, criteria were gradually developed to 
limit the sample size (though the results are not to be statistically generalizable) and provide the 
study with relevant data that specifically relates to the aims and research questions of the study. 
These parameters provide the study with a number of services beyond limiting the sample. As it is 
clearly stated in the problem formulation and aims, environmental certification that specifically 
relates to organic products is most relevant. Starting from a foundation in expert-sampling, other 
criteria were then determined. The selection criteria make it possible to compare data in a more 
organised and systematic fashion. These criteria were determined according to a number of factors, 
primarily due to the research questions (see 1.3 Aim and research questions), but also the 
researcher’s geographical location and the information gathered from the literature review (see 
chapter 3). As a result of this approach, the units of analysis, and thus the subjects of this case 
study, were selected on the basis that they met the following criteria: 
 

• Geographically located in Sweden 
• The subject must fit owner-manager profile and operate under no directives administered or 

suggested by public policy-makers (i.e. should function as a private enterprise). 
• The business must be considered a food service provider, such as a restaurant, cafe, catering 

service etc. 
• The business must be categorized as an SME, i.e. less than 250 employees.  
• The business must have implemented, or plan to implement any one of the three different 

levels of KRAV certification for restaurants.  
 
 
 
Guided by these sampling principles and the above selection criteria yielded completed interviews 
with representatives from the restaurants below: 
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Restaurant; and no. of employees Location Level of KRAV 
certification 

Odjuret; 2 fulltime, up to 4 part time Stockholm 3KRAV (90% organic) 
Happy-Food; ~14 Uppsala 2KRAV (50% organic) 
Uppsala Konsert och Kongress; ~60 Uppsala 1KRAV (25% organic) 

 
As stipulated by the research aims, the first criterion that informs selection of cases is determined 
by the existence of KRAV-certification. Restaurants without the KRAV-certification were ignored 
due to the fact that data from food service businesses with an organic profile but lacking in 
certification would have also lacked several bases for comparison. Additionally, restaurants that act 
under directive from municipality guidelines or regulations cannot be seen to derive motivation 
from the same sources, nor for that matter can they be said to be ‘corporations’, ‘small to medium-
sized enterprises’, ‘owner-managed’ or ‘independent’. 
 
Both krav.se website as well as Google searches were performed to identify Uppsala and Stockholm 
based KRAV-certified restaurants.  
 
The terms ‘restaurant’ and ‘food service business’ will be used interchangeably throughout this 
report and are in both cases seen to refer to restaurants, cafes, catering businesses, as well as event 
and conference venues where food is prepared and served. Likewise the terms ‘restaurant industry’ 
and ‘food service industry’ are seen to be equally interchangeable.  
 
2.3 Literature review 
 
Before fieldwork was carried out, a preliminary literature review was undertaken to get a sense of 
the context, globally and more specifically in the EU, with respect to the food service industry and 
Corporate Social Responsibility (CSR). The term CSR was used as an umbrella term under which 
eco-labelling and environmental certification are seen as being directly connected.  
 
Firstly, search terms in web based catalogues. These terms, used in different combinations and 
varying forms, were ‘Corporate Social Responsibility’, ‘CSR’, ‘Small and Medium-sized 
Enterprises’, ‘SME’, ‘motives’, and ‘motivation’. Secondly, further search terms included, ‘Food 
industry’, ‘food sector’, ‘restaurants’, ‘organic certification’, ‘environmental certification’, ‘eco-
labelling’, ‘sustainability’, and ‘sustainable development’. 
 
Thirdly, web-based material gathered from government agencies and other non-governmental 
organisations (NGOs) and companies that are connected to food and agriculture policy (particularly 
the FAO and European Commission), food industry marketing, certification and advocacy 
organisations such as Sweden’s KRAV and International Standards Organisation (ISO), as well as 
other industry actors, such as Swedish catering wholesalers, provided rich information that further 
aided the familiarisation process that is so integral for a solid foundation for research.  
 
From the literature review, information was gathered that informed the choice of theory, definitions 
of key terms, as well as empirical background for this study and examples of previous research that 
are later used in discussing my findings. The literature review was a continuous exercise, spanning 
essentially the entire duration of the study. On-going reflection with regard to literature already 
incorporated into the study, as well as integration of new literature, whether having relevance for 
theoretical, methodological or empirical components to my study, became a hallmark of the 
research process.  
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2.4 Collection of data 
 

2.4.1 Primary data - interviews 
 
Qualitative interviews are a flexible and adaptable way of collecting data for this type of study. 
They provide the possibility to modify lines of enquiry, follow up on interesting responses and are 
generally speaking a good way to investigate underlying motive (Robson, 1993). Semi-structured 
interviews, or interviews with a “low degree of structure”, as Trost puts it (2010, p. 41), are 
specifically relevant because the intention is to take an approach which induces an undetermined 
range of answer alternatives (Trost, 2010). That said, to ensure some consistency to the data an 
appropriate degree of sequencing to the interview questions is worked out in advance and duly 
applied. Additionally, “situational analysis”, as Robson notes to be important when conducting 
‘focused interviews’, is a means to map important aspects of the situation under study, the meanings 
these aspects have for the interview subjects and the effects they have before an interview guide is 
developed (Robson, 1993, p. 241). 
 
While the literature review did inform choices regarding language used in questioning the 
informants during interviews, effort was made not to allow the theoretical perspectives from 
previous research to adversely influence data collection. As there are no hypotheses to be tested in 
this study, open questions in a semi-structured interview framework were preferred.  
 
Table 1: Interviewee details 

Interviewee & 
Restaurant 

Position/Role Interview date Interview 
structure 

Validation 
Request sent 

Validation 
confirmed 

Åsa Gadestam - 
Odjuret 

Owner-manager May 6 In person, sound 
recorded live 

May 17 May 18 

Lena Hägg – 
Happy-food 

Co-owner-
manager 

May 15 In person, sound 
recorded live 

May 29 June 5 

Andreas 
Kristensson – 
Uppsala Koncert 
och Kongress 

Sous-chef May 21 In person, sound 
recorded live 

May 29 June 5 
 

 
In addition to the main interview, further questions were posed via email communication in tandem 
with sending validation request, whereby the interviewee verified an interview summary that I 
composed. In each case, the email questions allowed elaboration of responses as well as entirely 
new questions to be posed and were very fruitful. 
 
2.5 Analytical methods 
 
To carry out the analysis, CSR theory classifications outlined by Garriga and Melé (2004) provided 
a basis for which further theoretical concepts were developed. Elaborated on further in chapter 3, 
instrumental, political, ethical and integrated theories of CSR tend to be how theories are divided 
and categorised, depending on the particular focus of each (Garriga & Melé, 2004, p. 52). From 
here, theories and concepts that claimed to elucidate motive were connected and elaborated on. 
Drawing inspiration from a number of theoretical models used to describe CSR motive, though 
particularly Simcic Brønn and Vidaver-Cohen’s (2009) theoretical framework, legitimacy, 
profitability and sustainability motives were identified as appropriate concepts which, along with a 
working definition of global corporate citizenship, provided the basis of the conceptual framework 
deployed in analysis to meet the aims and answer research question posed (see chapter 3).  
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Inspiration for the methodological approach to the analysis stage of this research was found in 
Strauss (1987) who outlines research “rules of thumb” to be applied to qualitative research with the 
intention of making the analysis more effective (p. 1). Writing from a grounded theory perspective, 
Strauss (1987) emphasises the importance of induction, deduction and verification in the process of 
scientific inquiry (p. 12). However, this study cannot be considered to employ pure grounded 
theory, as theory is not emerging from the empirical data and also not being further tested against 
new data that is theoretically sampled (Strauss, 1987). Still, “open coding” was the method that was 
loosely applied to data to begin with where analytic memos were made to raw data. Here, “the aim 
of the coding is to open up the inquiry” (Strauss, 1987, p. 29). Later in the process, I delimited the 
codes to the core codes at which point the “the analytic memos become more focused and aid in 
achieving the theory's integration”. Otherwise known as “selective coding”, during this process the 
“analytic memos become more focused and aid in achieving the theory's integration” (ibid., p. 33). 
 
From coding of interview data, which was completed with printed copies of transcripts and pencil, 
thematic categories emerged that sorted the data into analytical blocks. This way of attacking the 
data occurs by selecting and comparing categories or dimensions which “can be suggested by the 
research problem or by existing literature, or the researcher can simply choose some dimensions.” 
(Eisenhardt, 1989, p. 540). These categories are presented in Chapter 6 along with the analysis. The 
four distinct categories that emerged from the data were 1) concern for people and planet; 2) need 
for trust and concern for seriousness in environmental claims; 3) perception of norms and values 
among customers and society; and 4) perception of norms and values in food industry. 
  
2.6 Quality assurance and ethical aspects 
 
Several means of ensuring the robustness of the research process and findings were employed as 
part of this study. Mikkelsen (2005, p. 96-97) outlines several ways in which triangulation 
processes can be implemented to validate observations and information. Of the various triangulation 
types, data triangulation and theory triangulation were used to some degree.  
 
Yin (1984) outlines several factors pertaining to insurance of validity of measurements taken in 
case study research, as well as how the idea of reliability applies. Reliability, in essence, relates to 
how replicable the results of the experiment are; that if every step taken in one study is followed, 
the same results would be seen. This is however not a straightforward concept to apply to case 
study research, especially one that utilises interviews with human subjects as the main source of 
data. These people are living, continuously learning and experiencing new stimulus and information 
and thus may not respond to questions in the same manner (Yin, 1984, p. 40). 
 
Firstly, data was from each individual interviewee was validated by composing a summary sheet 
was and sending it to the interviewee so that the key information taken from the interview could be 
verified as correctly representing his or her original statements. This process helped to give the data 
more value. The interview subjects were on the whole very busy people juggling a multitude of 
daily tasks and obligations, thus a shorter summary of the interview, rather than a full transcript, 
which could be read and added to much faster and efficiently, was preferred in this part of the 
validation process to accommodate their busy lifestyles. I took this chance to ask follow up 
questions and probe for clarification in the same email communication as the summary. This 
allowed me to gain further useful data. 
 
Secondly, theory triangulation was employed. Using theory and methodological triangulation, 
which constitutes using alternative or competing theories and methods in relation to the same object 
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of study, helps to validate and observations and information (Mikkelsen, 2005). Specifically, the 
analysis makes use of a range of alternative theoretical concepts, instead of just one.  
 
Lastly, approaching members of the business community raises ethical issues related to the 
outcomes of the research and the potential impact it may have on firm reputation and legitimacy. In 
a worst case scenario, the results and conclusions of this study will reflect badly on the business 
owner-managers who graciously took part. These adverse impacts were avoided mostly due to the 
nature of the research, descriptive rather than normative, embodied in the theoretical perspective 
taken. As the KRAV organisation has similar interests in protecting its legitimacy and public image, 
any normative statements in reference to their activities were framed in an academic fashion, using 
an informative tone. 
 
Operationally, ethical matters related to all interview subjects were dealt with initially at the time of 
the interview, by explaining the purpose of my research, the use of interviewee and business names 
and quotations as set out in the interview guide constructed for field interviews (see Appendix A). 
There was explicit effort made to explain that the thesis report would eventually become publicly 
available. The openness continued by affording each interviewee to crosscheck their statements 
made during the interview and confirm that no misrepresentation of interviewee statements were 
being made.  
 
Finally, it should be noted that the individuals participating as interview respondents may have 
adapted their responses slightly due to interviewer effects from the interview situation. 
 
2.7 Limitations 
 
Given the empirical vastness and complexity in the field of CSR research, confining this study to 
Sweden and SMEs provided suitable empirical and geographic boundaries necessary for a feasible 
research process. Additionally, the food service industry, while presenting a compelling case to 
study the use of environmental certification and eco-labelling, further limitations with respect to 
extrapolating this study’s findings must be recognised.  
 
Moreover, the chosen case studies are confined to Uppsala and Stockholm municipalities and 
contextual factors related to this aspect should be considered when reading the report. For instance 
the socio-economic factors related to food consumption in urban settings such as Uppsala and 
Stockholm have not been recognised or controlled for in the scope of this study. Furthermore, the 
environmental certification scheme studied (KRAV’s restaurant certification) afforded a useful 
criterion to compare cases within this study but as such all but excludes the possibility to draw 
significant parallels to other labels in the same or other industries. Nor is this thesis addressing other 
aspects of sustainability that concern food service businesses or the food system at any other level. I 
did not choose to research restaurant owner-mangers who have an organic profile yet do not certify. 
I also did not research food service businesses classified as large-sized or multi-nationals, though 
they have been known to obtain KRAV’s certification for restaurants. Focusing on a single issue 
and one particular certification scheme confines the research to certain boundaries, which, while 
limiting the study’s relevance outside of the phenomenon, gives the research process clear 
guidelines and defines the relevant context in which to understand and reflect on the ultimate 
findings.  
 
On the subject of generalisability, Flyvbjerg (2006) claims that this alone should not be the main 
objective of scientific research. He states “[t]hat knowledge cannot be formally generalized does 
not mean that it cannot enter into the collective process of knowledge accumulation in a given field 
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or in a society. A purely descriptive, phenomenological case study without any attempt to 
generalize can certainly be of value in this process and has often helped cut a path toward scientific 
innovation” (ibid., p. 227). Of course, with such a small sample, the emphasis was on contextual 
meaning rather than on extrapolating the findings to larger groups. A high degree of caution is 
recommended when applying or comparing the findings of this study to non-SMEs, other organic 
certifications or similar phenomena in countries other than Sweden.  
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3 Literature review and theoretical perspective 
 
This chapter covers the findings of the literature review and resulting theoretical foundations, with 
some empirical examples, which anchor the study’s research process. The chapter concludes with 
the operationalization of theoretical perspectives with a conceptual framework employed during the 
analysis.  
 
3.1 Corporate Social Responsibility (CSR) 
 
The long debate about Corporate Social Responsibility (CSR) has been going on since the middle of 
the 20th century and grown to incorporate terms such as social issues management, corporate 
accountability, stakeholder management, corporate citizenship and corporate sustainability (Garriga 
& Melé, 2004, p. 51). The European Commission defines the term, as “a concept whereby 
companies integrate social and environmental concerns in their business operations and in their 
interaction with their stakeholders on a voluntary basis” (EC, 2011, p. 3). However, the dominant 
view of how CSR works is one where the firm reacts to stakeholder demands as firms are seen to be 
exploiting the world (Sahlin-Andersson, 2006). Lyon and Maxwell (2008) largely agree with the 
basic premise that CSR is predominantly demand-driven trend. Distinguishing between different 
market forces for environmental CSR, they claim that in practice it is often a case of either “pre-
empting government regulation” or resource use efficiency when initiatives originate from the 
supply-side, i.e. the firm (Lyon and Maxwell, 2008). Michael Porter, on the other hand, has put 
forward the concept of “creating shared value” which “focuses on identifying and expanding the 
connections between societal and economic progress”, though this is by and large consistent with 
the broader definition (Porter & Kramer, 2011). In her effort to clarify varying definitions of the 
CSR trend, Sahlin-Andersson (2006) separates forms of the phenomenon into three categories: a 
regulatory framework placing new demands on corporations; as a mobilization of business in the 
contributing to development aid; and simply as a management trend. For large firms with highly 
atomic organisational structure and complex management structure, this framing might well be apt. 
However, research into motives for CSR, particularly in the case of SMEs (Spence et al., 2003; 
Murillo and Lozano, 2006; Jamali et al., 2009), paints a more complex picture of how firms 
approach social responsibility. 
 
Even though it is difficult to make firm conclusions or generalisations about the effect of CSR on 
the bottom line (Fliess et al., 2007) Monica Hartmann, referring to studies that demonstrate a 
positive relationship between CSR and corporate financial performance, asserts that research is 
moving from “’whether’ to ‘when’ firms do well by doing good” (Hartmann, 2011, p. 301).  
 
Below, Table 2 displays a simplified breakdown of the four categories identified by Garriga and 
Melé (2004) used to classify CSR theories. This diversity of CSR theories illustrates the complexity 
of explaining, promoting or justifying certain views on business society relationships. 
 
Table 2: CSR theoretical frameworks (Garriga & Melé, 2004) 

Instrumental theory Political theory Integrated theory Ethical theory 
Profit orientation to CSR, 
economic considerations 
predominate, firm centric 

Social power of firm 
considered, responsibility to 
society, citizenship 

Social demands 
integrated into firms 
activities, concerned 
with legitimacy 

Intrinsic view of stakeholders 
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Though it must be kept in mind that the theoretical constructs were almost exclusively developed 
with large corporations in mind, this classification tool highlighted the absence of politically 
focused CSR theory in explaining motive (see 3.2 below). When studying the relationship of 
business and society, all aspects of this relationship are potentially relevant for understanding 
phenomena seen as being characterised as a business-society relationship. 
 
3.2 Global corporate citizenship 
 
To introduce global corporate citizenship as a theoretical concept is mainly to add the political 
dimension to understanding business-society relationships, adding a greater degree of nuance to the 
eventual analysis. 
 
As highlighted earlier, CSR as a business strategy is a common prism through which to analyse how 
business relates with society, such as for instance the effect of CSR on corporate financial 
performance. From this base, understanding and conceptualisations of firm motives focus mostly on 
the differentiation and the interplay between strategic and moral or ethical motives (e.g. 
Hemingway and Maclagan, 2004; Graafland and Mazereeuw-Van der Duijn Schouten 2012). To 
afford a more nuanced understanding of CSR motives and to cover all the bases, so to speak, it 
makes sense to look beyond those theoretical models and employ political conceptualisations of 
CSR as well. Leaving the door open to more abstract explanations for the actions of businesses 
should prove to be prudent, given the ‘peculiar’ nature of SMEs’ relationship to CSR. One such 
alternate theoretical approach, identified by Garriga and Melé (2004) as addressing political aspects 
of business-society relationship, is found in the corporate citizenship concept. Global corporate 
citizenship, from this starting point, both emphasises the political function of firms and the global 
context in which they operate. 
 
Corporate citizenship (CC) is often not differentiated from the concept of CSR, indeed the 
definitions in the literature on CC are largely identical and, critically, do not always offer concrete 
explanations of why the term citizenship is employed (Matten & Crane, 2005). The notion of 
citizenship incorporates a number of ideas that largely describe the interaction of an individual with 
his or her state. Citizenship embodies and demarcates individual rights: civil, social and political 
rights (See Table 3). The latter is of particular relevance as it involves the participation in society, 
within the boundaries or the former two forms of rights, and the entitlement of the individual to take 
part in the formation of collective will in the public sphere (Matten & Crane, 2005, p. 170). Matten 
and Crane (2005) argue the premise that as globalisation has proceeded, governments have partly 
been relieved of certain functions with regard to protecting, enabling and facilitation of the rights of 
citizens (p. 171). In going beyond the view of the corporation as a passive rule-taker, Pies (2011), 
claims that the growing needs and expectations from society, especially on MNCs, mean that 
business is in some cases taking on responsibilities for addressing issues such as curbing climate 
change, protecting the environment, establishing labour standards, fighting child labour and 
poverty. This translates into corporations participating in the improvement of the global (or perhaps 
nation or local) social order. For Pies (2011), corporate citizenship is about “the role of companies 
as political actors in societal rule-setting processes” (pp. 1-2). Matten and Crane (2005) identify 
three areas where the corporation may exercise this role. These areas are where 1) government 
ceases to administer citizenship rights, 2) the administration of citizenship rights is yet to occur; and 
3) it is out of the reach of nation-state governance structures and institutions to administer 
citizenship rights (p. 172). 
 
According to Matten and Crane (2005), who attempt to emphasise the ‘citizenship’ component of 
the definition, corporate citizenship “describes the role of the corporation in administering 
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citizenship rights for individuals” (p. 173, italics added for emphasis). They claim that this 
refocuses the definition toward an understanding of the corporation whereby it administers certain 
aspects of citizenship for other constituencies (such as employees, customers, shareholders and also 
constituencies with no direct transactional relationship to the corporation). This leaves room for the 
corporate citizenship concept to be extrapolated to a global level and the idea of constituencies 
(stakeholders) to be extrapolated to include the natural environment, such as soil and water 
resources, as well as climate.  
 
Table 3: Social role of the corporation in administering citizenship rights. Adapted from Matten & Crane (2005) and 
Moon et al. (2008) 

Social rights • Rights that provide the individual 
with the freedom to participate in 
society such as the right to 
healthcare and education, welfare 
etc. 

• Providing role - the corporation 
supplies individuals with social 
services. Akin to corporate 
philanthropy in practice, e.g. 
funding healthcare research, 
repairing schools etc. 

Civil rights • Rights that provide freedom from 
abuses and interference from 3rd 
parties (governments) such as 
right to own property, freedom of 
speech etc. 

• Enabling role – the corporation 
capacitates citizens’ civil rights. 
Enables claims to those rights to be 
made. Less common in context 
developed countries 

Political rights • Rights to active participation in 
society, collective will formation 

• Channelling role – the corporation 
is essentially a conduit for the 
exercise of individuals’ political 
rights. An additional route for 
engaging with political issues 

 
 
Heidi von Weltzien Hoivik and Domènec Melé (2009) ask whether the term global corporate 
citizenship is applicable to SMEs, as the concept is commonly used in relation to large 
multinational corporations (MNCs) and stresses that, due to the fact that SMEs make up such a 
significant part of the global economy, the question of how smaller firms approach their 
responsibility in ‘the global space’ is key (pp. 551-552). Weltzien Hoivik and Melé (2009) take the 
position that Global Corporate Citizenship goes beyond local social responsibility and corporate 
philanthropy and seeks to take into account this concept of ‘global space’, a space that is 
increasingly out of the jurisdiction of individual nation-states (p. 551). Furthermore, they state that 
the owner-manager plays the pivotal role in determining how CSR policies are implemented, indeed 
how CSR is understood. The motivations in this case are ethics of care but policies are pursued 
within the confines of what is economically viable for the business (Weltzein Hoivik & Melé, 
2009). 
 

3.2.1 Globalisation 
 
Scherer and Palazzo (2011) claim that, on a global level, international institutions and nation-states 
are not able to sufficiently regulate the global economy and to provide public goods (p. 900). In 
relation to globalisation, global corporate citizenship can be seen as a necessary outcome in 
response to the globalisation process. As highlighted above, the assumed theory of the firm, which 
focuses on the economic role of business, is being challenged due to the emerging trend of 
corporations filling the regulatory role that has traditionally been occupied by governments (Scherer 
& Palazzo, 2011, pp. 899-900). These traditionally held assumptions include, firstly, the view that 
corporations have to maximise their profits and managers have primary responsibilities to 
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shareholders and, secondly, that there exists a separation between private and public spheres, where 
the state is charged with regulating externalities from the private sphere (Schultz et al., 2013, p. 
682). The established ideas that there is a division of labour between the economic (private) and 
political (public) spheres are being eroded by globalisation and the political role of business in 
contributing to social innovations and the public good is at the centre of the emerging discussion 
around political CSR (Scherer et al., 2014).  
 
From the theoretical perspective of standards and standardisation, this process of responding to 
global processes that create new needs for new standards, can be seen as a standard developing 
from the need to make available new instruments of control and coordination (Brunsson & 
Jacobsson, 2002, p. 31). After all, when taking a historical look at the role of corporations in the 
globalisation process, it is worth noting that “by virtue of their role as agents of globalisation (e.g. 
through foreign direct investment, global supply chains) they are implicated in the broader political 
debates about citizenship” (Moon et al., 2008, p. 18).  
 
3.3 CSR in small to medium-sized enterprises (SME) 
 
As the units of analysis in this thesis are SMEs, understanding the differences in approach to CSR 
that SMEs take adds another, critical dimension to the theoretical tools employed in analysis. It is 
important to establish to what extent SMEs’ characteristics can influence understanding and 
approach to CSR and the effect on motive. According to Jenkins (2004), conventional CSR wisdom 
is based on a myth that large companies are the norm and CSR strategies can be scaled down to fit 
small business and states that it is not appropriate to develop CSR strategies from this presumption 
(p. 38). There are cultural differences between SMEs and larger firms (see Table 4.). These 
idiosyncrasies, or peculiarities, highlight that the external and internal dynamics of SMEs demand 
to be acknowledged to explain their complex behavioural characteristics (Jenkins, 2004, p. 39). 
Moreover, Jenkins (2004) emphasises the role of the owner-manager in determining how SMEs 
approach CSR, explaining that, amongst other factors, small business owner-managers are often 
distrustful of bureaucracy and resistant to institutional pressures (p. 29). 
 
Table 4: Cultural differences between small and large businesses (Jenkins, 2004, p. 40) 

Corporate (seeking to achieve) Small business (often characterised as) 
Order Untidy 
Formal Informal 
Accountability Trusting 
Information Personal observation 
Clear demarcation Overlapping 
Planning Intuitive 
Corporate strategy ‘tactically strategic’ 
Control measures ‘I do it my way’ 
Formal standards Personal monitoring 
Transparency Ambiguous 
Functional expertise Holistic 
Systems ‘freely’ 
Positional authority Owner-managed 
Formal performance appraisal  Customer/network exposed 

 
The differences in SMEs and MNCs are perhaps to some extent self-evident. Firm size is the most 
obvious characteristic that the very definition of an SME is based on. Along with annual turnover, 
i.e. the financial aspect of the firm, size of the firm, represented in the number of employees, is the 
main factor in determining whether a firm belongs to this category. According to the European 
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Commission, businesses with up to 250 employees and an annual turnover of €50 million or less 
can be defined as being a small to medium-sized enterprise (European Commission, 2015). Other 
characteristics that distinguish SMEs from larger firms are their orientation towards profit, 
dependence on internal resourcing, local context in terms of business operations, and CSR 
vocabulary (Russo and Perrini, 2010, p. 209). On the other hand Laura Spence highlights a number 
of contextual problems related to studies on CSR in SMEs. She claims that the definition of a small 
business should be consistent, referring to 50 employees as a suitable size, and that they should be 
owner-managed and independent (Spence, 1999, p. 169). 
 
In light of these established differences between large corporations and smaller firms, the 
discussion then turns to providing the tools to explain CSR in the two contexts. Jamali, Zanhour and 
Keshishian (2009) present a study of both larger multinational and smaller-sized Lebanese firms, 
comparing their respective orientations with regard to CSR, in the process applying a number of 
theoretical approaches to understanding CSR during analysis of their data. Their results were 
derived from interviews with ten Lebanese firms, half of which were SMEs while the other five 
were MNCs. According to Jamali et al. (2009), SME owner-managers were characterised as 1) 
having a philanthropic conception of CSR; 2) deriving motivation for CSR from the owners and 
founders views; 3) possessing an ethical conception of CSR, entailing moral reflection and 
stewardship of the business, broad self-restraint and altruism; and 4) that the locus of responsibility 
was as the individual level (pp. 368-370). With regard to how SMEs and MNCs rated their 
respective stakeholders, there was little difference, only that when it came to how they ranked 
‘silent’ stakeholders (community and environment) SMEs accorded more affinity to community 
than to environment, while MNCs demonstrated the reverse (Jamali et al., 2009, p.369). 
 
Murillo and Lozano (2006) looked at the CSR approach of four medium-sized businesses in the 
Catalan region of Spain and came to comparable conclusions, namely that the owners and founders 
of those companies were the significant factor in determining the businesses’ approach to social and 
environmental responsibility, though reasons pertaining to market position were cited as 
motivations in three of the cases (p. 237). This focus on market position of SMEs, i.e. competitive 
advantage, also took centre stage in Ortiz Avram and Kühne's research on strategic management of 
SMEs in the Austrian context (2008). Here they linked the social issues and competitive advantage 
of SMEs to Strategic Management Theory, and underscore that firms that become aware of their 
position in their respective industries can better identify the social and environmental issues that can 
“enhance their strategic positioning or even lever a possible growth path” (Ortiz Avram and Kühne, 
2008, p. 472). 
 
3.4 CSR motives 
 
The structural and cultural differences in SMEs with respect to how they approach CSR (Spence et 
al., 2003; Murillo and Lozano, 2006), and other business activities for that matter (Jenkins, 2004), 
suggests taking a different theoretical perspective on CSR motivations in the smaller firm. While 
some scholars argue the case for social capital theory in explaining motives behind and describing 
CSR in SMEs (for example Spence et al., 2003; Russo & Perrini, 2010), there is already relatively 
broad spectrum of explanatory concepts that deal with CSR motivations. Conceptual frameworks 
devised by scholars in the CSR literature to describe the motives behind engaging in CSR vary (see 
Table 5). 
 
Hemingway and Maclagan's (2004) framework for analysing CSR, depicted in figure 1, proposes 
two key dimensions for the analysis of CSR, motivational dimension and the locus of responsibility. 
The motivational dimension is divided into idealistic or altruistic motivations at one end, with 
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strategic motivations at the other. The locus of responsibility is considered and a separation in made 
between individual at one end of the spectrum and corporate at the other (Hemingway and 
Maclagan, 2004, p. 34). This framework makes explicit reference to the established influence of the 
managers’ personal values in determining a firms approach to CSR (Hemingway and Maclagan, 
2004, p. 36-37). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Altruistic, otherwise understood as ideological motives based on moral and ethical guiding 
principles, and strategic motives are the two extremes of the axis where the complex question of 
‘why’ a firm engages in CSR is posited, be that through corporate philanthropy or implementing an 
environmental management system. Articulated by Hemingway and Maclagan (2004) as “corporate 
image management” and stemming from the theory of the firm which focuses on maximising 
shareholder value, CSR can be seen as a response to the demands of key stakeholders (p. 34). These 
demands may include that the business is engaging in a satisfactory level of CSR. Thus, CSR from 
this perspective can be interpreted as a “strategic marketing activity” whereby “tools of marketing 
communications are employed, notably public relations activity, in order to improve the 
competitive positioning by delivering the messages designed to create or maintain a good image” 
(p. 35).  
 
Using another framework, though similar to Hemingway and Maclagan’s model, Graafland and 
Mazereeuw-Van der Duijn Schouten (2012), distinguish between extrinsic and intrinsic motives as 
opposed to strategic versus altruistic. With this take on CSR motive, extrinsic motives include those 
motives that stem from financial interests and legitimacy interests including reputation. Intrinsic 
motives, on the other hand, refer to motives based on ethical concerns, and moral concerns, 
including notions of environmental sustainability. They make the claim that, generally speaking, 
both extrinsic and intrinsic motives are relevant, but extrinsic motives are perceived to have enjoyed 
a slight predominance (Graafland & Mazereeuw-Van der Duijn Schouten, 2012, p. 382). 
Furthermore, they suggested that managers who attach intrinsic value to CSR are prepared to trade 
off some financial gain for attaining a higher CSR performance and, following that suggestion, 
Graafland and Mazereeuw-Van der Duijn Schouten go on to claim that it is likely that intrinsically 
motivated managers are more prone to engage in CSR (p. 392).  
 
  

Corporate 
locus of 
responsibility 

Altruistic 
motive 

Strategic 
motive 

Individual 
locus of 
responsibility 

Figure 2. Conceptual framework with locus of responsibility and motive (Hemingway and Maclagan, 2004) 
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Table 5: Alternative theoretical models for explaining CSR motive 

Wood (1991) Legitimacy 
- institutional level, 
relationship between 
business and society, 
“general expectations” of 
any firm 

Public Responsibility 
- organisational level, 
“specific” relationship 
with society, 
responsibility confined to 
firm’s interests and 
activities 

Managerial Discretion 
- individual level, firms 
and managers as moral 
actors, personal choices 

Hemingway & 
Maclagan (2004) 

Strategic 
- reconciling firm’s interests with 
society’s, part of risk management 

Altruistic/Idealistic 
- humanitarian motive, irrespective of 
benefits to firm 

Aguilera et al. 
(2007) 

Relational 
- belongingness, 
legitimacy, social 
legitimation through 
addressing stakeholder 
needs 

Instrumental 
- competitiveness, long 
term or short term 
profitability 

Moral  
- stewardship, personal 
values of owners and 
managers, beyond 
economic interests 

Simicic Brønn & 
Vidaver-Cohen 
(2009) 

Legitimacy Motive 
- institutional, 
legitimacy, preserving 
positive perceptions of 
firm 

Profitability Motive 
- instrumental, focus on 
financial results  

Sustainability Motive 
- sustainable 
development focus, 
environmental and social 
sustainability interest, 
personal moral values 

Graafland & 
Mazereeuw-Van 
der Duijn 
Schouten (2012) 
 

Extrinsic Motive 
-  financial interests of firms, reputation 
(legitimacy), employee performance 
and recruitment 

Intrinsic Motive 
- ethical: belief in what is ‘right’ or 
altruistic: betterment of society, 
contributing to common good and 
social well-being, sustainability 

 
The above table shows the results of the literature review into why businesses engage in CSR.  
 
Aguilera et al. (2007) attempt to address this question while also explaining to a degree how the 
different motives interact. They claim that at the organisational level, firms are firstly motivated by 
shareholder interests, secondly by stakeholder interests and lastly by stewardship interests (p. 843).   

 
When consumer pressures and demand for socially and environmentally responsible products are 
high, subsequent action on the part of firms is not always the direct result (Aguilera et al., 2007, p. 
854). This represents a peculiar situation where a clear competitiveness opportunity is collectively 
passed up. This is cited here as evidence to support a firm centric view of motive salience, where 
managers sometimes rank relational motives within their industry group higher than instrumental 
motives, while moral motives are evidently ranked lower.  
 
In using the term ‘social initiative’ to avoid “normative overtones” of CSR (p.92), Simcic Brønn 
and Vidaver-Cohen (2009) make the distinction between instrumental motives and institutional 
motives when defining the strategic reasons that firms engage in CSR. What Aguilera et al. (2007) 
refer to as relational motives, similar to Simicic Bronn and Vidaver-Cohen’s (2009) institutional 
motive, roughly corresponds to the enhancement or maintenance of a firm’s legitimacy, both within 
the industry the firm operates and with society in general.  
 
Wood (1991) seeks to understand CSR by first establishing the core principles driving CSR. These 
principles “should not be thought of as absolute standards, but as analytical forms to be filled with 
the content of explicit value preferences that exist within a given cultural or organizational context 
and that are operationalized through the political and symbolic processes of that context” (Wood, 
1991, p. 700). This is to say that the terms ‘social wellbeing’, ‘obligations’ ‘legitimate functions’ 
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and so on, are not fixed concepts with universal meanings (ibid., p. 700). Thus, the principles of 
CSR according to Wood (1991) – legitimacy, public responsibility and managerial discretion – and 
the equivalent motives derived from these principles, are time- and culture-bound. For instance, the 
SME corporate culture is different in a variety of ways when compared to larger firms or MNCs 
(Jenkins, 2004). 
 
While conceding that not all managers will act on the same guiding principles, Wood (1991, p. 700) 
highlights that motivating principles are complex and many, stating “clearly, other principles, in 
addition to or underlying those of corporate social responsibility, will motivate managerial 
behavior”. Included among these other principles is principles about what is possible, that is to say 
cause and effect principles; principles that relate to how human relationships should be managed, 
i.e. principles of justice, equity, rights; and principles that inform in whose interests the owner-
manager is to act (collective interests, self-interest or other). 
 
In the following sections (3.4.1, 3.4.2, and 3.4.3), the framework from Simcic Brønn and Vidaver-
Cohen (2009) is preferred and used as the central terminologies for categorising motives. The 
conceptual framework (see 3.5) is largely based on this typology. However other concepts from 
other scholars that are linked to the three-pronged motive typology below are also included when 
appropriate.  
 

3.4.1 Legitimacy 
 
“Society grants legitimacy and power to business. In the long run, those who do not use power in a 
manner which society considers responsible will tend to lose it” (Davis, 1973 p. 314 in Wood, 
1991, p. 695). Thus firms are assumed to value legitimacy as a means to justify and maintain their 
place in the socio-economic landscape. CSR is understood to be a productive route to securing 
legitimacy, whether the seeking legitimacy for profit-oriented reasons or otherwise and so 
represents a key motivational factor for engaging in CSR (Aguilera et al., 2007, p. 848). 
 
According to Suchman (1995) legitimacy can be separated into three types; pragmatic, cognitive, 
and moral legitimacy. All three types “involve a generalized perception or assumption that 
organizational activities are desirable, proper, or appropriate within some socially constructed 
system of norms, values, beliefs, and definitions” (Suchman, 1995, p. 577). In the context of firms, 
both MNCs and SMEs, increasing and maintaining legitimacy is considered absolutely essential for 
a successful business and CSR has long been recognised as a means to garner legitimacy (Castelló 
& Lozano, 2011). Commonly, pragmatic and cognitive legitimacy has been the focus of traditional 
CSR literature (Scherer & Palazzo, 2011, p. 915). Pragmatic legitimacy refers to the “the self-
interested calculations of an organization's most immediate audiences” (Suchman, 1995, p. 578), 
which in other words is the legitimacy created through exchanges with the nearest stakeholders of 
the organisation. Cognitive legitimacy occurs at the subconscious level, where broader, taken-for-
granted cultural assumptions serve to explain an organisation and its activities (Castelló & Lozano, 
2011, p. 12). In simple terms, this is the kind of legitimacy resultant from conformance to the basic 
societal rules and norms. Lastly, grounded in an altruistic understanding of behaviour, moral 
legitimacy, though not inherently “interest-free” (Suchman, 1995, p. 579), is based on the explicit 
involvement of the organisation in activities perceived normatively as positive (Castelló & Lozano, 
2011, p. 13). In other words, moral legitimacy is dependent on “whether the activity effectively 
promotes societal welfare, as defined by the audience's socially constructed value system” 
(Suchman, 1995, 579).  
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3.4.2 Profitability 
 
The instrumental view of CSR originates from a theory of the firm perspective, namely that 
shareholder value is prioritised (Hemingway & Maclagan, 2004). In this context, CSR becomes a 
crucial element of a firm’s differentiation strategy and should be considered as a form of strategic 
investment (McWilliams et al., 2006, p. 4). Indeed, the business case for engaging in CSR has been 
researched extensively and it is very much assumed that, at the very least, a firm must not forgo 
profit in the name of CSR practices, but rather the rule is that the firm will do well, directly or 
indirectly, as a result of doing good (Hartmann, 2011).  
 
Simicic Brønn and Vidaver-Cohen (2009) outline that “instrumental motives revolve fundamentally 
around managerial beliefs that engaging in social initiatives can have a direct impact on profitability 
– improving revenue or protecting existing profit levels” (p. 94). In the context of motivating firms, 
profitability motives relate to the perceived advantages attained through increased competitiveness 
and increased resource efficiency that result from CSR engagements. Wood (1991), in drawing a 
distinction between principles and categories, says that in economic domain, a firm acts on the 
principle of self-interest where they try to maximise profits (ibid., p. 695). This would equate to a 
short term view of profitability, while to take the perspective on instrumental CSR that Aguilera et 
al (2007) suggest, namely that long term profitability typical of the “continental” corporation 
motivates a firm to engage in CSR.  
 

3.4.3 Sustainability 
 
Altruistic, idealistic, moral and ethical motivations can all be grouped under the umbrella concept 
of ‘sustainability’ motives. Altruism is an intrinsic motive and entails that managers may 
“contribute to CSR because they enjoy helping others or want to contribute to the common good 
from a genuine concern of the well-being of others” (Graafland & Mazereeuw-Van der Duijn 
Schouten, 2012, p. 381). Hemingway and Maclagan on the other hand point to corporate 
philanthropy as the “most obvious example of altruistic values in CSR” (2004, p. 37).  
 
The concept sustainable development, i.e. “development that meets the needs of the present without 
compromising the ability of future generations to meet their own needs” (WECD, 1987), was meant 
to provide a broad strategic framework for achieving economic and social development that was not 
too adversely impacting on the environment so as to jeopardize future generations ability to do the 
same (WCED, 1987). Operationalising this notion in the context of business has been done in a 
variety of ways, notably “triple bottom line” (Garriga & Melé, 2004). But in the scope of this thesis, 
sustainability motive refers to those reasons for CSR guided by “the belief that corporations have a 
moral obligation to invest in making the world a better place for future generations” (Simicic Brønn 
and Vidaver-Cohen, 2009, p. 104-105). Thus, altruistic interpretations of CSR, contributions to 
common good, and the moral obligation to invest in a better world for future generations are all 
referred to as sustainability motives.  
 
Simicic Brønn and Vidaver-Cohen (2009) explain that there is a distinct lack scholarly consensus 
regarding the motives which are built on the common ethically driven idea that business has a duty 
to “give back”. They highlight the fact that some research points to altruistic motives for CSR 
giving way for strategic, while in other research desire to make a positive contribution and personal 
moral values are outmuscles practical benefits. But also, others have made the benign conclusion 
that moral and strategic motives “share the stage” with these other driving forces (p. 95). 
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3.5 A conceptual framework for analysis 
 
The conceptual framework that is used in this study to organise and analyse the data collected is 
depicted in Figure 2. This depicts to a large extent a synthesis of theoretical models suggested by 
other scholars of CSR motive (summarised in Table 5). Firstly, both Hemingway and Maclagan’s 
and Graafland & Mazereeuw-Van der Duijn Schouten’s respective models are most relevant for the 
first level of analysis, as they share common structure making them comparable in a theoretical 
sense, though different enough to warrant separate treatment as well. During this phase of analysis, 
a broader perspective is taken where motive is understood as being strategic or altruistic, as per 
Hemingway and Maclagan’s (2004) framework and, furthermore, Graafland & Mazereeuw-Van der 
Duijn Schouten’s extrinsic vs. intrinsic motives are considered as well. This division should not be 
thought of as being mutually exclusive in operation. As this study is principally investigating firms 
whose decision-making hierarchy is understood as being ‘individual’ as opposed to ‘corporate’, the 
locus of responsibility is ignored during analysis.  
 
Later, the second level of analysis makes use of a more detailed breakdown of explanatory concepts 
that deal with motive, where preference for terminology was given to legitimacy, profitability and 
sustainability as the conceptual categories of a broader range of CSR motives, once again referring 
to those outlined in Table 5 and elaborated on in chapter 3.  
 
Lastly, a final level to the analysis is comprised of an assessment of how the concept corporate 
citizenship can serve as a means to describe the restaurants, or the owner-managers, based on the 
motivations detected. This was attempted by first defining the term ‘corporate citizenship’ (see 
above) and then, based on the explanations of the interviewees in relation to motives, I established 
to what extent the owner-managers matched the definition; how they could be seen to perform that 
role. 
 
As much as can be, motive salience, as described by Aguilera et al. (2007), is considered during the 
analysis of level 2 owner-manager motives. This also helps address the second research question 
that is concerned with how global corporate citizenship can be applied to each case in that the 
relationship between motives can be understood in relation to global corporate citizenship. Aguilera 
et al. (2007) claim that there will almost always be a hierarchy of motives, whereby in order for 
managers to develop strong motivation for engaging in strategically managed CSR initiatives, “they 
will first need to see the instrumental value of these initiatives” (p.848). From the perspective of the 
shareholders and managers, more weight is places on shareholder related motives when it comes to 
pressures for engaging in CSR, followed by stakeholder interests and lastly stewardship interests (p. 
843). This is referred to as a “downward hierarchical ordering of insider organizational actors’ 
motives” whereby insider organisational actors are the managers and shareholders (ibid., p. 848). 
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Figure 3. A conceptual framework for analysis 

As it has been suggested by scholars of CSR (e.g. Scherer & Palazzo, 2011) that the political 
dimension is lacking somewhat with respect to how it is integrated into different conceptions of 
CSR, a further analytical phase takes place. The so-called level 3 analysis attempts to lay the 
foundations for a brief exploration of connections between communicated motives of the owner-
managers and this political dimension to the firm’s relationship with society.  
 
Now, we leave theory to one side momentarily as the next chapter (Chapter 4. Empirical 
background) explains the organic movement on the broader stage and further describes KRAV 
certification and labeling for restaurants.  
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4 Empirical Background 
 
This chapter provides background information needed to understand the context of the study. 
Firstly, the organic food movement is explained in a global context before turning to the topic of 
local food movements and sustainable Nordic cuisine. Later, the organisation KRAV and KRAV’s 
restaurant certification are described in more detail.  

 
4.1 The organic movement 
 
The modern organic movement, in the European context, can be dated relatively accurately. 
According to Tomas Larsson, the birth of the farming phenomenon as a coherent, transnational 
social movement began with the formation of the International Federation of Organic Farming 
Movements (IFOAM) on November 5, 1972 (Larsson, 2015, p. 740). Since then, organic farming 
has left behind it the early attacks from the scientific community and eventually the movement 
proceeded to become truly institutionalised with the IFOAM becoming officially recognised as a 
standard-setting body by the International Organization for Standardisation (ISO) with a 
membership base comprised of over 750 member organisations from over 100 countries (Larsson, 
2015, p. 740). 
 
Seen from a global perspective, organic agriculture is for millions of small-scale farmers in the 
developing world simply common practice and, despite being unaccredited, nevertheless adheres to 
the Food and Agriculture Organisations definition of the term: 

 
Organic agriculture as a holistic production management system that avoids use of synthetic 
fertilizers, pesticides and genetically modified organisms, minimizes pollution of air, soil and 
water, and optimizes the health and productivity of interdependent communities of plants, 
animals and people. (FAO, 2007, pp. 2-3). 

 
However, in highly industrialised nations with large scale, highly-tech farming methods, public 
concern for the environmental impact and harmful chemicals found in food added weight to the 
argument promoting organic farming methods. Though subsidies for organic agriculture did help, 
Lockeretz  (2007) points to other factors for explaining the steady rise of the organic movement. 
The social and political upheaval of the 1960’s, incorporating the widespread heightened concern 
for the environment, which included the awareness of the threats linked to industrial agriculture, 
encapsulated so eloquently in Carson’s Silent Spring (1962), is framed by Lockeretz as the 
significant contextual basis and driving force that afforded the movement great momentum and 
support (Lockeretz, 2007, pp. 3-4), as it sensitized much of the public to the problems associated 
with extensive pesticide use (Micheletti & Stolle, 2013, p. 138).  
 
In brief, the industrialisation of agriculture and obsession with efficiency has meant that traditional 
farm functions were outsourced, crops were bred to be uniform and mechanically harvestable, 
synthetic fertilisers became widely used, and smaller, diverse farming operations made way for 
larger farms specialising in a single crop (Roberts, 2008, pp.22-23). Though film and popular media 
could explain the conversation in the general public about the inherent unsustainability of 
conventional agriculture, the science very much backs up these more emotionally charged claims. A 
22 year study in the US comparing conventional and organic farming methods, testing a range of 
measurable indices, found the organic farming methods, though not conclusively economically 
better performing, were consistently confirming the environmental benefits such as improved soil 
organic matter and minimised soil erosion, reduced chemical inputs, less water usage, and improved 
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biodiversity (Pimentel et al., 2005, pp. 578-580). Furthermore, the Swedish agriculture ministry 
recognises environmental benefits across a wide range of factors but cites reduced chemical 
pesticide use and increased bio-diversity as decisively important (Wallander et al., 2012). 
 
 
4.2 The consumer perspective, Nordic cuisine and the Local Food movement 
 
The debate around food production, globally speaking, and in Sweden, can be further understood by 
looking at the consumption side of the equation. Merely by addressing the production methods, 
which organic agriculture can be seen to be doing, somewhat neglects to take into account other 
parts of the food system that similarly pose sustainability problems. Taking a look at the food 
system on a global scale, making the switch to organic farming methods only solves part of the 
problem.  
 
The evidence suggests that Sweden is a very progressive country when it comes to sustainable 
cuisine and food consumption. This is reflected in Martin & Servera’s report on how the Swedish 
people view organic food (‘Svenskarnas Syn På Ekologisk Mat’). It is clearly indicated that there is 
an increased demand for organic food from consumers, 80% of whom claim they will purchase 
either the same or more organic food in the future and, furthermore, a convincing majority of 
Swedish people think organic food is important, listing “environmentally friendly”, “healthy” and 
“responsible” as the main positive associations with organic food (Martin & Servera, 2014). 
KRAV’s own market report says much the same. According to the organisation’s 2015 market 
report, commitment to organic food is rooted in the increased consciousness and rising demand of 
consumers (KRAV, 2015). According to one analysis of 25 studies related to consumers’ attitude to 
organic food products, the term ‘organic’ is generally associated with “chemical-free, unsprayed 
and free from pesticides and synthetic fertilizers” (Eklund, 2003, author’s own translation). These 
terms are in turn tied to environment and health, the most significant motives behind the decision to 
purchase organic products. According to the Swedish Consumers Agency (Konsumentverket) these 
factors – environment, health and also animal welfare - are consistently found to be the overarching 
motives behind organic consumption (Konsumentverket, 2002). A literature review taking a more 
expansive, global view concluded that “Human health, food safety and environmental steward- 
ship, along with several other product characteristics (such as nutritive value, taste, freshness, 
appearance and other sensory characteristics) influence consumer preferences” (Yiridoe et al., 
2005, p. 202).  
 
At the pinnacle of Scandinavian sustainability, and quality for that matter, in the food service 
industry lie a number of restaurants that subscribe, loosely or otherwise, to the “New Nordic 
Kitchen Manifesto”. This manifesto underwrites the world famous food philosophy of the 
restaurant, NOMA, in Copenhagen, Denmark, and has a strong sustainability message at its centre. 
Analysed from the sustainable development perspective, it reads like a food policy framework of a 
government agency designed to promote peace, social well-being, environmental protection and 
cultural conservation. Among the ten points to the 2004 manifesto is a focus on seasonal cooking, 
locally sourced ingredients, animal welfare concerns, and environmental considerations to farming 
and fishing (New Nordic Food, n.d.). 
 
The local food movement is a phenomenon that ought to be clearly differentiated from the organic 
movement, but not at all because they are any way at odds with one another. The concept ‘local 
food’ is indeed a diffused term and can entail a different meaning for food sellers, food consumers 
and other stakeholders (Sveriges Konsumenter, 2014). Both concepts, ‘local food’ and ‘organic’, 
are treated very much as bywords for sustainable food and thus their meanings are easily conflated 
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in public discussions on sustainability in food service businesses, likewise food retail. However, as 
Paul B. Thomson (2012) notes, local food systems, from the perspective of an agrarian philosophy 
of land management and food production, seek to “embed people in practices where their commerce 
with nature and with each other will create an enduring sense of place” (p. 228). Using an agrarian 
perspective, Thomson reframes the concern for protecting soil fertility and biodiversity as 
representing a “need to preserve habits or virtues dedicated to land stewardship and animal 
husbandry” (ibid., p. 229).  
 
Lisa Heldke (2012) explains that the term “Agrarian localism” relates to a close connection to a 
certain geographical place characterised by longevity, intimate knowledge of the physical form, 
climate, idiosyncrasies and so on (p. 37). Heldke explains that advocates of various local food 
movements claim that “while local foods are not always the most sustainable choices, considered 
purely on environmental grounds, it would be wrong to evaluate them on environmental grounds 
alone; their cultural/social/political capacity to build sustainable communities is in itself and 
enormous benefit of such movements” (ibid., p. 38).  
 
4.3 KRAV organic certification and label 
 
From a theoretical perspective, the KRAV organic certification, like a host of other environmental 
certifications for products and services, can be viewed quite simply as a guarantee that a certain 
standard is being lived up to. Standards and standardisation are considered an effective form of 
regulation (Brunsson & Jacobsson, 2002, p. 1). A standard refers to a set of rules that is followed by 
the adopter that prescribes what the adopter should do (Brunsson & Jacobsson, 2002, p. 4). 
 
When a product or service enters the market place, for example, a food product claiming to be 
produced organically, these claims must be substantiated. Unsubstantiated environmental claims are 
often referred to as ‘greenwashing’. It is at this stage in the global marketplace that eco-labels 
fulfilling their function. Environmental labelling schemes, such as eco-labels like KRAV and the 
Nordic Swan2 (Svanen), seek to deal with the problem of asymmetric information in purchase 
situations by establishing a trustworthy and reliable information system about the product 
characteristics. Qualities of a product pertaining to environmental friendliness are mostly 
considered credence attributes (Rubik and Frankl, 2005, pp. 29-30).  
 
The organisation, KRAV, is an incorporated economic association consisting of 28 members that 
include representatives from a variety of interest groups, from farming and food processing, to 
animal welfare organisations. Companies that use the KRAV label pay for that right and must 
adhere to those rules KRAV stipulate as necessary (KRAV, 2014a). The label means that a product 
has been produced organically as stipulated by EU standards, but with additional demands on 
animal welfare, health, social responsibility and impact on the climate (KRAV, 2014b). These 
“higher demands” are what separate KRAV from European Union organic certification. The latter 
is a certification framework for EU producers who wish to name their product as ‘organic’ and sell 
it as such and does not incorporate further criteria beyond the principles of organic agriculture as 
stipulated by the European Commission.  
 
Based on the figures in KRAV’s 2015 market report, the trend is set to continue. Sales of organic 
products at Sweden’s two largest grocery chains, ICA and Coop, increased 50 and 45 percent 
respectively (KRAV, 2015, p 21). During 2014, 14 % more items became available in stores, sales 
of organic pre-packaged meat shot up 65% while in the food service sector the number KRAV 
                                                 
2 The Nordic Ecolabel, Svanen, helps consumers choose environmentally conscious products (Internet, Svanen, n.d.). 
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certified restaurants grew by 17% and catering suppliers reported an increase in sales of KRAV 
certified produce to the tune of 18%. 
  
Studies have shown that most Swedes know the KRAV-label. The brand recognition of the KRAV 
label is near perfect - 98% of consumers in Sweden recognise the label and claim to know what it 
stands for (KRAV, 2010).  
 
Though the organisation does have limitations to the role of representing this collective of 
stakeholder interests. Boström & Klintman (2006) argue that KRAV “defines out” certain concepts 
also related to environmentally responsible production of food and thus deliberative debate is 
stifled. Furthermore, they also note the limitations of KRAV and similar eco-labelling organisations 
to challenge structural characteristics of the food system, such as large-scale distribution and 
transport systems, concentrated and vertically integrated retail, not to mention the global principles 
and ideals of free trade (pp. 170-171).  
 
Hartman (2011) also indicates that the structures that characterise the EU food sector make it more 
likely that the so-called big players set the terms and dictate regulations (i.e. food retail and 
processing). Standardisation is indeed not inherently a good thing. Brunsson & Jacobsson (2002) 
point out that standardisation can actually reflect or increase the power and influence of larger, 
better resourced firms (p.10).  

4.3.1 KRAV certification for restaurants 
 
The restaurant certification that KRAV provides is intended for all forms of restaurants, cafés, 
caterers and so on. It is a certification system comprised of 3 levels, based on the minimum quantity 
(percentage) of KRAV (or MSC3) products used at the food service venue. There are of course 
accountancy rules and regulations that must be met to maintain the right to use the labelling 
(KRAV, 2014, p. 234). The main criteria for KRAV certification of restaurants are outlined below: 
 

• Level 1: At least 25% of the purchase value of all ingredients consists of KRAV-
/organic/MSC-certified products. 

 
• Level 2: At least 50% of the purchase value of all ingredients consists of KRAV-

/organic/MSC-certified products. 
 

• Level 3: At least 90% of the purchase value of all ingredients consists of KRAV-
/organic/MSC-certified products. 

 
Additional to the set amount of KRAV labelled produced served in the restaurant, it is required that 
no GMO produce or WWF red listed fish is served in the restaurant, regardless of whether or not it 
is to be included in the calculated amount of KRAV produce (KRAV, 2014, p. 234). 
 
The business also must have an environmental policy in place and conduct yearly reviews of the 
environmental measures in place. This policy must include waste sorting and recycling, systematic 

                                                 
3 Marine Stewardship Council (MSC) – “The MSC Fisheries Standard is designed to assess if a fishery is well-managed 
and sustainable. Developed in consultation with the fishing industry, scientists and conservation groups. Certification to 
the MSC Fisheries Standard is voluntary. It is open to all fisheries involved in the wild-capture of marine or freshwater 
organisms. This includes most types of fish and shellfish, of any size, type or location” (MSC, n.d.). 
 



  
28 

effort to reduce additives in the foods served as well as a systematic effort to increase overall 
amount of KRAV-certified raw produce used (KRAV, 2014, p. 235). 
 
Finally, included in the criteria for certification are rules and guidelines related to staff training. All 
formally trained staff should be able to show a certificate proving this and must have signed a 
written copy of all relevant information that includes the following elements (Table 6.): 
 

Table 6: Staff knowledge requirements at KRAV restaurants 

Staff knowledge requirements under KRAV 
certification guidelines 
1. Basic information on organic production and its 
aims. 
2. General information about KRAV standards, 
KRAV goal and KRAV added value. 
3. Information on the procedures for the separation 
of KRAV-certified products in the restaurant. 
4. Information on the labelling and marketing of 
KRAV-certified food. 
5. Basic information about other environmental 
labels. 
 

 
The KRAV rules for restaurant certification require that personnel have good knowledge about 
organic production and KRAV and that at all times a staff member adequately trained in this regard 
be present during opening hours of the business. All relevant staff should be able to answer 
questions related to which ingredients are certified organic, MSC etc., and be aware of their origin.  
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5 Results from empirical case study 
 
This chapter deals exclusively with the case study empirical data. Being the first step in the 
analytical process, the chapter is structured partly following the initial coding and sorting of the 
data into different categories for analysis. After the interviews with restaurant owner-managers took 
place, the transcriptions were carefully coded. Four distinct categories emerged from the data. 
These were 1) concern for people and planet; 2) need for trust and concern for seriousness in 
environmental claims; 3) perception of norms and values among customers and society; and 4) 
perception of norms and values in food industry, particularly restaurants.  
 
5.1 Interviews with KRAV-certified restaurant owner-managers 
 
In the following sections, a mixture of raw and moderately edited quotations from the interviewees 
are selected and organised into the categories mentioned above based on how the data was coded. 
Some quotations are left unedited to provide a degree of authenticity for the reader. 
 

5.1.1 Concern for people and planet 
 
“[Organic agriculture is important] for everyone, for the environment, for the globe, actually. 
Because it’s not only KRAV, it’s everything around it, you know, the garbage, the electricity and 
you know, everything … I wouldn’t be working for food if it wasn’t for the environment’s sake. It’s 
not interesting.” [sic] (Gadestam, 2015, pers. comm.) 
  
KRAV, the label at least, captures one issue in a world of wider issues that concerns how we grow 
food, up and down the chain. Åsa Gadestam of Odjuret Foodtruck continued to express that “it is 
the way to communicate easy with people, through the stomach, and to explain that there is quite a 
difference between 1KRAV and 3KRAV” [sic] (Gadestam, 2015, pers. comm.). There are no 
perceivable financial benefits to having a KRAV-certified restaurant and, in the case of Odjuret, 
once it was made public that the restaurant was certified to 3KRAV, the highest level possible, no 
perceivable changes were noticed regarding the profits, however a number of customer remarks 
were noticed (Gadestam, 2015, pers. comm.) 
 
Andreas Kristensson, from Uppsala Konsert och Kongress (UKK) sees organic agriculture as an 
important step towards taking better care of the earth: 
 
“We haven’t taken care of the earth for the last hundreds of years. So it’s time, even though it could 
be too late. But we have to do something fast. And I think the organic way is a good way to go 
because it’s more natural. I think we need to think of our environment, to not destroy the world 
anymore” [sic] (Kristensson, 2015, pers. comm.)  
 
But it was also made clear that KRAV is not the only guarantee, for Åsa, that the fresh produce she 
buys is totally environmentally and socially benign. Also, she mentions ‘biodynamic’ agriculture as 
going further than KRAV with environmental responsibility. Still, generally speaking, that which 
KRAV represents, namely organic agriculture and better-than-EU standards of ethical animal 
treatment, is, according Åsa, very important (Gadestam, 2015, pers. comm.) 
 
KRAV represents good treatment of animals, clean fresh produce, better quality and ensures that 
there are no strange additives in the food. (Hägg, 2015, pers. comm.)  
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“When you are KRAV certified… everything should be inside the farm, so that you arrange your 
own fertiliser and everything so that it creates great diversity in nature also. I think that the whole 
system, that you avoid all the poisons, even for those working. It can’t be good with all those 
pesticides, because that’s what you’re putting into yourself. I believe we’re not really seeing the 
effect of everything we’re consuming; in the future there could be problems with genes” [sic] 
(Hägg, 2015, pers. comm., author’s own translation). 
 
However, the issue is beyond the scope of KRAV certification, explains Gadestam, and restaurants 
are not the only part of the chain that is responsible for addressing environmental issues related to 
food producing and procurement (2015, pers. comm.) 
 
“The small farmers, the small producers, are organic. They’re not conventional, why should they 
be? When it’s small and they’re just a couple, their way of living, it’s not a way of being 
millionaires, making a lot of money. They have another interest in why they are farmers, if they’re 
small. And they work 24 hours, by reason. So mostly they are organic, the small ones. Not the big 
ones. And that’s the problem; it’s not the restaurant. If everyone was organic… The other part of 
the chain is wrong, because if everyone started to get organic, it’s not enough, it’s not enough 
food.” [sic] (Gadestam, 2015, pers. comm.) 
 

5.1.2 Need for trust and concern for seriousness in environmental claims 
 
Gadestam from Odjuret described the label as trustworthy, very well known in Sweden, and said 
that it does not confuse people while stating that: 
 
“[Krav] is the only label that you can trust, actually, in Sweden… now I think it’s the best because 
it’s GMO free and the European label is not. I think they (KRAV) are the hardest, the toughest at 
the moment actually” [sic] (Gadestam, 2015, pers. comm.). Similarly, Hägg expressed that the 
KRAV label is a powerful tool, stating, “I believe it’s the strongest brand in Sweden” [sic] (Hägg, 
2015, pers. comm., author’s own translation).  
 
Andreas from UKK says that it is essential to have the KRAV certification in the conference venue 
part of the food service industry: “I think it’s starting to be like, you need to have a label, and 
KRAV is one of the best labels in the food part” (2015, pers. comm.) For Lena Hägg at Happy-
Food it is equally as useful for showing the customers that the restaurant is taking organic food 
seriously. She says that the KRAV label feels like a quality stamp that you can put on display, 
which proves that KRAV is controlling the business at least once per year, that the business is 
living up to its promises, and customers then feel secure and trust that the restaurant is living up to 
what it promises (Hägg, 2015, pers. comm.)  
 
Hägg (2015, pers. comm.) pointed out that the KRAV label is a clear strength when it comes to 
avoiding bad rumours about the food industry and claimed that Happy Food has a good reputation 
among their customers. Additionally, she stated that she believed that her business would retain the 
customers they have in any case, regardless of their KRAV certification, because they are 
trustworthy and maintain a high quality service and product; the KRAV label is extra guarantee that 
customers can feel secure in the knowledge that their environmental claims are indeed genuine 
(Hägg, 2015, pers. comm.). 
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5.1.3 Perception of norms and values amongst customers and society 
 
Kristensson at UKK has the view that economy usually trumps environmental values, when it 
comes to the trade-off that occurs when customers choose a place to dine. Those values that relate 
to a preference for organic food, local and seasonal food are widely expected to continue to grow 
and become the norm amongst restaurant customers (Hägg, Gadestam, Kristensson, 2015, pers. 
comm.) meaning that restaurant owner-managers will find it more difficult to ignore organic or 
other types of environmental certification. Already today, customers that are selecting conference 
venues will prefer svanen-certified, which is the industry norm nowadays, over uncertified and, 
according to Kristensson, KRAV is beginning to follow that trend. 
 
For Kristensson, thinking about the customers’ willingness to pay is an ever-present consideration 
when it comes to buying in ingredients for the kitchen. Although he claims that the quality and taste 
are almost invariably better, when he makes the choice between conventionally produced and 
organically produced, he has to think about the economical side: “when it’s too expensive you can 
either change to another supplier, or make them pay more – the customers that is. And they’re 
(customers) really not interested” [sic] (Kristensson, 2015, pers. comm.).  
 
“I think it’s the customer, 9 times out of 10, they want the organic, they want locally produced, and 
then when it comes to the price, they want to pay as low as they can. So then it’s really hard to give 
them organic food and they want to pay for regular. Because there is a difference, because the non-
organic food, it’s too cheap. That’s the problem” [sic] (Kristensson, 2015, pers. comm.). 
 
Hägg from Happy Food (2015, pers. comm.) believes that there is a growing demand for 
commercial and private school catering with KRAV certification. She went on to express that she 
has noticed the age difference with regard to overall interest in organic food, the younger being 
more aware and interested, while parents also are today more anxious about what food their 
children are eating (Hägg, 2015, pers. comm.). 
 

5.1.4 Perception of norms and values in food industry, particularly restaurants 
 
“So we promise at least 50% but we have bigger goals, so we keep it at around 70%. So we keep a 
higher level than what we have to, so to speak, for our KRAV certification.” (Hägg, 2015, pers. 
comm.) 
 
However, there are some operational problems with KRAV too, according to the interviewees. 
These include costs, uncertainty in steady supply, the latter pointing to current restaurant norms 
which expect a continuous supply of the food products that each chef needs in his or her kitchen. 
Firstly, the regulations are perhaps not entirely suitable for very small-scale farmers, meat 
producers (especially in KRAV’s early days) where the paperwork represents a strong disincentive. 
Additionally, there are food growers that are currently producing food to standards similar to or 
better than KRAV’s own (Gadestam, 2015, pers. comm.). 
 
Food retail is likely to witness the most perceivable changes, rather than restaurants, regarding 
organic and KRAV, evidenced by the pending arrival of Paradiset in Södermalm; a sort of Swedish 
‘Wholefoods’4 (Gadestam, 2015, pers. comm.) With only three large actors in food retail, the 
seasonal, local aspects to food are largely lost. In the restaurants, however, these are valued 
                                                 
4 Wholefoods supermarket is a food retail business found in the US, similar to Sweden’s ICA and COOP but with a 
focus on organic, local and artisanal produce.  
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attributes to food products. Though this is difficult in a vegetarian restaurant, importing seasonal 
produce from inside EU is necessary (Gadestam, 2015, pers. comm.).  
 
According to Gadestam (2015, pers. comm.) there is a worrisome trend in the retail sector, where 
certain actors dominate the grocery world and other important aspects to food, locality and 
seasonality, are obscured. Unfortunately, states Gadestam, the agriculture politics at the EU level do 
not work and especially when it comes to locally produced food and environmental reasons in 
general; “it is all about money!” (2015, pers. comm.) 
 
Hägg, however, is optimistic, and is encouraged by the growth in organic produce in food retail but 
less so when it comes to restaurants that are not “seeing the broader picture” and “hunt after small 
coins” instead (2015, pers. comm., author’s own translation). Even those restaurant owner-
managers who value organic, locally produced, high quality attributes in the food they buy and 
serve, ought to certify regardless of whether or not these restaurants believe they are fine-dining 
establishments, with a high degree of trust in the food industry and society, and thus have no need 
of recognised certification (Hägg, 2015, pers. comm.) Perhaps this is linked to the priorities at 
Happy-Food, where, as Gadestam claims is the case in large food retail, organic trumps local:  
 
“We consider that organic is ‘better’, so to speak, so that’s the first step. We can buy organic 
sausages from Germany, in which case we depart from ‘Swedish’, but organic is more important 
than being ‘Swedish’, so to say” (Hägg, 2015, pers. comm., author’s own translation).  
 
Also taking this view on the trade-off between local and organic, Andreas Kristensson of UKK 
mentions that although he appreciates that it is currently very popular to have locally produced 
food, it is certainly no guarantee that it is better if the product is still not organic (2015, pers. 
comm.). 
 
According to Åsa Gadestam, though, organic is not the sole priority for restaurants at the moment. 
Today in food service, “it’s not just organic, it’s important to question real food” (Gadestam, 2015, 
pers. comm.), regarding e-numbers in food, the traceability, or spårbarhet in Swedish, of produce. 
The priority now is to say where everything is from, how it was produced, how it has been living 
(Gadestam, 2015, pers. comm.) 
 
“With small restaurants, of course there’s three or four companies that have a lot of restaurants in 
Stockholm, but still the best chefs start their own restaurant in Stockholm. Maybe they’re not 
organic, but they’re local, they do something new” [sic] (Gadestam, 2015, pers. comm.) 
 
There are more new, younger chefs starting to come through, notes Lena Hägg of Happy-Food, 
which will increase the pace of change towards more organic being used in restaurant kitchens 
(2015, pers. comm.) Hägg pointed to the new hotel in Uppsala, Hotell Von Kraemer, whose 
recently opened restaurant is run by a young chef with a passion for organic and local food (2015, 
pers. comm.) 
 
“I believe actually that in 5 years, I believe that most restaurants are going to have only KRAV and 
organic. Even in restaurants in the city. I believe the trend is such that it will go quite fast. The 
future of retail and restaurant will be such that you will take away conventional and increase 
organic. But it will depend on the farming side too. The demand is directing everything but can they 
keep up with the development? So I believe there will be shortages of certain things, which can be a 
problem for us restaurants, especially because we need to buy such large volumes. The restaurant 
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industry will eventually work a little more on a monthly basis maybe, in tune with the seasons.” 
(Hägg, 2015, pers. comm., author’s own translation). 
 
Some of the reasons cited that other restaurants might pass up KRAV certification, or not certify 
beyond the first level - 1KRAV (25 percent organic) - are laziness and time constraints (Gadestam; 
Kristensson, 2015, pers. comm.). However, according to Gadestam, it is much easier than they 
(non-KRAV, non-organic owner-managers) think to find the organic produce. There will always be 
restaurants doing it the cheap way, says Gadestam, not organic or KRAV, “because they are not 
high quality restaurants” (2015, pers. comm.). 
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6 Analysis and discussion 
 
In this chapter, the theories and conceptual framework (outlined in chapter 3) are used to analyse 
the empirical data from the interviews. Firstly, the strategic vs. altruistic model for explaining CSR 
motive is utilised to examine the underlying motivational factors of restaurant owner-managers to 
certify with KRAV certification, reflecting on intrinsic and extrinsic motive as well. Then, a 
broader selection of concepts is used to develop the interpretation of data further, divided in the 
categories sustainability, legitimacy, and profitability. Later, the analysis turns to relating the 
analytical findings to the concept global corporate citizenship with the intention of exploring 
political aspects to CSR engagement in this specific context. Finally, a discussion of the findings 
proceeds with particular emphasis on how the findings relate to previous research on CSR in SMEs. 
 
6.1 Altruistic or strategic motive 
 
It is clear from the empirical data that altruism and strategy, as conceptualised by Hemingway and 
Maclagan (2004), is an apt framework to study the motives of corporations, large and small, for 
engaging in CSR. On the other hand, it is arguably too superficial and simplistic and does not 
capture the complexity of owner-manager motives that were uncovered during this study. However, 
strictly speaking the model is designed to analyse CSR, not solely CSR motives, and thus is perhaps 
most useful as a kind of ‘compass’, conceptually, to find out where a business’ values are 
constructed and how those values influence CSR. Establishing whether the values are personal or 
organisational, in terms of their origins so to speak, was not the core concern of this thesis, rather it 
was about which motives are communicated for explaining the owner-managers’ decision to engage 
in CSR. With respect to this particular question, the focus during analysis was directed to what the 
interviewees communicated as their reasons, rationale, goals and expectations with obtaining 
KRAV certification.  
 
Almost inevitably, both strategic and altruistic motivation was detected in the empirical data. To 
discriminate against one of these two concepts in defining the motives of one restaurant owner-
manager or another would not constitute an accurate portrayal of the complexity behind their 
decisions to certify with KRAV. There is a wide range of motives for buying organic food in the 
general public (Martin & Servera, 2015; Yiridoe et al., 2005) and this is somewhat reflected in the 
wide range of motives that restaurant owner-managers communicate as their reasons for certifying 
with KRAV. The figures indicated by Martin & Servera’s report, Swedish People’s Perspective on 
Organic Food, indicate that many people value organic food, but in different or overlapping 
capacities. Turning our attention to the restaurant owner-managers, the value in using organic 
ingredients comes with them being perceived to be produced in a way that is environmentally more 
sustainable (Gadestam, 2015; Kristensson, 2015, pers. comm.), have higher standards of animal 
welfare than are provided for under the EU organic label, and be free from harmful pesticides and 
other additives that are hazardous for human consumption (Hägg, 2015, pers. comm.; Gadestam, 
2015, pers. comm.). Also, the higher quality and taste attributes associated with organic food are 
cited as being also very important (Kristensson, 2015, pers. comm.; Gadestam, 2015, pers. comm.). 
 
The concern for environmental impacts of non-organic food production, animal welfare and the 
health of those who consume the food prepared by these food service businesses indicates a strong 
presence of altruistic motivation. Interpreted from Graafland & Mazereeuw-Van der Duijn 
Schouten’s (2012) view of motivation, altruism, which they stipulate as one intrinsic motive for 
CSR, dictates that the “executive” is motivated by the will to contribute to the common good and 
the positive societal consequences that result from their actions or simply “…because they enjoy 
helping others” (p.381). Alternatively, according to the model provided by Hemingway and 
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Maclagan (2004), these concerns for people and planet constitute a case of individual manager’s 
organizational decisions being “driven by a variety of personal values and interests” that are clearly 
beyond the so-called “corporate objectives” of the business (p. 36).   
 
However, at this point it is important to ensure adequate attention is afforded to any conclusive 
statements that relate to defining precisely to what extent these altruistic motives apply to other 
decisions beyond those decisions directly related to purchasing organic and KRAV-labeled food 
items and ingredients for the restaurant. In other words, it is critical to keep in mind that these 
motives, which in a broad sense can be interpreted as merely supporting organic agriculture, are 
perhaps easily conflated with the motives for the organizational decision to obtain KRAV-
certification. As it appears in the cases studied here, the isolated decision of applying for, obtaining 
and maintaining the KRAV certification for restaurants can be understood to have strong strategic 
or extrinsic motivations behind it: the concern for trust and seriousness in the environmental claims 
being made is a key thematic category in the data that highlights the inherent functionality of an 
environmental label and thus is reflected on as an important factor in the decision. For instance, 
Gadestam and Hägg (2015, pers. comm.) both stated that the level of trust associated with the 
KRAV label is undeniably high in Sweden, while Kristensson explains that certifying with KRAV 
and using the label is valuable for attracting and maintaining a customer base (2015, pers. comm.). 
Undoubtedly, there is instrumental value in adopting a trusted and well-known brand such as 
KRAV to validate the restaurants claims in being environmentally conscious. Having an ‘organic 
profile’ is not necessarily a prerequisite of KRAV certification, nor is it a guaranteed outcome; it 
certainly represents a useful tool to achieve that end. The extrinsic motive, as Graafland & 
Mazereeuw-Van der Duijn Schouten (2012) explain it, applies here insofar as the concern for trust 
and interest in maintaining a healthy customer base relate to financial motives of CSR. For instance, 
these views clearly show that restaurant owner-managers value 1) CSR’s contribution to the long 
term financial performance of the business, 2) the positive effect on reputation and 3) the power of 
CSR to differentiate the restaurant from competitors with the aim of increasing or retaining market 
share (p. 379).    
 
To synthesize the above analysis in a meaningful way is however not entirely straightforward. It is 
in practice difficult to totally delink the aspects of concern for people and planet from other 
concerns when attempting to make conclusions about specifically which are the communicated 
motives of restaurant owner-managers for certifying with KRAV’s restaurant certification. These 
competing concerns are likely to be ‘in play’ simultaneously, almost constantly, where one concern 
intermittently overpowers the other depending on the context of the individual decisions of day to 
day ‘ad-hoc’ SME organizational activity. This synthesis is depicted in Figure 3. 
 
 
 
 
 
 
 
 
 
 
The figure above depicts an alternative conceptual representation based on Hemingway and 
Maclagan’s (2004) and Graafland & Mazereeuw-Van der Duijn Schouten’s (2012) understanding of 
CSR motive. It is designed to illustrate how converging motives result in the decision to engage in 
CSR. This illustration is useful as it problematises the ‘doing’ of CSR: in the cases presented in this 
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study, CSR does not start nor stop at KRAV certification and the processes directly relevant for 
attaining it. Both Hägg and Gadestam are going significantly beyond the stipulated requirements as 
set out by the KRAV certification regulations (2015, pers. comm.). Thus, the formalised CSR 
engagement, i.e. the KRAV certification and subsequent license to utilise the strategic functionality 
of the KRAV brand, is by no means the end goal. 
 
6.2 Types of motivation 
 
Following Simicic Brønn and Vidaver-Cohen’s (2009) typology of CSR motives, the sections 
below interpret the qualitative interview data with the help of the various theoretical concepts 
encompassed by the conceptual framework compiled in chapter 3 (see 3.5). 
 

6.2.1 Sustainability 
 
Concern for planet and environment was a strongly evident category in initial extrapolation of 
sorted interview data. Moral values of the owner-manager came through strongly, which is 
consistent with theory that SMEs’ CSR engagements are, as pointed out by Jamali et al. (2009), 
highly dependent on the individual values and guiding principles of the owner-manager.  
 
Sustainability is indeed a buzzword in the food-service industry, not surprising given the popular 
media’s lampooning of unsustainable, socially and environmentally problematic conventional 
agriculture system (see Chapter 4). Furthermore, as indicated by Gadestam and Kristensson (2015, 
pers. comm.) the best quality ingredients as well as the best chefs, are organic. While Hägg 
lamented that non-organic restaurant owners fail to see the big picture (2015, pers. comm.) and 
Gadestam outlines that the issue goes beyond the scope of just organic agriculture and points to a 
number of other considerations in the food industry that are also important for sustainability. These 
concerns point to owner-managers’ understanding that their businesses and industry have a moral 
obligation, as Simicic Brønn and Vidaver-Cohen (2009) explain, to invest in making the world a 
better place for future generations. 
 

6.2.2 Legitimacy 
 
The perception of norms and values of society, but particularly customers, is that sustainability, 
organic, local, or seasonal, or a combination thereof, is very important. When dining at restaurants 
or, in the case of the private schools who contract Happy-Food for school lunches in the school 
canteen, these are increasingly important aspects concerning the consumer. Hägg concludes that 
younger individuals and parents have a heightened awareness when it comes to organic food (2015, 
pers. comm.), while Kristensson believes 9 out of 10 guests want organic on the menu (2015, pers. 
comm.). The KRAV label, therefore, is likely to grant the restaurants some degree of moral 
legitimacy, acquired when a business is explicitly involved in activities perceived normatively as 
positive for society (Castelló & Lozano, 2011, p. 13).  
 
As already mentioned in the previous section’s analysis, the concern for trust in environmental 
claims and the need to be seen as a serious restaurant are a considerable advantages that come along 
with KRAV certification (Gadestam; Hägg; Kristensson, 2015, pers. comm.) and this has relevance 
for the firms’ long-term profitability and sustaining a strong customer base. This is further 
elaborated on in the following section. However, when these statements are analysed within the 
framework of corporate legitimacy, it is important to reiterate that here we are interested in 
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legitimacy as a motive rather than legitimacy as an outcome of measurable effect. As such, 
cognitive legitimacy becomes largely irrelevant: this refers to legitimation through observing legal 
and societal norms, taken-for-granted cultural models, “that furnish plausible explanations for the 
organization and its endeavours” (Suchman, 1995, p. 582). Similarly, pragmatic legitimacy, which 
is ascribed to a firm in cases where constituencies are convinced that they themselves benefit from 
the results of corporate behaviour (Scherer & Palazzo, 2011, p. 915), is not an entirely useful 
theoretical concept. Once reinterpreted in the practical sense as a type of “exchange legitimacy” or 
“influence legitimacy” (Suchman, 1995), it becomes difficult to attribute this kind of legitimacy 
seeking to the restaurant owner-managers in the sample studied. So, one has to ask, what is being 
exchanged or whose influence is being incorporated into firms’ activities? The organisation KRAV 
is not relevant in this regard as KRAV are not able to function as the party that ascribes legitimacy, 
the ‘audience’, an actor that perceives the restaurant as having or not having legitimacy (it is 
reasonable to assume that KRAV perceives all KRAV certified restaurants as legitimate).  
 
So, what kind of legitimacy is important in the context of certifying a restaurant with KRAV’s 
label? Moral legitimacy is arguably very much in play. The consistently articulated perception that 
there exist certain norms and values among customers and society today – i.e. that it is inherently 
desirable to consume organic and/or otherwise environmentally sustainable food - represent the 
acceptance that individuals will thereby judge a food service establishment by conformity to those 
values and norms, at least to a moderate degree. Kristensson and Hägg (2015, pers. comm.) are 
convinced that their customers value these healthier, environmentally more sustainable foods. Thus, 
implicitly, restaurant owner-managers are motivated to engage in CSR via obtaining the KRAV 
certification for restaurants by the moral legitimacy afforded to them from individuals and groups in 
society who judge that such an activity is morally “the right thing to do” (Suchman, 1995, p. 579).  
 
It is plausible to claim that moral legitimacy for these restaurants is something that is a likely 
outcome from obtaining KRAV certification. The particular context in Sweden is such that 
consumers are purchasing ever more organic food and express consistently why they believe should 
be doing so (KRAV, 2015; Martin & Servera, 2014). As such, restaurant customers and perhaps a 
range of other actors will ascribe a certain amount of moral legitimacy to restaurants which 
“explicitly participate” in the public discussion about sustainable food (Costello and Lozano, 2011). 
 
It would be a stretch to say that legitimacy in small restaurants with an organic profile is a zero sum 
game but, as Suchman (1995) points out, it “enhances both the stability and the comprehensibility 
of organisational activities, and stability and comprehensibility often enhance each other” (p.574). 
In other words, ‘comprehensibility’ and ‘stability’ are hallmarks of an organisation that individuals 
understand and perceive as predictable. In turn, legitimate organisations become “more meaningful, 
more predictable, and more trustworthy” (Suchman, 1995, p. 575).  
 
Returning to the empirical data, Hägg is assured that she would mostly likely hold on to her 
customers, with or without the KRAV label (2015, pers. comm.) but for now she is certainly not 
taking her chances. And Gadestam, who like Hägg exceeds by some degree the minimum 
requirements to retain her restaurant’s certification, evidently recognises that ensuring stability and 
comprehensibility is key (2015, pers. comm.). Kristensson, too, realises this recipe for success: “I 
think it’s starting to be like, you need to have a label, and KRAV is one of the best labels in the 
food part” (2015, pers. comm.). It is clear they all perceive that KRAV certification will be 
consistent with current and future expectations of how restaurants should behave and therefore 
important source of legitimacy.  
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6.2.3 Profitability 
 
Motives that can be described as profitability motives are those motives “related specifically to 
monetary outcomes” (Simicic Brønn and Vidaver-Cohen, 2009, p. 102). However, with resources 
of SMEs so scarce, delinking any activity from the frame of making profit is a tricky exercise. 
Surviving is a more useful term when discussing a SMEs modus operandi (Jenkins, 2004), in a 
general sense, and it colours the daily existence of every aspect that running a small business 
entails. But, when narrowing the discussion to motives for engaging in CSR, in which context we 
can understand why the owner-managers of restaurants choose to certify with KRAV, both UKK 
and Happy-Food can be said to explicitly reference remaining competitive as among their motives.  
 
There was little if any mention of risk in the explanations of rationale behind KRAV certification. 
To avoid future regulations is thus not relevant to the sample represented in the empirics. On the 
other hand, owner-managers consistently drew a distinction between the high-quality 
establishments and low quality. High levels of food quality and trust were insisted to be hallmarks 
of top restaurants, namely fine-dining establishments and industry leaders, and using the KRAV 
certification and showing that label enabled the owner-managers to more closely align themselves 
to that group of food service businesses. 
 
Is there a clear profit-orientation to the CSR? Not explicitly, if at all. Hemingway and Maclagan 
(2004) cite that firms disclose CSR as corporate image management or strategic marketing, in order 
to improve the business’ competitive position on the market. Looking at each situation individually 
enables one to contemplate if the owner-manager is making the organisational decision because it is 
the morally right thing to do and just coincidentally is compatible with competitive advantage or, 
conversely, the owner-manager see a competitive advantage in the morally laudable action.  
 
The case of Andreas at UKK is difficult to separate, as he makes the point very clearly that the 
economical part of the decision predominates. Following Graafland and Mazereeuw-Van der Duijn 
Schouten’s (2012) suggestion that intrinsic motivations slightly predominate in motives for CSR, in 
this instance it would also be appropriate to assume that the extrinsic motives do not trump the 
intrinsic motivates in the core rationale behind the organisational decision to certify with KRAV. 
To suggest that isolated purchasing decisions made in favour of the cheaper food items for the 
restaurant kitchen are enough to support the claim that the UKK management are clearly motivated 
by extrinsic and thus strategic, competitive considerations is farfetched. On the other hand, to take 
the perspective on instrumental CSR that Aguilera et al (2007) suggest, namely that long-term 
profitability typical of the “continental” corporation motivates a firm to engage in CSR; the 
suggestion that extrinsic reasons are primary begins to be plausible.   
 

6.2.4 How motives converge 
 
Below, Figure 4 illustrates how the owner-managers articulate specific motives with respect to 
KRAV certification. Based on the interview data, there are strong evidence of concern for 
environment, individuals’ well being including customers and other stakeholders such as agriculture 
workers, also the need for the trustworthiness, and desire to maintain long term financial 
performance of the business in an industry where customers’ values and norms shifting in concert 
with industry professionals’ values and norms. 
 
It is still difficult to conclude on specifically which motives predominate in the decision process that 
leads to KRAV certification. Kristensson’s acknowledgement that the economic side of the 
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equation has to always be considered is more of a resignation of a fact of business life as he sees it: 
charging too much will turn away customers and thus more expensive KRAV certified food the 
menu potentially deters customers. Also, Hägg explained that some KRAV certified ingredients are 
simply too expensive to purchase and use in their restaurant. However, both Kristensson and Hägg 
on the other hand appreciate the powerful tool that the KRAV label provides in holding onto or 
attracting customers in the first place. Whether short-term profitability or long-term profitability 
thinking is dominating day-to-day operational decisions is not the relevant question, rather it is what 
type of financial motive dominates in the decision to obtain KRAV certification. To answer the 
latter question, based on the sample presented in this study, it is more likely to be long-term 
thinking. This is because the restaurant owner-mangers also expressed that they perceived certain 
changes and trends in values of customers and other industry actors, providing a telling context 
within which to understand these financial motives. As a sign of the times, Hägg (2015, pers. 
comm.) points to the new organic restaurant at Hotell von Kramer; Gadestam (2015, pers. comm.) 
highlights the immanent opening of the organic supermarket, Paradiset, in Södermalm; and 
Kristensson (2015, pers. comm.) believes that in ten years, restaurants will be forced to go 
organic/KRAV due to the fact that “everyone else is going there”. Therefore, the long-term 
financial performance motive is more apt, as it is consistent with how the restaurant-owner 
perceives future demands of customers and norms of the restaurant industry. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
There is an interesting overlap, or interplay, between moral legitimacy motives and sustainability 
motives. The strong feelings of moral obligation and environmental stewardship values attached to 
the choice to serve organic foods are well represented in the empirical data. Similarly, as the case 
was made above (see 6.2.2 Legitimacy), there is evidence that moral legitimacy, related to those 
very same strong feelings and values, features to some extent in the minds of restaurant owner-
managers when explaining why KRAV certification is important to them.  
 
The aspects of profitability are not always and only understandable as motives per se, rather a 
necessary means to an end – survival. It is reasonable to suggest that restaurant owner-managers’ 
decisions are invariably framed and contextualised by the very nature of the neo-classical theory 
of the firm which defines the very terms of their existence: making money and keeping the 
business financially afloat essentially goes without saying. Kristensson admits there is always 
the economical side to consider (2015, pers. comm.), while Hägg refuses to buy certain organic 
ingredients because they are simply too expensive (2015, pers. comm.), and Gadestam is unsure 

Legitimacy motives 
 
 
Validates restaurants’ 
environmental claims; 
consumers trust in the 
label; KRAV label 
becoming an 
institutionalized, 
industry norm; 
restaurant perceived as 
“doing the right thing” 

Sustainability 
motives 
 
Agrees with or 
represents 
environmental values 
and societal norms of 
restaurant owner-
managers; represents 
moral obligations to 
environment and 
society 
 
 

Profitability motives 
 
 
Associated with more 
customers; increases or 
maintains competitive 
advantage; long term 
financial performance 
 

 
 
 
 
 
 
 

 
 
CSR engagement: obtaining KRAV certification 

Figure 5: Illustration of CSR motives with examples of how they are articulated in the 
empirics with respect to KRAV certification 
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whether her business will even be viable in years to come (2015, pers. comm.). There is no 
escaping the financial imperative. As already mentioned, it is unlikely that profitability, 
particularly of the short-term variety, is the defining motive for obtaining KRAV certification in 
the cases studied, however it should not be altogether excluded. It is reasonable to suggest that 
profitability, long and short-term, must be considered alongside other motivating factors in 
obtaining KRAV certification to establish potential pitfalls and tradeoffs that may come. This 
point is further developed later in the chapter (see 6.4 Reflection on CSR in SMEs in relation to 
findings). 
 
While legitimacy seems to be something that the restaurants can achieve with other methods, the 
KRAV label does provide one useful method though. Is it the main motive? Sustainability, the 
genuine desire to contribute to the common good and so on, is perhaps a motive that 
predominates in this sample. This is not to say that without the pre-existence of sustainability 
values the owner-managers would categorically choose not to obtain KRAV-certification but 
rather, in the sample covered in this study at least, these values emanate strongly and 
consistently. Perhaps equally as strongly, the need for legitimacy and long term competitive 
advantage are in most cases motivating the decision to gain certification. So, it is clear that a 
combination of motivating factors converge, as illustrated in figure 4, converge and satiate a 
number of business and moral needs.  
 
Since motives for certifying KRAV are not wholly differentiable from motives to be organic in the 
first place (see analysis above in 6.1), if they are in individual cases it cannot be established in the 
empirical data gathered. Furthermore, it cannot be concluded from the data that managerial 
discretion provides the stronger source of motivation when compared to moral legitimacy. Indeed, it 
is also not clear whether or not moral legitimacy has a positive causal relationship to managers’ 
personal values and in that manner impacts motive. 
 
Thus, it can be argued that Aguilera et al.’s (2007) motive salience does not hold (i.e. Shareholder, 
Stakeholder, Stewardship motives in precisely that hierarchal order) due to insufficiently clear 
distinctions made by the respondents. 
 
As such, it requires a necessarily fitting theoretical tool to articulate this interplay of overlapping 
motives. The ‘firm-centricity’ that characterises CSR literature in general and dominates the ways 
in which firm motives are explained perhaps has its limitations. To be sure, CSR motives can be 
understood to some extent using profitability, legitimacy and sustainability as conceptual building 
blocks, but given the particular context, the nature of the wider phenomenon of organic food 
movements and sustainable food movements in general, to attribute the actions of restaurant owner-
managers to pure CSR might be excluding other ways of understanding the phenomenon. 
 
In the next section, global corporate citizenship offers another means to interpret the findings and 
reconceptualise the activities of KRAV certified restaurant owner-managers in terms of political 
participation. 
 
6.3 Global corporate citizenship: KRAV-certified restaurants and providing 
citizenship rights 
 
In the following section, the analysis turns to the concept global corporate citizenship and attempts 
to interpret the empirical data in the context of this political view of CSR. 
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It is clear that the corporation as taking on a providing role, with respect to social services or 
welfare, is not a valid function of the SME. The resources required to take that up are immense and 
is most certainly more relevant in the realm of MNCs, which is largely where the literature on 
corporate citizenship tends to focus. Similarly, the enabling role where the corporation facilitates 
citizens’ claims to civil rights is not a distinct role that is evident in the sample studied during this 
research. However, the restaurant owner-manager might be considered to provide the channeling 
role.  
 
As outlined by Brunsson and Jacobsson (2002), the need for control and coordination, responding 
to global process with new standards and standardization is required when the limitations of the 
nation-state are exposed (p. 31), as is the case with the globalized food system. Globalisation has 
seen a dramatic change in how food is grown, distributed and prepared for consumption (Roberts, 
2008; Patel, 2009). The existence of a regulatory vacuum (Shultz, et al., 2013) combined with 
general awareness in Sweden of what the FAO (2015) define as an unsustainable, ecologically 
problematic agriculture which is simultaneously a cause and victim of climate change, leaves room 
for other organizations in the global society to manage the externalities. From the “extended view” 
of global corporate citizenship (Matten & Crane, 2005) corporations enter the arena of citizenship at 
the point of government failure to provide protection to citizenship rights to engage in a global 
political issue. 
 
Though to say that global corporate citizenship is in this case something exclusively resultant from 
gaining KRAV certification would be inaccurate. However, the KRAV label is an example of how 
an SME in the food service industry can be seen to be “participating in the improvement of the 
global social order.” (Pies, 2011) The organic movement, of which food service businesses are a 
growing part of in Sweden and globally, finds in the restaurants a channeler of political rights 
where citizens can actively participate in the global space and participate in collective will 
formation (Matten & Crane, 2005). The KRAV label, in this respect, might be considered as the 
symbolic “banner” under which individuals and business owners can rally and unite their common 
values in sustainable organic agriculture. 
 
The benefit of the political view of CSR is that a new complexion is provided in understanding how 
restaurants perform their role in the modern, highly globalised society. Though it is a difficult 
theoretical model to apply, in elevating the political side to CSR and specifically KRAV 
certification for restaurants, the political side to the issues related to unsustainable food production 
is given more weight in determining how we understand the phenomenon. With this perspective, 
GCC is a useful concept to understand restaurant owner-manager motives with regard to KRAV-
certification. 
 
6.4 Reflection on CSR in SMEs in relation to findings 
 
In this section, theories from previous research related to how CSR in SMEs is understood, engaged 
with and communicated are analysed in the light of empirical data from this study. The differing 
conceptions of business-society relationship found in SMEs approach to CSR provides important 
theoretical context to understand the analysis that has been undertaken to this point. 
 
As previously mentioned earlier in this chapter, resources available to SMEs are often scarce and 
thus the focus on profitability must take this into account. Jenkins (2004) highlights that the main 
risk for SMEs is the failure to survive, stating that “operational risks with financial implications are 
of predominant importance (p. 45). Additionally, SMEs may only consider change when it is clear 
that those changes will not adversely affect cash flow and management time (Jenkins, 2004). The 
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case of Gadestam’s restaurant exemplifies Jenkins’ (2004) suggestion that some SMEs are plainly 
not interested in financial ‘growth’, while other SMEs have a hard time finding the financial capital 
to spend on CSR and have a tendency to avoid the financial risk that this represents and thus see 
CSR as a barrier to remaining profitable (p. 48).  
 
With respect to the findings of Jamali et al. (2009), who found that motive in SMEs was clearly 
altruistic, the findings here largely agree but with exception that strategic motives were not far 
behind, arguably equally as important in some cases. Furthermore, my findings suggest that 
principles of managerial discretion and legitimacy are salient, which accords with Jamali et al.’s 
(2009) conclusions. Similarly, Murillo and Lozano (2006) claimed that owners and founders of 
businesses were central in determining CSR engagement, a claim which is supported by the 
findings here. It was clear that the personal values of restaurant owner-managers were evident in the 
communicated motives, as was concern for market position, another factor prevalent in Murillo and 
Lozano’s (2006) conclusions, likewise Ortiz Avram and Kühne’s (2008) research on strategic 
management of SMEs in the Austrian context. 
 
So, building from the above empirical analysis and discussion, I propose the following assumptions 
concerning CSR motives in small to medium-sized restaurant businesses: 

 
1. Small restaurants with an organic profile will likely obtain KRAV’s restaurant certification 
if there is a perceivable neutral or positive impact on profitability, especially long-term. In 
other words, profitability must be an outcome for it to be a decisive motive, and; 
 
2. Small restaurants with an organic profile will likely obtain KRAV’s restaurant certification 
if the owner-managers perceive sustainability as important in its own right and/or perceive it 
to be important among its main customers and in the restaurant industry. In other words 
moral legitimacy via ‘being sustainable’ must be a perceived outcome for it to be a decisive 
motive and/or sustainability in its own right must be a perceived outcome for it to be a 
decisive motive. 

 
The day-to-day uncertainty, complications, lack of resources both time and economic, means that it 
is perhaps most logical to suggest that all three motives – sustainability, legitimacy, and 
profitability – are necessary to be present before KRAV certification is considered, much less 
obtained.  
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7 Conclusions  
 
In this study the question of why restaurant owner-managers pursue KRAV certification for their 
businesses. Using a conceptual framework that sought to integrate a political dimension, motives 
for obtaining KRAV certification for restaurants, understood as a clear CSR engagement, were 
indentified and then further explored. The study made use of key terminology emanating from CSR 
literature that describes and explains motive, principally altruistic, strategic, legitimacy, 
sustainability and profitability. The findings were discussed in conjunction with previous research 
on CSR in SMEs. Finally, the political dimension of CSR was explored using the concept global 
corporate citizenship.  
 
For restaurant owner-managers, sustainability is in fact something very approachable and 
straightforward: for them, it broadly translates to organic, local and seasonal food. In the Swedish 
consumer context, there also exists a relatively consistent, shared understanding of what defines 
sustainable food. While there is wide consensus on this subject, there are idiosyncrasies in how one 
individual, or an individual restaurant owner-manager, specifically and personally defines what 
constitutes sustainable food or a sustainable restaurant, for instance, what makes organic more 
sustainable than local. 
 
7.1 What do we know about motives? 
 
Communicating that one’s restaurant is sustainable has benefits ranging from increased and secure 
customer base providing long term financial certainty, differentiating one’s restaurant from other 
non-sustainable restaurants and aligning one’s restaurant with environmentally friendly values of 
society and food service industry, as well as fulfilling the moral obligation to contribute to the 
common good. 
 
Long-term profitability is also a key motivational criterion for certifying one’s restaurant with 
KRAV, as there are perceived to be clear benefits to doing so, as it was established in the case of 
food service businesses specializing in large functions or catering. KRAV certification can have a 
direct relationship with the number of customers served by your business and thus the long-term 
financial success of the business. 
 
The KRAV label, thus, is indeed considered a useful tool to communicate sustainability to 
customers and the general public, including other food service industry actors and hence meets 
some of the challenges that restaurant owner-mangers face, such as legitimacy and profitability 
concerns, along with moral values and stewardship concerns of the individual owner-managers.   
 
Still, a final observation to mention is that chefs, restaurant owner-managers (often one and the 
same person or people) often put a high degree of importance on what I would term the 
‘gastronomic’ qualities of food items. Inasmuch as organic qualities of food items conflict or do not 
conflict too greatly with those qualities of taste, texture, smell and appearance, then the 
sustainability of those items will be considered decisive. Though not in the scope of this paper, it 
would offer additional insights into the motivation for buying in organic foods and certifying with 
KRAV’s restaurant label, if the tradeoff between ‘gastronomic’, ‘sustainability’ and ‘economic’ 
food attributes could be further explored amongst food professionals, particularly chefs. Nutritional 
trends as well as flavor trends are likely of great importance to these individuals and thus these 
additional attributes compete for attention when it comes to which food items and ingredients are 
preferred. This undoubtedly indirectly affects whether or not restaurant owner-manager would 
pursue KRAV’s restaurant certification, and if so, to what degree. 
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7.2 Global corporate citizens of the SME variety 
 
Taking the political view of business-society relationships provides a useful insight into what role 
the firm can play in modern society. In the context of globalization and a heightened awareness of 
the inherent unsustainability of the global, industrial food system, the activities of small owner-
managed restaurants can be understood in a very different way. It is quite reasonable to assume that, 
given the communicated motivations of the individual restaurants, the owner-managers can be 
described participating in the betterment of the global social order. The restaurant owner-managers, 
in the absence of a satisfactory supra-national regulator of agriculture, channel the political rights of 
citizens, enabling them to actively participate in the global space and collective will formation. 
 
 
7.3 Implications and suggestions for future research 
 
During this study, the following points remain unresolved and would provide enlightening further 
research related to the results and conclusions presented in this report. 
 
First of all, considering the strong prevalence of ‘local food’ ideas, and other conceptualisations of 
sustainable or higher-quality food for that matter, it is likely a fruitful investigation to determine 
how legitimacy and “local-food” movements interact, particularly with respect to what tools a 
restaurant owner-manager employs in that case, if any.  
 
Also, related to the above question, it is notable how restaurants differ with respect to preferences 
for local and seasonal vs. organic and pesticide free, and then to what extent the molecular 
attributes (taste, smell, texture, appearance and so on) of food conflict as well.  
 
Only partly addressed in this thesis was the question of how owner-manager perceptions of current 
and future industry scenarios relate to current organisational practices. To investigate a broader 
range of restaurant types, and restaurant owner-manager types, would provide an enlightening 
cross-section of food industry views related to sustainability. 
 
It would be interesting to compare the political view of CSR in the case of organic movement as it 
manifests itself in the restaurant industry with political view of consumption. Political consumerism 
is one phenomenon that has its scholarly origins in the Nordic context and thus would make the 
ideal theoretical perspective to undertake a comparative study between consumers and food service 
industry actors, particularly restaurant owner-managers.
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Appendices  
 
Appendix I: Interview guide 
 
Introductory questions 

- Explain who I am, my thesis topic, that it will be published publically and ask for 
permission to use the restaurant’s name, owner’s name etc.  

- Say a few words about me, my interests, where I’m from etc., to open up conversation 
 
- Can you tell me a little bit about your restaurant? 
 
Main questions: 
 

1. In your own words, tell me what the KRAV label represents to you? 
2. Why did you first become interested in getting KRAV certification for your business? 
3. What kinds of pressures do you feel, internal or external, for getting KRAV certification? 
4. If the KRAV certification were not available, how would it affect the way you manage your 

business?  
 
Other questions: 
(Instrumental, financial) 

1. Overall, are there any particular financial goals, long term or short term, for your business? 
2. What kinds of financial challenges come along with KRAV certification (if any)? 
3. What kinds of financial benefits come along with KRAV certification (if any)? 
4. If you decided to drop the KRAV certification, how do think you profits would be affected? 

 
(Legitimacy) 

1. From your perspective, what does society expect from a business such as yours? In what 
ways do you think society, people in the surrounding community, place expectations on a 
restaurant, in terms of how they behave? 

2. How does the KRAV certificate help to meet these expectations? 
3. How do you see the restaurant industry/food service industry in 5 or 10 years from now? 

What sorts of changes, in your opinion, are likely to occur (if any)?  
 
(Sustainability) 

1. In your opinion, what are the key responsibilities of business/restaurant business in society? 
Does a restaurant have any duties or responsibilities? How does the KRAV certification help 
to achieve these duties and responsibilities? 

2. What broader goals do you have that relate to your restaurant?  
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Appendix II: Organic vs. Conventional agriculture 
 
The International Foundation for Organic Agriculture (IFOAM) stipulate that organic agriculture is 
guided by the four principles of health, ecology, fairness and care: 
 

1. Principle of Health: organic agriculture should sustain and enhance the health of soil, plant, 
animal and human as one and indivisible.  

 
2. Principle of Ecology: organic agriculture should be based on living ecological systems and 

cycles, work with them, emulate them and help sustain them.  
 

3. Principle of Fairness: organic agriculture should build on relationships that ensure fairness 
with regard to the common environment and life opportunities.  

 
4. Principle of Care: organic agriculture should be managed in a precautionary and responsible 

manner to protect the health and well being of current and future generations and the 
environment 

 
(Source: IFOAM Principles of Organic Agriculture Preamble) 
 
 
The key differences between the convention and organic food systems, highlighting more practical 
differences, can be outlined as follows: 
 
Table 7: Conventional vs. Organic (from Smith, 2006, p. 446) 

 Conventional food Organic food 
Guiding principles 
 

Maximise output by use of external inputs. 
 

Optimise output within natural 
constraints. 
 

Technologies 
 

Agrochemical inputs and pest control. 
Animal disease controlled with drugs. 
 

Crop rotation, nutrient 
recycling, biological pest 
control. Animal health promoted 
through careful husbandry. 
 

Industrial structure 
 

Specialised and intensive production, for 
example, dairy, arable, vegetables.  
Multiple/large commercial operations. 
Globalising food chains. 
 

Mixed production of crops and 
livestock on single farming unit. 
Ideal is a mixed farm. 
Local food economies. 
 

User relations 
 

Farm outputs supplied to food processors and 
supermarkets.  
Processed and packaged foods. 
 

Consumption of farm output is 
close to source of production. 
Wholefoods. 
 

Policy and 
regulations 
 

Price support for outputs.  
Extension services provide information about 
new agrochemical inputs.  
Public R&D. 
 

Certification of organic 
standards. Financial help for 
conversion to organic methods. 
Specialist extension services 

Knowledge 
 

Biochemistry. Food technology. Transport 
logistics. 
 

Soil science and ecology. Crop 
varieties. Seasonal food. 
 

Cultural meanings Food for profit/convenience. Food for sustainability. 
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Appendix III: Environmental certification and Eco-labelling 
 
The world’s first official environmental labelling scheme was Germany’s ‘Blue Angel’ and is an 
example of the ISO Type I voluntary label and based on a multi-stakeholder approach (Rubik & 
Frankl, 2005, pp. 50-1). The International Standards Organisation has identified this type of label as 
a “voluntary, multiple-criteria based, third party program that awards a license that authorises the 
use of environmental labels on products indicating overall environmental preferability of a product 
within a particular product category based on life cycle considerations” (ISO, 1999) and refer to this 
type of environmental labelling as “classic” eco-labelling (ISO, 2012, p. 7). Furthermore, the ISO 
stipulates that these criteria are regularly reviewed and based on sound scientific and engineering 
principles, as well as that no unnecessary obstacles to international trade are created nor undue 
influence or conflict of interest be present (ISO, 2012, pp. 16-18). The Fisheries and Aquaculture 
Department of the FAO refer to this kind of labelling scheme as “third party labelling”, which is 
established by an “initiator”, public or private, independent from the producers, suppliers and 
retailers. The label is licensed to display on the product connoting it was produced in an 
environmentally friendly fashion. Products derived from certified producers can often display the 
label (Fisheries and Aquaculture Department, FAO, 2001). 
 
Meanwhile, Type II labels are self-declared claims of environmental performance and must be 
accurate, not misleading and verified (ISO, 2012, pp. 10-11). Type III labels are mostly applicable 
in business-to-business relationships. This standard “establishes principles and specifies procedures 
for issuing quantified environmental information about products, based on life-cycle data” (ISO, 
2012, p. 21).  
 
KRAV logo:  

 
(Source: http://logos.wikia.com/wiki/KRAV): 
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