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Abstract 
 

Lindgren. A, 2018, Master thesis in Global environmental history, The Bilateral transition of 

product labels in Sweden - A study on product labels with emphasis on food and sustainable pro-

filing, Uppsala, Department of Archaeology and Ancient History. 

 
The present thesis aims to explore and argue for an idea called Bilateral transition. Bilateral transition is 

based on the concepts of Corporate Social Responsibility (CSR) and sustainable consumption and relates 

to how organisations behind product labels develop their profiling of product labels in a Swedish context. 

The study is centred around three parts, each approaching the topic from a different angle: a historical 
angle, a contemporary angle and a future oriented angle. The first theme provides a historical con-
text of different product labels found on the Swedish market. The second theme centres around a 
critical discourse analysis of market reports from the Swedish food label KRAV, with some quan-
titative elements incorporated, resulting in an analysis that addresses the change in profiling of 
Swedish product labels connected to sustainability and environment. The final theme is a qualita-
tive analysis of quantitative data on consumer opinions concerning product labels in Sweden, 
based on an internship at Djurens Rätt. The latter study aims at investigating the perceived confu-
sion surrounding product labelling and how transparency and a holistic profiling concerning sus-
tainability might affect consumers. The final sub theme also addresses how emerging product la-
bels can redirect their profiling towards producers and consumers. The final chapter contains a 
concluding discussion, where the results from the different parts have been compiled. The main 
result established in the thesis is that product labels (with focus on foods in Sweden) have under-
gone a transition in profiling, from focusing on one specific issue (e.g. organic farming), towards 
inclusion of a wider range of issues i.e. a holistic type of profiling towards sustainability. This 
might attract a broader target group of potential customers, in response to a broader societal focus 
on sustainability. The aim of the thesis has not been to draw any definite conclusions, but has 
rather been to make the present product label market in Sweden more comprehensive, by connect-
ing the past, present and developing aspects of the topic of product labels in Sweden. The conclu-
sion of the thesis has therefore resulted in establishing the idea of a bilateral transition in sustain-
ability profiling on product labels in Sweden.      
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Definitions  

 

 

 
Environment 

Defined by keeping the environment in mind, for example consid-

ering ingredients being the most environmentally friendly.  

Sustainability 

In the context of Swedish product labels, the concept is defined by 

sustainably produced foods mainly in a holistic perspective, for in-

stance sustainable farming, animal husbandry or energy consump-

tion. The most well-used definition of sustainable development 

made by the UN in 1987 will serve as the main definition of the 

holistic perspective that is argued for in the present thesis: develop-

ment that meets the needs of the present without compromising the 

ability of future generations to meet their own needs (UN 2016). 

Climate 

A concept that, in the context of product labels, in general terms 

implies the physical changes in temperature and weather that hu-

mans are contributing to through consumption. 

Consumer 

The people that consume the products concerned with the product 

labels addressed in the present thesis. Consumer could also refer to 

people that live within the frames of a capitalist society.   

Producer 

The company that produces the products that uses product labels in 

their production and marketing. Therefore, producer in the context 

of the present thesis does not necessarily refer to the organisation 

or company that have created the label, although in some cases 

they are the same.   
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1. Introduction   

When the target group grows and broadens its perspective on sustainability, more 

industry actors take a holistic approach to organic production and strive for con-

tinued strong growth for organic and KRAV-labelled alternatives.1 

 
Sweden’s use of fossil fuels and emissions of pollutants primarily emanate from food, transport 

and general consumption. Much of national policy concerning reduction of these damaging emis-

sions focuses on the individual consumer, encouraging green lifestyles, sustainable consumption 

or transitions by businesses through active participation in environmental concerns (Mont et al 

2013). With regard to personal consumer choices, food labels may have a central role in facilitat-

ing such transitions. However, there are currently no developed theories in the literature regard-

ing environmental or sustainable labelling, so it remains questionable how, and if, these labels 

fulfil the purpose of acting as a tool alongside policy-making. In this study on product labels in 

Sweden, I will explore and argue for an idea that has developed ever since I started to submerge 

myself within the world of product labels. This idea or theory is called Bilateral transition and is 

based on the concepts of Corporate Social Responsibility (CSR) and sustainable consumption, 

relating to how organisations behind product labels have developed their profiling since the time 

product labels started to emerge in Sweden in the mid-1980s. The main objective of this thesis is 

therefore to discuss and compare the development of product labels as a dynamic between con-

sumer demand, producer interest and label profiling. As I will show in this thesis many of the 

most successful eco and sustainability labels in Sweden have broadened their profiling and ac-

creditation to become more holistic in response to a consumer demand. This responsive and ho-

listic redefinition of the labels have been successful both in accommodating an existing demand 

but also in shaping new consumer demands and markets. Making the transition two folded in the 

sense that it has been shaped on two separate levels. On one level we have the producer commit-

ments in facilitating with a sustainable product and on the other level we have the consumer be-

coming more aware of societal and environmental changes, thus creating a demand for redefined 

consumer products. What is also evident from these changes in profiling, is that there are certain 

aspects being central in this transition, most importantly transparency and consumer trust. It is 

this negotiation between product label profiling, and consumer demand connected to consumer 

and producer trust that I have named the “bilateral transition” in product label profiling.  

Product labels aim at informing us as consumers about how a specific product is produced and 

what benefits that product will have compared to others. An initial point of departure when start-

ing this thesis was to address what may be referred to as the ’consumer jungle’ of product labels. 

For instance, the number of ecolabels that is present on the global market today are 463 labels in 

total (Ecolabel Index 2018). Every day in our shops and grocery stores we are surrounded with a 

mass of different product labels and products. This jungle of labels may actually make it more 

difficult for the consumer to make as informed and sustainable a purchase as possible.  

                                                                 

 
1 Quote taken from KRAVs market report in 2016 addressing an increasing cooperation and growth of their label. Translation from 
– “ När målgruppen växer och breddar sitt perspektiv på hållbarhet tar allt fler branschaktörer ett helhetsgrepp om ekologisk pro-
duktion och strävar efter en fortsatt stark tillväxt för ekologiska och KRAV-märkta alternativ.” (KRAV Market report 2016, p. 10).  
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From the flurry of product labels, it is not strange that one might become confused or even mis-

informed about the motives and values behind the production of a certain consumer item. As the 

meaning and intention behind the product labels can vary significantly, many of the labels today 

will have the common denominator of a sustainable approach in a primarily holistic sense. The 

type of holistic sustainable labelling that will be addressed in the present thesis is a relatively 

new phenomenon, as a way to make the everyday consumer more aware of how their consump-

tion affects the environment in more ways than just in terms of climate change. This labelling is 

also important in order to meet an increasingly market-oriented environment when it comes to 

product labelling, where the middle class have become a strong consumer power in the context.  

An important aspect that is connected to product labels and the issue of a “consumer jungle”, is a 

misconception between how consumers perceive different labels and what the labels actually aim 

to convey. When I first started to study different product labels, the misconceptions connected to 

product labelling profiling had to some extent y been explored previously though in a broader 

context2.  The exploration of bilateral transition, aims to contribute to the field by analysing and 

continuing to expand on label profiling and consumer perception. This will be approached in two 

ways, first an historical review on product labels over time and a survey of consumer perception 

and choice of the most common labels in Sweden today. Concerning environmental labelling in 

general, some research has been conducted in order to measure the effects of implementing the 

different labels on consumer products3. However, the lack of academic research in the field is 

still large when it comes to the context of food products. Food product labelling is less well ex-

plored than other types of product labels, and this is important especially as it has recently be-

come clear that the household food consumption contribution to GHG emissions could be said 

being equal with the GHG emissions from the household transportation sector in Sweden (Natur-

vårdsverket 2018).            

1.1. Objective and disposition      

The aim of the present thesis is to explore and develop a theory of environmental and sustaina-

ble profiling in Sweden, in order to better understand how product labels have evolved, and how 

they are and have been communicated towards consumers by the organisations creating the la-

bels. In order to clarify the difficulties and inconsistencies that concern the communication and 

marketing of the product labels, the changes of profiling for common Swedish product labels 

will be examined. These changes will also be put into a larger context, through comparisons of 

more than one type of product label, in order to illustrate the plurality of different product labels 

and the corresponding profiling. Therefore, the purpose of the present thesis will also be to deter-

mine what sort of information the everyday consumer receives concerning the different product 

labels. I will also discuss and analyse how the content of the labels and output of information 

have changed over time with changing consumer patterns and societal trends. In analysing this 

process, I draw on the fields of sustainable consumption and CSR; more specifically aiming to 

show how increasing concerns for the environment and sustainability play a part in trend 

changes concerning consumption behaviour connected to how products are being labelled and 

marketed today.   

                                                                 

 
2 As suggested in, "Understanding the Evolution of Sustainable Consumption Research" (Liu et al. 2017), “CSR and sustainable 
business” (Borglund et al. 2017) and "On conflicted Swedish consumers, the effort to stop shopping and neoliberal environmental 
governance" (Isenhour 2010).   
3 For instance, see, “The impact of consumer confusion from eco-labels on negative WOM, distrust, and dissatisfaction” (Moon et 
al. 2017) and “Consumer misperception of eco-labels, green market structure and welfare” (Brécard 2017). 
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This thesis is structured around four main parts The first part, Chapter 3, will present a review of 

the history of and information about the different labels. This historical review aims to provide 

and form the basis of how the bilateral transition in sustainable profiling has come to be and 

how it is present in today’s product label profiling. The second part, Chapter 4, will zoom in on 

one of the longest lasting and more successful labels in Sweden. This chapter will be based on a 

quantitative and qualitative critical discourse analysis of market reports from 2008-2016 in order 

to provide a wider textual context for how the process of bilateral transition may appear. The 

analysis will illustrate in more detail how the profiling on sustainability and environment has 

transitioned over time and the discourse which have been related to in the reports. The third part 

of the thesis, Chapter 5, will consist of a qualitative analysis with quantitative data on consumer 

opinions concerning product labels in Sweden. This study will also partly address and investigate 

whether the confusion connected to product labelling is substantiated or not. The final part of the 

thesis, Chapter 6, will take into consideration the future aspect of product labels in Sweden and 

how emerging labels might direct their profiling towards producers and consumers based on the 

historical and contemporary analyses presented here.  

The objective of this study is not to draw any definite conclusions or make a generalised state-

ment on the present day situation of environmental and sustainability labelling, but rather to 

make the contemporary product label market in Sweden more comprehensible. By connecting 

the past, present and developing aspects of product labels in Sweden, the structure of the main 

studies of the thesis can be described as a timeline in itself, where the reader can follow the ori-

gins of some of the major labels in Sweden, followed by a chapter analysing how one of the 

more established labels (KRAV) has developed their profiling during the past ten years, empha-

sizing how KRAV has transitioned their profiling towards a holistic sustainability approach. Fi-

nally, the thesis proceeds with a contemporary analysis of an emerging label today, using the ex-

perience of the historical analysis both as a means to analyse the emerging label but also to make 

recommendations on how to develop the label in the context of the suggested idea of a bilateral 

transition in product label profiling.  

1.2. Research questions  

As explained above this thesis has been divided into three parts (a historical theme, a contempo-

rary theme and a developing theme), the research questions connected to the topic has therefore 

been divided into three overarching questions linked to the different parts. Also a fourth over-

arching question has been added in order to conclude the different parts of the thesis by address-

ing what can be learnt from the different parts of the study.  

The first overarching research question will be: How have the major product labels developed in 

Sweden?. This question will be addressed in the third chapter in the form of a historical review 

of product labels in Sweden. In order to structure the analysis and narrative in the review and 

make it as coherent as possible, the research question has been broken down into the three sub 

questions. The first sub question addresses what the initial intent was for creating the label by 

asking, how did the labels originate? The second sub question, how does product labels in Swe-

den differ? Will aid in problematizing and lift forward the aspects of how different profiling of 

product labels look like. The final sub question then addresses the fact of implementation of 

product labels, by asking, how were, and are, the labels regulated? The division of the sub ques-

tions thereby gives the historical analysis a broad and covering perspective. It will also help to 

clarify what is meant by bilateral transition and how this transition can be visualised by provid-

ing an historical context.       
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The second overarching research question will then be: Using KRAV as a case study example, 

how has product label profiling changed over time and why?. This question addresses the values 

that product labels use behind their profiling through a developing perspective by incorporating 

the aspects on how the initial profiling values is discerned in the labels’ profiling and how they 

change. Because the topic of the present thesis more specifically aims at analysing sustainable 

and environmental aspects, potential profiling changes with a sustainable consumption and CSR 

point of view will be of extra interest and the focal point when addressing the question. In this 

way changes in how product labels appear and manifest in connection to bilateral transition in 

profiling, with KRAV serving as an example, will become clear.  

The third overarching question, relates to the issue concerning consumer awareness and will be 

addressed in Chapter 5. It aims to connect how consumers today make purchase connected to 

product labels and how aware these choices might be. The question is the following: How do 

consumers today make choices based on product labels? The question will thus further problem-

atize the issue of the confusion behind product labelling in an even wider perspective. By both 

addressing what the demands on product labels today look like from consumers, but also by 

looking at what actual labels they consider being important. This question will therefore act as a 

foundation for the argument of the bilateral transition argued for in this thesis.   

Finally, the fourth and last overarching question will conclude the study by addressing lessons 

that could be learnt from the analysis being made in the thesis. The question is the following: 

What can be learnt from the presented study regarding further development of product labels 

and sustainable consumption? By adding this question to the final discussion the future aspect of 

product labels will be problematized and suggesting what role bilateral transition might play in 

the profiling of product labels.     

1.3. The development of sustainable labelling  

The world of environmental and sustainable labelling in Sweden can be said to have had its ori-

gins in the emerging environmental movements of the 1960s and 1970s. These environmental 

concerns and movements arose from famous and popular publications, such as Rachel Carson’s 

“Silent Spring”. What was, at the time, a controversial work of popular science, this book can be 

said to have laid the foundations for today’s modern ecology, and sparked the green movements 

during the same period. “Silent Spring”, above all, changed many aspects of how the public 

viewed our physical environment and landscape and how modern cultures affect and degrade our 

landscapes by letting out waste like chemicals and pollutants from modern industrial production. 

This revelation would change the political debate for the future concerning issues addressing cli-

mate and environment (Kinkela 2009, pp. 905-908). In Sweden the environmental movements 

gained noticeable momentum in the 1970s as a response to immediate threats of extinctions of 

certain key animals in Sweden, such as the white-tailed eagle, seal, etc. because of the release of 

toxins and pollution (Bernes & Lundgren 2009, pp. 78-87, 92-93). Social and political move-

ments rallied around this problem not just in Sweden but also globally. In 1970 the first Earth 

Day was held and celebrated in all major capitals in the world. The public awareness that arose 

from these initial campaigns also becomes visible on the consumer market, as consumers started 

to demand information and regulations regarding the ways in which the products they were pur-

chasing affected our environment in terms of waste. Initially, these concerns had to with the ac-

tual physical degradation that chemicals and waste, in the form of landfills from modern produc-

tion, had on the environment (Bernes & Lundgren 2009, pp. 194-195). The first product labels in 

Sweden therefore concerned products such as washing detergent and cleaning products, as these 

products easily could be linked to how industrial by-products were released into nature. Quickly 
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these initial efforts in product labelling became orientated towards also actively changing indus-

trial production methods and the waste connected to it. Not only this, but environmental labelling 

also made great efforts in building consumer awareness, leading to both companies and consum-

ers starting to focus on other products, such as office supplies (Bernes & Lundgren 2009, p. 

202).  

During the 1970s and 1980s, the discussion concerning the environment in Sweden started to be-

come more present in public debate, as can be seen from famous societal debates, such as those 

considering nuclear power as the main future energy source. One debate concerning the potential 

effect and dangers nuclear power would have on our environment, ended up in a referendum that 

resulted in the Swedish population wanting to dismantle nuclear power production in a long-term 

perspective (Berg 2008, pp. 6-7, 9-10). The increase in societal debate and publicity concerning 

the problems of environmental pollution and degradation created by consumption and industrial 

products, as discussed above, gradually increased the awareness of the Swedish population as to 

how our modern ways of living affect our surroundings, and the importance of consumer choice. 

This can be exemplified by the introduction of the Swedish Act on Products Hazardous to Health 

and environment in 1973, which was replaced in 1986 by the Chemical Products act (Bernes & 

Lundgren 2009, p. 94). The increasing awareness can therefore be said to have led to the de-

mand, from both the public and politicians, to declare exactly what consumer products actually 

contain, as well as production chains, and traceability from the producers (Bernes & Lundgren 

2009, pp. 196-199). The first initiatives towards creating product labels were not aimed at reach-

ing a specific category of products or production methods, but rather at decreasing the pollutants 

deriving from industrial production. The first three national product labels in Sweden were cre-

ated relatively contemporaneously, with two of them covering consumer products (Svanen and 

Bra miljöval) and one more specifically covering foods (KRAV). The profiling of these product 

labels can be considered as deriving from the initial environmental debate concerning the physi-

cal degradation created from industrial production. KRAV, more specifically, was created as a 

non-profit, politically and religiously independent association in 1985 in order to create one uni-

form label for organically produced food, as there already existed numerous smaller labels for 

alternatively grown foods in Sweden (KRAV 2018). The focus on organic production can be 

seen as a continuation of the initial political debate concerning the environment, which had fo-

cused on physical degradation from pollutants and chemicals, that were heavily used within in-

dustrial food production. As mentioned, the majority of the initial labels were not directly aimed 

at specific consumer goods, but in general still had a focus on hygienic products and office sup-

plies, with the exception of KRAV. However, the three labels all had a common denominator 

when it came to reduction of dangerous chemical waste from the items being produced. All three 

labels also incorporated other aspects in their profiling that were specific for each label, some-

thing that required consumers to differentiate between the different merging labels in order to 

make more informed purchases (see Chapter 3).  

In 1987 the Brundtland report (Our Common Future 1987), highlighted the term “sustainability”, 

which went on to become a key term and more common in societal debates from the beginning 

of the 1990s (DeFries et al. 1989, p.12). Agenda 21 in Rio 1992 put emphasis on citizen educa-

tion around environmental issues and sustainable development was included in the school curric-

ulum of Swedish schools. All of these debates together came to shape a new awareness, not just 

in environmental issues, but also in the broader societal issues related to sustainability, even 

though the progress towards a society centred around sustainable consumption can be considered 

to be somewhat disappointingly slow since the late 1980s (Thøgersen 2005, pp. 143-144). The 

growing environmental concern, in particular around climate change, started to become even 

more evident during the end of the 1990s in Sweden. The focus now started to broaden and shift 
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toward other concerns such as carbon emissions from fossil fuelled transportation and produc-

tion. However, climate change was an environmental consequence that did not physically mani-

fest itself in the same way as the initial, pressing concern of environmental degradation from 

chemicals (Bernes & Lundgren 2009, p. 128). Political attempts and agreements to change the 

progression and effects of these emissions was made on many occasions during the 1990s, 

amongst others the Kyoto protocol in 1997, an example where many of the leading industrial 

powers in the world agreed on decreasing greenhouse gas (GHG) emissions to an average of five 

percent compared to 1990 levels (UNFCCC 2018).  

As concerns about the GHG emissions and environmental degradation became more pressing, 

product labels concerning the environment started to include more aspects in their profiling, such 

as energy consumption and carbon dioxide emissions from production Other societal debates that 

also started to affect and alter the profiling of product labels during the 1990s and 2000s, were 

debates concerning working conditions, global economic equity and animal ethics (as part of a 

broader focus on sustainability). The emergence of more values and aspects that are now consid-

ered when it comes to modern industrial production and sustainability have also lead to the emer-

gence of new labels, addressing different issues and societal problems, such as Fairtrade or 

100% VEGANSKT. After the initial steps towards sustainable and environmentally friendly la-

bels on foods, the development took off and new labels started to appear on the markets. The in-

creasing awareness of different societal problems connected to sustainability industrial produc-

tion meant that the product labelling and its profiling shifted towards a type of holistic sustaina-

bility profiling, which includes more than one aspect of the field of sustainability. Because 

KRAV can be considered the first nation covering label on foods in Sweden, it might also be con-

sidered as the ‘springboard’ and learning experience for national sustainable and environmental 

labelling on food products in Sweden.  

That product labels have changed in terms of who initially creates and defines them, also points 

towards the increasing commercial potential which these labels lately have shown, and the 

recognition of its potential amongst producers. Because of a considerable growing market for 

sustainable and socially conscious products, the corporations involved in these markets have also 

started to realise the commercial potential of sustainable and social conscious labelling. Thus, 

there has been a stronger focus on the fact that companies can make more money by targeting 

people that want to purchase products in a more socially and environmentally conscious way 

(Borglund et al. 2017, pp.12, 55). This re-angling of interest in labelling has also manifested it-

self through changes in the marketing and profiling of the early labels that were introduced from 

1980s and onwards. In order for the original labels to be able to compete with the bigger corpo-

rations’ labels, a commercial and more market-orientated approach has been an increasingly 

common element in product labels’ profiling during the past ten years. The transitions that these 

labels are a part of, is what I argue for in this thesis; a bilateral transition in product labelling 

profiling.   
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2. Theory and methods           

What will be developed and explained in Chapter 2 is the theoretical framework behind the pre-

viously established idea of a bilateral transition in product label profiling. This theoretical 

framework is mainly centred around the increasingly established concepts and fields of sustaina-

ble consumption and Corporate Social Responsibility (CSR). These two fields of research gained 

considerable ground towards the end of the 20th Century, but have undergone a particular in-

crease in popularity since the early 2000s (Borglund et al. 2017, pp.12, 55). The idea of regulat-

ing consumption nationally and internationally for a more sustainable future has been part of pol-

icy and societal debates for decades (since Rio 1992). Many of these debates have so far focused 

primarily on policy discussions and campaigns directed towards the individual consumer, and 

what has been called ‘green consumption’ (Thøgersen 2005; Lorek 20019). In many countries, 

with Sweden as no exception until 2010, policy has focused almost entirely on information and 

awareness campaigns (Isenhour 2010a; see also Mont et al 2013). Recently there have also been 

discussions on the formation of a new group of consumers who are environmentally aware, and 

concerned about work ethics and justice, who opt for ’green’ consumerism or sustainable prod-

ucts and ways of living as a life choice, referred to by many names, one of which is Lifestyles of 

Health and Sustainability (LOHAS). Over this period of emerging consumer awareness and the 

formation of this new consumer group, CRS has been an emerging concept. Even though similar 

thoughts and ideas of CRS actually go back as far as to the industrial revolution and the birth of 

modern capitalism (Carroll 2008), in the days of increasing environmental awareness, as well as 

awareness of broader societal issues related to sustainability, CRS has become a field in its own 

right. CRS studies today relate to how companies build transparency and trust with their consum-

ers. Labels may, in this context, be key in enabling and facilitating this trust, as an honest, trust-

worthy label has its own rules of certification that the consumer has to rely on and have faith in.  

In the following chapter, I will expand on why sustainable consumption and CSR are central for 

the argument of this thesis, by introducing and elaborating on how these concepts have devel-

oped. This overview will thereafter be complemented by a short summary of relevant literature 

on the subject of product labels, in order to clarify which aspects of the different fields are cen-

tral to the present thesis and research. The consumer group referred to as LOHAS will also be in-

troduced, as the term is both central to the analysis of KRAV’s market reports, and also strongly 

linked to the research fields of sustainable consumption and CSR. In this way, these two research 

fields will also be easier to understand when incorporated into the analysis of the different case 

studies.        

2.1.1. Sustainable consumption  

The idea of addressing consumption as a problem when it comes to creating a sustainable society 

is not a new notion (Thøgersen & Crompton 2009; Thøgersen 2005; Mont et al 2013). The ideas 

behind the concept has its origins at least from the 1980s, though it is fair to suggest that the con-

cept had its major breakthrough in the early 1990s in connection to the Rio Earth Summit, which 

took place in 1992 (Cohen 2007, p.58). From discussions by Lorek 2009, consumption can be 

viewed based on the traditional idea that we form part of our identity, and some level of group 

belonging, through physical possessions or through consumption.  In short, this means that we, 
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as consumers, indirectly display our identity and our social belonging through the items that we 

consume and the physical possessions we accumulate. Due to the physical belongings and con-

sumption habits we decide to pursue, one can view consumption as a part of the “extended self” 

or in other words as tied with how people use physical, consumable objects to form part of their 

identity (Whitmarsh & O'Neill 2010, pp. 305-306). Therefore, understanding sustainable con-

sumption must begin with an attempt to explain the reasons we have for consuming certain 

things or in a certain way. The main difference between traditional consumer theory and sustain-

able consumption is that consumer theory often tends to focus on possessions and physical ways 

of displaying identity and group belonging, whereas sustainable consumption rather emphasises 

the group belonging and identity that are formed from the actions and decision process we make 

before we consume. This has also been referred to as postmodern consumerism (Hamouda & 

Gharbi 2013), reflecting the increasing popularity of this type of purchasing. Sustainable con-

sumption therefore shifts the focus from producer responsibility towards consumer awareness 

and responsibility when it comes to solving environmental and sustainability problems (Isenhour 

2010, pp. 514-515). It can be argued, then, the action or decision to buy or select for a certain 

product is more important when considering sustainable consumption than in traditional con-

sumer theory. The products commonly connected to those consumer habits that are linked to sus-

tainable consumption are often products which are perishable e.g. food, which cannot be retained 

in order to display identity. How the relationship between this type of consumer behaviour and 

governance are linked is a reccurring and central part of the discussion amongst scholars con-

cerning the concept of sustainable consumption (Lorek 2009; Thøgersen 2005). The subject of 

sustainable consumption can be argued to be ever-changing and highly dependent on contempo-

rary group identity. A lot of the thinking and theorisation around sustainable consumption is 

therefore often centred around how people might change their consumer habits within their usual 

and somewhat more traditional consumption habits. 

One way of explaining how the topic of the present thesis, i.e. product labels, is relevant for the 

wider context of sustainable consumption, is through the following proposition: If consumers are 

considered to be driven and motivated by certain trends, then the tools that are used by producers 

in order to convince consumers to purchase their products become highly relevant. Product label-

ling can here be key in building incentives for the consumers to buy ecological products or prod-

ucts that have been produced sustainably.  Product labels may also be a crucial tool for the con-

sumer in the construction of their identity and group belonging, as discussed above. Product la-

bels in this sense guarantee the consumer that the product they are purchasing fulfils their re-

quirements and relates to the life choices and (group) identity that the consumers desire to 

communicate (in this case, eco friendliness or sustainability).    

A target group of consumers used by KRAV in their market reports in order to define who con-

sumes their product is called LOHAS, which is an abbreviation for Lifestyle of Health and Sus-

tainability. The term LOHAS can be said to have gained increasing popularity since the early 21st 

century, as The LOHAS Journal was first published and the term was spread in a wider range to 

the public domain (Emerich 2011, p.23). This group of consumers can, in simple terms, be de-

fined as people with a lifestyle that prioritises health and sustainability in their consumption hab-

its. According to KRAV in their market report from 2014:  
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Lifestyles of Health and Sustainability (LOHAS) is a consumer segment interested, amongst 

other things, in sustainability, health, sustainable living, pleasure and justice. LOHAS is defined 

by both values and behaviour.4 

The concept of LOHAS is important to highlight in the present thesis, as itis central for the type 

of arising consumers and awareness which is argued for throughout the thesis. It is also central as 

KRAV themselves use this concept in their market reports in order to inform their own customers 

about the potential emergence of LOHAS in the contemporary market. From the quote above, it 

is evident that the target group of LOHAS, according to KRAV, are both defined not only by the 

values they base their lifestyles on, but also how they go about living their everyday life. The lat-

ter notion concerning the LOHAS behaviour can therefore be connected to the field of sustaina-

ble consumption, as LOHAS focus their consumer behaviour on their values, rather on the physi-

cal possessions they will be able to identify themselves with. Even though LOHAS still consider 

consumption to be an important part of their everyday life, a more conscientious approach to-

wards how they are consuming is central (Emerich 2011, p. 106-107). So even though LOHAS 

might live within the traditional capitalist constructs, they are more consciously trying to act 

within this framework, in order to pursue their ideals. For the present thesis it is therefore im-

portant to highlight this growing group of consumers, as more companies are realising the poten-

tial market value of attracting these people and therefore beginning to focus on adapting a CSR 

approach to their business (see below). This may also be considered as a contributing factor for 

the argued bilateral transition. 

The emergence of an increased awareness of the impact of meat and animal industries on the en-

vironment (alongside other reasons such as wellbeing), has also led to a new sort of “green” 

trend, regarding how and what we consume and eat, which is increasingly present in the media 

(CNBC 2017). There are studies and articles that address the increasing demand for vegan and 

vegetarian food (Janssen et al. 2016; Marangon et al. 2016), some of which investigate different 

motives for why vegans have chosen this lifestyle and what are the reasons to continue or end 

their choice of diet. A study by Janssen et al. (2016) in Germany, explored consumer’s motiva-

tion to follow a vegan diet. Of a total of 329 participants, who were recruited in a total of seven 

different specialty stores around Germany, which were targeted before having vegan consumers, 

the results showed that animal-related motives for following the vegan diet were indicated by 

89.7% of respondents, subjects related to personal well-being and/or health were indicated by 

69.3%, and that environmental-related motives were indicated by 46.8% of respondents. The re-

sult from this study, amongst others, indicates that a large proportion of vegan consumers com-

mit to their diet for reasons other than solely animal-related reasons. This can also be said to be 

supported for the Nordic case, as a report from the Nordic Council of Ministers (Nordisk Minis-

terråd 2007), shows that 61% of consumers consider ethically-labelled foods to be important in 

their purchases of foods. It should be noted that the Nordic consumers still consider ethically-

labelled profiling as being the least important when making choices, but it is evident that a large 

group of people still consider it relevant. The question that will be most poignant when address-

ing the upcoming chapter will therefore be how this emerging awareness and debate concerning 

the animal industry also affects the product label profiling and how this aspect is incorporated 

into a broader holistic definition of sustainability.   

                                                                 

 
4 KRAV Market report 2014 p.13 – Translated from, ” Lifestyle of Health and Sustainability (LOHAS) är ett segment konsumenter 
som bland annat är intresserade av hållbarhet, hälsa, ekologisk livsstil, njutning och rättvisa. LOHAS definieras både utifrån vär-
deringar och beteenden.”   
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 2.1.2. Corporate Social Responsibility (CSR) 

Another field relevant for this study is the concept of Corporate Social Responsibility (CSR). In 

very generalised terms, CSR can be defined as: the measures that producers and enterprises take 

in order to affect consumption patterns to create a socially responsible end product. CSR 

emerged as a concept in the 1950s when Bowen, in 1953, argued that corporations had more re-

sponsibilities than just financial responsibilities (see review in Bowen 2013). This included the 

argument that corporate social responsible management also was important in order to achieve a 

successful business. This first attempt at defining CSR later came to be broadened through inclu-

sion of influences from social movements in the 1980s, which meant that making responsible de-

cisions would not only result in improvements to the businesses, but also in a better society and 

better social welfare. This evolution broadened the concept of CSR into more perspectives, in-

cluding responsibilities in legal, economic and ethical areas. Historically, the ethical perspectives 

have included a variety of issues, such as human rights, working conditions and environmental 

protection (Carrol 2008). Since this development in the 1980s, the concept of CSR has changed 

even more. For instance, it has been suggested that there should be a “developing” aspect of 

CSR, meaning that corporations should also always aim at improving their actions towards mak-

ing socially responsible business (Wartwick & Cochran 1985). This has led to the present Euro-

pean Commissions (2011) broad definition of CSR:  

“CSR is the responsibility of enterprises for their impacts on society” 

An important realisation when it comes to this definition of CSR, as in most academic contexts, 

is that there is not one uniform and perfect definition of the term. It is therefore important when 

dealing with CSR to take into consideration that the term has to be adapted and defined for spe-

cific situations and contexts (Borglund et al. 2017, pp. 10-12, 55). The fluidity of the term CSR, 

as well as sustainable consumption, in the context of the present thesis therefore also problema-

tizes the definition of sustainability itself, and how it can be interpreted in terms of consumption 

and production. For illustrative purposes, one could imagine that the way in which an economist 

defines the term of sustainability might radically differ from the way that, for example, an ecol-

ogist defines the same term. Correspondingly, what has lately become more and more common 

in the debates around CSR and sustainable consumption is the fact that the concept of sustaina-

bility has broadened significantly, and now includes far more wide-ranging aspects, taking into 

account society as a whole (Liu et al. 2017, pp. 419-425). In the early days, when the concepts of 

sustainability and CSR were starting to become more and more present in the academic and non-

academic world, it was in many ways simplified, as the terms were often defined and analysed 

from one specific research field. This simplification has been challenged lately, as researches 

have realised that in order to analyse society through a sustainability point of view one has to do 

this from many different fields of research5 and/or practices. In this way, CSR now implies holis-

tic and less of streamlined approaches, as it does not only address the field of sustainability and 

CSR from one specific research field such as economy or environmental studies, but rather con-

sidering society as a whole, including both economic and environmental sustainability, among 

others.    

The fact that CSR is still a relatively new academic concept, and a field of research that lately has 

changed orientation, might also have created a sort of mistrust towards companies that con-

sciously are trying to start to aim their marketing strategies towards sustainability (Borglund et 

al. 2017, pp. 59-61). Because there have been instances of “greenwashing” and cases where 

companies have taken advantage of consumers’ trust in order to sell more product, it has bred 

                                                                 

 
5 For instance, see, "Corporate social responsibility, entrepreneurship, and innovation" (Amaeshi et al. 2015), “CSR and sustainable 
business” (Borglund et al. 2017)  
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general mistrust, which may now unfortunately be targeted towards how companies that can ac-

tually work with sustainability in a serious and strategic way. The debates around CSR have 

therefore increasingly come to revolve around the purpose and motives that companies have of 

using a CSR-based approach to sell their products. There are debates around the if companies are 

only using CSR in order to profit and associated risks with such behaviour, or whether they actu-

ally want to create a different consumer society (Borglund et al. 2017, pp. 59-61, 96-97, 101). 

Something that could be added to this discussion is if one could ask oneself if it really matters if 

the companies’ motives only concern profit, if the end result is that we consume in a way that 

make our future society sustainable in social, environmental and economic terms?   

2.1.3. The consumer jungle of product labels   

In the previous section of this chapter the issue of a “consumer jungle”, was problematized in the 

context of ecolabels. What this section aims at achieving, is to deepen the inquiry into this chal-

lenging problem. What might already be evident from the presented study is the fact that there 

exist product labels with widely varying types of profiling. For the consumer, to understand and 

retrieve the correct, relevant and important information from every single product label, is a task 

that could easily be considered impossible. Therefore, I have proposed and will argue for that the 

phrase “consumer jungle” is not just a metaphor, but rather a term that will be used in reference 

to the context of product labels as a whole. The term illustrates the myriad of different product 

labels on the global market today and also problematizes the impossible task it implies to find, 

understand and orientate oneself amongst these labels, as a consumer. 

The current number of labels profiling themselves solely with being eco-friendly are today as 

many as 463 (Ecolabel Index 2018), it is legitimate to claim that a jungle of different product la-

bels exists on the global market. This is especially true when taking into account how many addi-

tional types of product labels there exist with other types of profiling, such as health, source of 

origin, or profiling that concerns ethical values. An example of how the ‘consumer jungle’ is a 

real-life problem that manifests itself practically in the everyday consumers’ life, can be shown 

by highlighting that The Swedish Consumer Agency and The Swedish Food Agency, different 

municipalities and organisations, are creating consumer guides concerning common labels on the 

Swedish market (Märkesguide Livsmedelsverket 2015). The guides aim at simplifying these la-

bels in order to help in aiding consumers that want to make more conscious purchases, and thus 

help them to orient themselves between the different labels to make the purchase that best fits 

their motives and desires. That there is requirement for these guides could therefore also suggest 

that there certainly is a need to clarify the product labels that exist on the Swedish market and to 

make the information easily accessible and comprehensible for the public. 

The problem concerning the number of product labels today is supported by many reports and 

research that has been made in order to understand the consumer environments that are created 

around the product label markets6. In general, these types of research and reports are concerned 

with eco-labelling or organic labelling, probably due to the fact that environmental concerns 

have become increasingly pressing and popular in both political as well as media debates during 

recent decades. The problems concerning orientation amongst these types of labels, are thus as 

prevalent as for the product label market as a whole. Therefore, I claim that the term “consumer 

jungle” is key in the discussion of product labels, as it highlights one of the main concerns that 

derives from the bilateral transition of product labels profiling; namely that consumer confusion 

                                                                 

 
6 Many authors highlight the fact of consumer perceptive on product labels, problematizing the topic by bringing forward the 
varieties of labels that exist on the market today. See for instance, (Koos 2011), (ILBERY & MAYE 2007) or (Sirieix et al. 2013). 
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concerning product labels, potentially may result in a misperception and possible mistrust in la-

bels in general and that labels continuously must balance a holistic and broad profiling as de-

manded by consumers, with transparency and clarity about label content and controls to maintain 

trust amongst both consumers and producers.  

2.1.4. Confusion and conflicting consumer perceptions 

The present thesis addresses the issue of conflicted consumers with regard to how to consume 

consciously on a market full of different recommendations and guidelines; in the form of product 

labels, for example. Suggested earlier in the thesis, and also supported by other research such as 

Consumer misperception of eco-labels, green market structure and welfare (Brécard 2017) and 

The impact of consumer confusion from eco-labels on negative WOM, distrust, and dissatisfac-

tion (Moon et al. 2017), mistrust and misperception of product labels are pressing and present 

problems in sustainable consumption. Both of the above mentioned publications specifically ad-

dress competing ecolabel markets, and how the overflow of information and sheer number of la-

bels on the market creates confusion, misperception and mistrust. For instance, it is suggested by 

many researches that the “overload” of emerging eco-labels creates both confusion and uncer-

tainty amongst consumers, as it becomes harder to navigate oneself among the different labels. 

Some labels also have more ambiguous definitions or rules than other, more established labels, 

therefore trying to profit from consumers’ desires to purchase more consciously (Moon et al. 

2017, pp. 249-251). The confusion of the flora of labels may also be taken advantage of compa-

nies through greenwashing of their products, as addressed by Dorothée Brécard (Brécard 2017). 

In a paper by Brécard, a double-differentiation model is used to compare a non-labelled product 

with two eco-labelled products of medium and high environmental quality. The results show that 

consumers perceived the ecolabels as having the same high environmental quality, which in turn 

implies that “better” eco-labelled (i.e. of higher environmental quality) products potentially suf-

fer in comparison to a lower quality label, and might be eliminated from the market as a result of 

the misperception amongst consumers that the vast market of ecolabels creates (Brécard 2017, p. 

359). 

In order to connect to the Swedish market and society, it is worth highlighting a study by Cindy 

Isenhour of Swedes and their willingness to consume sustainably and consciously (Isenhour 

2010). The study focuses on the influence product labels and marketing have on consumers in 

order to change their behaviour. Isenhour suggests that in order to make people consume in sus-

tainable ways, marketing and eco-labelling is not a bad thing in itself. However, in order to actu-

ally change historically contingent social structures and ways of consuming, more than just 

awareness and knowledge is required (Isenhour 2010, pp. 465-466). What is most important to 

remember from Isenhour’s study in the context of product labels as a tool to encourage sustaina-

ble consumption, is her discussion concerning what is important to address and what we should 

prioritise when it comes to adapting and transitioning into a sustainable future. Even though 

product labels might be a useful tool to promote sustainable consumption, and a way to lessen 

the environmental strain on the planet, this is not a tool that is necessarily applicable in all con-

texts and societies. Isenhour’s position on the issue is also shown in another study which con-

cerns the fact that even if a consumer is  aware and knowledgeable when it comes to making sus-

tainable purchases, the conscientiousness of the decision that will be made from this position still 

resides within the traditional frames of consumption. There are many factors that thus will have 

to be taken into consideration concerning sustainable consumption and sustainability research, 

such as purchase decisions are made based on market driven or individual reasons, or reasons 

that are socially or economically dependent (Isenhour 2011, pp. 519-522).  Therefore, I also ar-

gue that more than consumer responsibility and awareness is required in order to establish a real 

societal change when it comes to sustainable consumption and sustainability.   
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What could be derived from the above mentioned literature, and important to keep in mind, is 

that product labels themselves might not be considered as negative. What Isenhour, on the other 

hand, highlights are that we as researchers and members of a society also should consider the so-

cietal context of commercial consumption. Not only considering consumer responsibility and 

commitment, but also consider the historical and societal contexts in policy-making in order to 

truly change our future society into something more sustainable. Therefore, I argue that the the-

ory of bilateral transition can act as a means of adding to the perspectives of how our consumer 

environment changes over time, and how certain societal trends and topics act to change the mar-

ket. The topics of sustainable consumption and CSR are confusing in themselves, and connecting 

them to the topic of marketing and product labels even more confusing. My position on this 

(something that will become evident in Chapters 3, 4 and 5), is that there are many nuances on 

what a product label is and could be, and that it is impossible to only have one perspective when 

addressing the problems and challenges these product labels face. This is true both in order to 

create the “right” image of the label, but also in order to inform and guide consumers in order to 

help them make the most informed decision as possible.           

2.1.5. Summary 

From the review of the fields of sustainable consumption and CSR four different problems areas 

stand out that that will be reoccurring and discussed in the following chapters. Below I will sum-

marise these problem areas and explain how I will relate to them in this thesis. 

Consumer and producer relationship: For the forthcoming studies in Chapter 3, 4 and 5, it 

will be relevant to discuss how consumer and producer are defined and discussed. The emphasis 

here will be the connection and relationship between these two parties, as defined by the labels. 

The discussions in the following chapters will revolve around how producers and organisations 

think of and use definitions in their labelling (Chapters 3 and 4), and how consumers might per-

ceive a certain product label and its profiling (Chapter 5). The discussion in chapters 4 and 5 dis-

plays how changes in product label profiling also may have changed the relationship between 

consumers and producers.      

Holistic sustainability – Policies and commitments: As discussed previously, the definition of 

the term sustainability has changed and influenced both CSR and sustainable consumption. It 

will therefore be important to review the definition of environment and sustainability as defined 

by the relevant labels and how this definition has changed over time and how it has been com-

municated by the labels.  

Trust and transparency: The concerns of creating trust between producers and consumers have 

been highlighted in this chapter. For a product label, trust is strongly coupled with transparency, 

eg how explicit labels are about its content and protocols and how producers/products are moni-

tored and accredited. Trust is essential to create a secure relationship between producers and con-

sumers and key in sustainable consumption. Consumer and producer trust is therefore key in or-

der for the product label to successfully fulfil its targets. Thus, in the coming analyses in chapter 

4 and 5, I will review how labels tackle the issue of trust and what strategies they have had to 

build trust with consumers and producers. 

Consumer confusion: Connected to the previous theme on trust and transparency, consumer 

confusion will be a primary topic in the analysis in Chapter 5. As highlighted in the previous sec-

tion of this chapter, the sheer number and a lack of transparency behind product label profiling 

may create consumer confusion that ultimately results in a lack of trust of labels in general. In 

Chapter 5 consumers understanding of labels and choices when it comes to labels will be ex-

plored, testing the assumption about a “consumer jungle” as defined in this chapter.     
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2.2. Material and Methodological framework  

In this section, I will first go through the material that I have been using and what the criteria for 

selection has looked like. Thereafter I will go through the different types of methods I will be us-

ing in the each of the studies I will investigate in the present thesis. This will in turn build up the 

methodological framework for the thesis as a whole.  

2.2.1. Sources and material – selection and criteria 

The sources upon which this thesis is based partly consist of information from the labels them-

selves. Sources concerning the product labels that are brought up in the present thesis will 

mainly be used in Chapter 3. These sources are primarily being used for the historical review, as 

other types of material concerning the product labels themselves are very difficult to find and 

also not relevant for the narrative and analysis I wish to carry out. The selection of material has 

been orientated towards a review of what the labels themselves want to convey. In this way, the 

material and selection will be kept more consequent and without any preconditions of interpreta-

tion. The information from the labels themselves will be used as they best represent what the dif-

ferent labels want consumers to know about their specific label, and no evaluation as to whether 

or not this actually corresponds to the truth will be attempted, as it is not the intention of this the-

sis to evaluate the authenticity of the labels. The material will therefore only be used in the sense 

of gathering material that is widely dispersed and that has never before been compiled in an aca-

demic context, in order to create a more comprehensive history of the product labels.  

The selection of labels has firstly been done by only including labels present on the Swedish 

market. Subsequent criteria that have been considered for selection of particular labels for more 

detailed study are: the extent to which the label is present for the everyday consumer, and that 

the label wholly or partly is concerning food products (with the exception of two general envi-

ronmentally-friendly or sustainable labels). Even though the primary purpose and aim of this the-

sis is to address environmental and sustainable labelling, no distinction has been made on what 

the labels value or stand for. The distinction between the different labels that have been chosen 

for this thesis have rather concerned what labels everyday consumers are actually presented with, 

and have to choose between when making purchases, rather than the type of profiling they actu-

ally have. It would, of course, have been possible to only address labels which mainly concern 

environmental and sustainable profiling, but in order to problematize the fact of the label market 

being a “consumer jungle”, I consider it to be crucial to include labels that are highly present on 

the Swedish market without necessarily having profiling aiming at promoting an environmen-

tally friendly or sustainable product. The element of including a varying range of labels will also 

add substance to the argument that the way product labels profile themselves today has transi-

tioned towards including a greater amount values and arguments in order to attract a larger audi-

ence; again, a sort of holistic type of sustainable profiling. 

 

The food labels that have been selected for the present thesis are the following: KRAV, Rainfor-

est Alliance, Nyckelhålet, Änglamark, Svenskt Sigill, Fairtrade, UTZ Certified, MSC, ICA I love 

eco and Europalövet. Alongside these ten labels, two labels with a sustainable and environmen-

tally friendly approach (but without a focus on food) have been taken into consideration, Svanen 

and Bra miljöval. Finally, one emerging smaller label on the Swedish market has been included, 

which concerns both foods and other types of consumer products, namely 100 % VEGANSKT. 

Apart from Rainforest Alliance, Fairtrade, UTZ Certified, MSC and Europalövet, the other la-

bels are created by Swedish organisations or companies, and mainly target the Swedish market 

i.e. can be considered national labels. Whilst the rest of the labels are created by international or-
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ganisations, they have established offices in Sweden and are highly present on the Swedish mar-

ket. This selection has also been a conscious selection, as it is important to show that the product 

label market is a global market, where labels influence each other and interact over national bor-

ders. Thus, there are labels from other countries that influence the Swedish market and therefore 

also add to the element of confusion from the perspective of the consumer, as products from 

abroad can be imported and sold alongside Swedish products. Therefore, the international labels 

also have to be present in multiple countries’ markets in order to address the commercialisation 

of product labels.      

Concluding the selection of the different product labels that will be addressed in the present the-

sis, one could say that they have to meet the following requirements:  

 

 Prominent on the Swedish market  

 Have a well-established profiling 

 Either have a Swedish or a multi-national foundation  

These three criteria will make the following discussions more well-grounded in today’s global 

market and in this way highlight the complexity of the topic in context of the present national 

and global product label markets. The reason for the criteria not being more specific in this case 

is partly to aim at visualising the diversity of labels that is out on the market, but also to delimi-

tate the selection of labels further would simplify the flora of labels too much and risk leaving 

out how the product labels influence each other.                         

For the first case study, market reports from the organisation KRAV will be analysed. This mate-

rial will be used to address the question concerning if there is a potential shift in profiling in con-

nection to the increasingly present concept of sustainable consumption, thereby giving a concrete 

example on how the suggested bilateral transition might appear. There will be both quantitative 

and qualitative aspects taken into consideration when analysing the material. As there are no 

available reports in English until 2013, I have therefore chosen to examine all reports written in 

Swedish. The word count (qualitative aspect) will, by always comparing reports in the same lan-

guage, lead to and provide with a background with a better and more comprehensive comparison 

in the qualitative analysis of the reports. The year of the reports are based on when the report is 

published, so the year the report actually covers is one year behind the published year. Therefore, 

the reports cover the period from 2007 – 2015. The reports are fairly similar in length, but the 

earlier ones are generally slightly shorter than the later ones. The reports differ between the least 

amount of words of 13,384 in 2008 and the maximum amount of words in 2015 of 19,900 in 

length. 

The second case study on Djurens Rätt’s label 100 % VEGANSKT, will contain material largely 

consisting of the results retrieved from an opinion survey on food labels conducted in December 

2017, in cooperation with Djurens Rätt and NOVUS. The questions for the survey was designed 

by myself as a part of an internship in Djurens Rätt. During the internship I was asked to investi-

gate the interest and potential for a label like 100 % VEGANSKT in Sweden. To address this 

question, I drafted an opinion survey (also based on the reading done in preparation for this 

study). The survey was then further modified by Djurens Rätt and NOVUS. The results from the 

resulting opinion survey will therefore be central as material for the analysis in the second case 

study in the present thesis. 

2.2.2. The historical review - Categorisation 

This section aims at categorising the different product labels in order to make a comprehensive 

review of the different values or production approaches that the labels intend to convey to the 
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consumer. I will therefore define six different categories or values, namely: ethically produced, 

ecologically or organically produced, environmentally friendly, locally produced, sustainable 

production and health related production. The categorisation will only take into consideration 

what the labels themselves express or how they explain what they value within their production 

requirements. A distinction between labels which are created by independent organisations or are 

created by specific food chains will also be included in the last section. In Appendix 1., a compi-

lation of the different categories incorporated with the labels will be found.  

In order to understand what I mean with the six different categorisations, a short definition of 

each category will follow: 

 Ethically produced - Produced with ethical values in mind, such as worker and animal 

conditions.   

 Ecologically or organically produced - Produced in an ecological or organic manner. 

 Environmentally friendly produced - Produced with the environment in mind, for ex-

ample considering ingredients being the most environmentally friendly. 

 Locally produced - Produced only locally.   

 Sustainable production - Sustainably produced foods, for instance sustainable farming 

or animal husbandry. 

 Health related production - Production of foods which aims at promoting healthier 

products with little or none artificial and dangerous ingredients. 

Because a part of the problem concerning the many different product labels is the fact of the dif-

ferent profiling they use and how these are constantly changing in definition, it is important to 

keep in mind that the definitions in the present thesis are generalised in broad terms and not con-

sidered being exactly the same for every product label. The two other categories concerning or-

ganisations, aim at differentiating between the labels which are independent and the labels of dif-

ferent food chains or producers. This is useful to distinguish between which brands are created 

by the producer and which brands are created by an independent organisation. The following cat-

egorisations have therefore been made: 

 Independent/third party certified – Concerns labels which are created by a third party 

or independent organisation, implying that the producer and the label are decoupled. An 

example of such a label is KRAV.  

 Specific food chain – Food labels that are created and regulated by the producer itself, 

implying that producer and label are controlled and regulated by the same management. 

An example of such a label is ICA I love eco.  

2.2.3. The case of KRAV - Discourse and discourse analysis  

In itself, discourse analysis is a type of qualitative method where the context of the material or 

text being analysed becomes the focus of analysis. One could define discourse as “a mode of or-

ganizing knowledge, ideas, or experience that is rooted in language and its concrete contexts” 

(MWD 2018). The type of discourse analysis that will be used in this case therefore starts by 

aiming to define certain narratives concerning sustainability and environment in the context of 

KRAV market reports. Furthermore, Michel Foucault´s standpoint on discourse analysis is that it 

is a way of describing different power structures within a certain context or society (Inglis 2012 

pp. 179-180). In the case of the present thesis, the power structure that will be analysed is the one 

that results from the narrative and approach KRAV uses in order to engage both producers and 
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consumers in pursuing their label and profiling. Therefore, in this study, a central theme is the 

structure which KRAV partly build up in their reports, which will be defined as a sort of CSR or 

sustainable consumption discourse. Here, KRAV, as David Inglis (2012) express it, could be said 

to be the “specialist” that creates and operates the discourse that will be analysed, and consumers 

and producers the “normal” person defined by the said discourse (Ibid, p.181).  I will also show 

that this discourse has shifted over time, as sustainability did not feature as a holistic concept in 

the beginning of KRAVs history but grew in prevalence in later years. A critical discourse analy-

sis in the case of this study investigates how processes and structures create texts and how con-

text of the content is constructed within these structures. I also analyse how the said discourse 

and texts create meaning and context for consumers and producers. This approach will therefore 

be useful when analysing the KRAVs market reports, and also serve as a good base for the dis-

cussions that will follow the analysis.  

In order to address KRAVs market reports, a type of discourse analysis called critical text analy-

sis will be used. The reports were first read a number of times and recurring keywords identified. 

The analysis was then based on the use of these reoccurring words in the reports. As a first step 

in the methodology, more words and wording where included and recorded in a simple word 

count. After an initial analysis, certain “key words”, were defined (eg. word and wording that 

regularly appears). The key words and wording that where initially counted were the following: 

 

 Sustainable/Hållbar: This word was chosen in order to find out if motivations and driv-

ing forces concerning sustainability have increased or decreased over time for KRAV and 

their profiling. The word search also contained similar wording containing Hållbar such 

as Hållbarhet.   

 Environment/Miljö: This word was chosen in order to find out if motivations and driving 

forces concerning environment have increased or decreased over time for KRAV and their 

profiling. The word search also contained similar wording containing Miljö such as 

Miljvänlig.     

 Organic/Ekologisk: This word was chosen in order to find out if motivations and driving 

forces concerning organic production have increased or decreased over time for KRAV 

and their profiling. The word search also contained similar wording containing Ekologisk 

such as Ekologiskt.      

 Health/Hälsa: This word was chosen in order to find out if motivations and driving 

forces concerning health have increased or decreased over time for KRAV and their pro-

filing. The word search also contained similar wording containing Hälsa such as Hälsan.     

 Consumer/Konsument: This word was chosen in order to find out if focus on consumers 

have increased or decreased over time for KRAV and their profiling. The word search also 

contained similar wording containing Konsument such as Konsumenter.      

 Producer/Producent: This word was chosen in order to find out if focus on producers 

have increased or decreased over time for KRAV and their profiling. The word search also 

contained similar wording containing Producent such as Producenter. 

After defining the “keywords” I then proceeded to do a word count in the reports to see if the 

sheer numbers of time these words or wording changes over time were significant, as that might 

say something about changing focuses of the reports. In the next step I did a more qualitative 

analyses of the text namely looking at how certain terms were defined in the reports.  
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It would have been possible to choose other words or wording for the analysis, but as mentioned 

before, these have been selected as they best represent the research fields that are being consid-

ered in connection to product labels in Sweden. The words and wording that finally ended up be-

ing the basis of the KRAV analysis where Hållbar and Miljö. According to my preliminary re-

search, these two words best show and represent the changes in how KRAV are expressing them-

selves in terms of environment and sustainability in the timespan between 2008 and 2016. There-

fore, the focus of the analysis will be on how KRAV use these two words or similar wording, 

what context they are used in and potentially how the usage changes. Because the selection of 

words and wording are based on the knowledge that sustainability and environment are central 

research fields in the theory of sustainable consumption and CSR, these have also been the main 

focus of the discourse analysis. It should be noted that the other words and wording still are 

taken into consideration in the analysis, but rather in a contextualised way. What will be the fo-

cus there are context changes; for instance, how the meaning of a word shifts or how the words 

are used together, thereby indicating a change in the discourse. The analysis will be structured in 

a chronological way, with the report from 2008 as the starting point and from there will be a sys-

tematic review of each report year by year. The analysis will then be conducted by addressing 

every second report from 2008 until 2016. The intention of presenting every second report is to 

make the results, findings and arguments clearer and easier to follow for the reader. Even though 

only every second report is being analysed in the present thesis, all reports between 2008 and 

2016 have been reviewed, and in some cases an example from a report that is not included in 

every second report span will be included in the analysis, as those examples help to clarify trend 

changes. What will be analysed in the reports is therefore partly how the reports are structured in 

terms of presentation in a consistent way as possible, but also on another level visualisation of 

potential changes and transitions. Transitions and changes in the discourse which are carried out 

by KRAV, and thereby perceived by the readers of the market reports, will therefore be exempli-

fied and argued for throughout the KRAV market report analysis. The analysis has been done in 

order to firstly show how the reports in general appear time, but mainly in order to successively 

explain and show changes over time, connected to the discourse concerning sustainability and 

environment. This will then be concisely discussed in a finishing conclusion.     

2.2.4. The consumer awareness case – Qualitative analysis of quantitative data 

The case study presented in Chapter 5 will address consumer awareness and consumer choices. 

The survey that is being analysed addresses questions about consumers’ general preferences re-

garding food products and the values they are looking for with regards to labelled products. 

Though the study has been designed with a focus on the product label 100 % VEGANSKT, these 

survey questions were complemented by questions asking about knowledge on other food labels 

in Sweden and what they stand for, in order to maintain integrity. The survey was done as part of 

an internship at the 100 % VEGANSKT organisation in order to partly get an understanding on 

how the market might appear for a relatively new label on food in Sweden. The survey was in 

part carried out in order to assess what possible profiling the product label should take with con-

sumers in order to grow, this the results from this survey and the analyses in Chapter 3 and 4 will 

guide the recommendations made in the final chapter how to profile a label for sustainable con-

sumption. The questions in the survey were designed so that the answers could be compared to 

other similar surveys, which have been conducted by other food labels in Sweden. In this way 

the survey also address how aware and knowledgeable consumers are with regard to the different 

labels.   

As in the previous two mentioned case studies, the analysis will also be based on the sustainable 

consumption and CSR perspective and the concepts related to them, which will show the influ-

ence these concepts have on the development of product labels. In this way it will make the final 
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discussion more streamlined and easy to follow with the rest of thesis analyses. The present 

chapter will also bring forward a discussion concerning the future of product labelling and give 

suggestions on what future and already established labels should focus on in order to reach out to 

the broader public with a sustainable and environmental friendly profiling.  

A final remark before presenting the case study related to Chapter 5, regards any questioning of 

the transparency of this study, as I am both vegan myself and the empirical data from this case 

study comes from an internship at an organisation that is propagating vegan values and ethics. 

For some, this might imply that the confluence of my own personal values and the values 

Djurens rätt is propagating will interfere with the outcome and analysis in this chapter. I declare 

that in the case of this study, it has no greater effect on the results or conclusions than if someone 

else would have conducted the same study. Of course, all research can be considered to some ex-

tent subjective and open to interpretation, but when conducting the survey and during the intern-

ship for Djurens rätt I did not have any agenda other than to find out how the Swedish popula-

tion looked at product labels in general and how well they knew about the 100% VEGANSKT la-

bel in particular. The reason for the internship was actually of interest critically and will be dis-

cussed later, as I realised that Djurens rätt were neither transparent in their marketing and as will 

be discussed in Chapter 3, compared to some other labels, quite narrow in profiling themselves.  

Therefore, I argue that the selection of product labels to investigate in this study is most suitable, 

as it concerns two of the most central ideas behind how a product label tends to profile them-

selves today, namely; transparency, and a profiling of sustainability in a more holistic manner. 

100% VEGANSKT serves as an example on how a product label might start out and what might 

need to be considered in order to reach the market and a broad target group, and how a product 

label that has not been part of the suggested bilateral transition is perceived by the consumers 

themselves.       
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3. Historical review of the Swedish Product labels  

Here I will review the historical development of Swedish product labels in order to understand 

the transitions that have occurred when it comes to the profiling of many product labels, namely, 

the bilateral transition in sustainable profiling. This section will therefore consist of a review of 

how the prominent product labels on the Swedish market have developed over time. The aim of 

the review is to visualise how some of especially the food labels in Sweden have originated and 

developed since the 1980s. Because the topic of the present thesis on Swedish product labels 

with focus on food labels, also have an environmental and sustainable orientation, two of the 

most prominent environmental and sustainable labels on other consumable goods in Sweden will 

be included in this narrative. Also, a relatively new and small label named 100 % VEGANSKT 

will be included in the thesis when addressing this topic, as this will serve as an example of an 

emerging label and also as an alternative to the other labels brought forward in this chapter. The 

100 % VEGANSKT label does not make an effort to profile itself by any environmental or sus-

tainable arguments or values at all, which makes it an interesting case to consider. 

3.1 The food labels 

The reviewed product labels in this section will be presented in both a chronological order and at 

the same time thematically, to illustrate trend changes over time. This approach will make it eas-

ier to get an overview on when each label originated and from there thereby related to each other 

and different societal trends. The text will be constructed from the lens of the producer or organi-

sations behind the different labels. Which means that the research field of CSR will have a cen-

tral role in the narrative connected to the different societal trends that can be discerned from the 

compilation and narrative.     

To start with, what could be considered the first product label with national coverage across 

Sweden is KRAV, which was founded in 1985. Before KRAV came into existence, smaller labels 

on organically produced foods had existed, but these labels were small, so the collaborations 

were to a greater extent local and the standards were not uniform or consequent (KRAV 2018). 

The KRAV label originally put its efforts into promoting organically produced foods or, as were 

called then, alternatively farmed foods (“alternativodlade”). This term implied then, and still 

does today, that: the product should not contain additives such as chemicals, the product should 

not be produced with artificial manure, the product should be non-GMO and contain very few 

other additives (Ibid.). From KRAVs initial profiling, much has changed. For instance, relatively 

soon after the initial definition was created of what producers had to include to be able to use the 

label and what was considered being organically produced foods, this definition started to evolve 

to include other aspects such as animal welfare and better animal husbandry. Today KRAV them-

selves describe their label in simple terms:    
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KRAV is an environmental label that guarantees that the product is ecologically produced. KRAV 

stands for good animal welfare, social responsibility and a sustainable climate. Chemical pesti-

cides, fertilizers or genetically modified organisms (GMOs) may not be used. KRAV only allows a 

few food additives. All KRAV-certified activities are checked at least once a year.7 

This change in definition of what is included in the profiling and certification of a label today 

compared to what it initially meant shows a clear transition from the label including one specific 

point of interest towards inclusion of many and varying aspects. This aspect could be connected 

to the suggestions from CSR research; namely, as companies and organisations start to realise 

that it is commercially viable to broaden their profiling, preferably towards sustainability, they 

will do so in order to gain a larger base of potential consumers (Borglund et al. 2017, pp. 52-54). 

Another statement from KRAV suggests the same type of transition:     

All production of food is economically, organically and socially sustainable and meet the needs of 

the present without compromising the ability of future generations to meet their own needs.8   

This second statement points towards what the end goal of the food production KRAV supports, 

namely sustainability in a broader and more holistic perspective. This is in contrast to the first 

definition, which rather states what aspects are included in the concept of sustainability. One 

could therefore in these two statements discern how KRAV uses the term sustainable. Further 

elaboration on this type of transition, which is argued for throughout the present thesis, will be 

presented in the case study on KRAV in Chapter 4.     

Another label that is important to highlight in connection to and in the context of KRAV and 

other organically profiled product labels, is the label Europalövet. Europalövet is based on the 

general EU regulations on organically produced foods which are sold within the European union. 

It first appeared on the Swedish market in 2010. Though it is a relatively ‘young’ label it is still 

important to bring forward in this context as it today influences all organically profiled labels 

within the European union, with the minimum requirements for all organically produced foods 

being set by this standard. The main critical concerns for Europalövet are that the food that is be-

ing produced has to be produced organically which means, as in the case with for instance 

KRAV, produced in as “natural” a way as possible with as little pesticides, chemicals, modifica-

tions and non-organically fertilisers as can be managed. Information of origin is also mandatory 

next to the label on the products which are being marked with Europalövet (Europalövet, 2017). 

Chronologically, the next label that appeared on the Swedish market after KRAV was Rainforest 

Alliance, founded in New York, 1986 (Rainforest Alliance 2018). This particular label serves as 

an example of the first international or global product label explored in  the present thesis. Rain-

forest Alliance initially focused on preventing deforestation in developing countries and there-

fore focused on promoting sustainable forestry in an ethical aspect, whist also involving an envi-

ronmental aspect (Rainforest Alliance 2018). The original initiatives changed in the late 1980s 

when Rainforest Alliance started their first global forestry program and opened their first office 

outside the Americas. From thereon, in the beginning of the 1990s, Rainforest Alliance also 

started to include sustainable farming, and at the same time became one of the cofounders of the 

Forest Stewardship Council (FSC) (Rainforest Alliance 2018). In the case of Rainforest Alli-

ance, one can see a similar transition as was the case with KRAV. Even though the type of initial 

profiling does not look the same between the two labels there has been a similar transition from 

                                                                 

 
7 KRAV 2018 - Translated from, ”KRAV är en miljömärkning som garanterar att produkten är ekologiskt producerad. KRAV står 
för god djuromsorg, socialt ansvar och ett hållbart klimat. Kemiska bekämpningsmedel, konstgödsel eller genmodifierade organ-
ismer (GMO) får inte användas. KRAV tillåter bara ett fåtal livsmedelstillsatser. All KRAV-certifierad verksamhet kontrolleras 
minst en gång per år.” 
 
8 KRAV 2018 
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focusing on one specific point of issue towards the inclusion of many different issues. What 

could be said to be different is the fact that Rainforest Alliance actually began with the aim of 

achieving sustainable production in terms of forestry, whilst KRAV rather developed this focus 

from their original idea of organic production, to become their central aim. The transition that 

Rainforest Alliance has made has therefore resulted in an independent organisation which is aim-

ing at labelling products produced from both farming and forestry. Rainforest Alliance today 

aims at both environmental protection, social rights, and economical ‘liveliness’ as expressed on 

their webpage. Rainforest Alliance also gives focus to improving workers’ rights as well as pre-

vention of landscape and biodiversity degradation (Rainforest Alliance 2018). Another label that 

is important to bring forward in connection to Rainforest Alliance is the UTZ Certified label, 

founded in 2002 (UTZ Certified 2018). In summary, UTZ Certified was founded as an independ-

ent organisation with the aim to provide certification for a sustainable production and working 

environment for workers within the production of food, mainly coffee and chocolate. The label 

also promotes sustainable farming and protection of the environment (UTZ Certified 2018). 

Even though introducing this somewhat newer label here does not follow the chronological order 

as presented in this chapter, I consider it important to highlight UTZ Certified in connection to 

Rainforest Alliance. This is partly because the profiling and approach are very similar for the two 

labels, but also because these two labels are currently in the process of merging and thus are 

presently working on a new joint certification with the same type of profiling, which is expected 

to be finished and put into practice in 2019 (UTZ 2018). Until the merger is complete in 2019 the 

two labels will continue their “business as usual”. This merger is interesting in the context of the 

hypothesis and framing of this thesis, as the merger of the two labels could be considered as a 

reaction to a somewhat saturated market. The merger could also suggest that the two organisa-

tions have realised that in order to achieve their vision of a uniform certification, concerning the 

same type of sector and values, then one unified label covering all facets might make a bigger 

impact and make it easier for consumers to make informed and conscious decisions.        

The next label that will be highlighted in this narrative is an example one of the first labels which 

was initiated by a retailer instead of an independent organisation. The label in question is Gröna 

Konsum, founded in 1986. The label changed the name to Änglamark in 1991, and I will use this 

more recent name here. Änglamark is an environmental labelling organisation which was created 

by the co-operative grocery store Coop (previously Konsum). The Änglamark label covers a var-

ied range of products from foods to hygienic products (Änglamark 2018). As a contemporary of 

KRAV, Änglamark had similar original profiling, initially focusing on promoting the production 

of organically produced foods and putting emphasis on locally produced products (Änglamark 

2018). Today on the other hand Änglamark is a broader environmental label, covering a varied 

range of products from foods to hygiene products. According to Coop, Änglamark follows the 

same standards as labels such as KRAV, MSC and Svanen. Coop themselves also claim to have 

the largest supply of ecologically produced foods in Sweden, with over 400 different products. 

Änglamarks products, similar to KRAV, do not contain any pesticides or genetically modified 

products and the ingredients are chosen with the aim to make as little environmental impact as 

possible (Änglamark 2018). So once again it is possible to see a similar, though not identical, 

transition at Änglamark as one can see in the previously mentioned labels. In the case with Äng-

lamark, the transition has been from a narrow definition into a broader, more inclusive defini-

tion, where the variation of different types of products have increased, hand-in-hand with the 

profiling.        

In the late 1980s, more specifically in 1989, a new label called Nyckelhålet appeared on Swedish 

foods nationwide. Nyckelhålet is a label whose initial and sole purpose was to address health re-

lated issues on foods. It was initially created by the municipality of Norsjö in 1985 and was 

taken over by the national organisation the Swedish Food Agency (Livsmedelsverket) in 1989, 
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becoming nation covering. The product and content today must be considered by the Swedish 

Food Agency as promoting healthy eating following assessment of the sugar, salts, fibre and fat 

content. The label therefore has regulations regarding declaration of content of the above nutri-

tional values in products that are using the label. It should be noted though that the original defi-

nition only covered fibre and fat and changed only due to new EU standards introduced in 2005 

(Norsjö kommun 2018). The labelling aims to promote healthier food habits that will help prevent 

diseases that derive from certain food habits and consumption. The label has lately also started to 

aim at addressing restaurant owned businesses, encouraging them to use healthier alternatives in 

their services (Nyckelhålet, 2017). What mainly distinguishes Nyckelhålet from the previously 

mentioned labels is that the profiling has not changed in any greater extent over time, and that is 

remains a solely health related label. The promotion of health remains the primary profiling ar-

gument and this has not changed over time, in any way more than in which foods are considered 

as being healthy or not up until today. This constancy is likely due to the fact that the organisa-

tion Livsmedlesverket is a state administrative authority and therefore does not have the same in-

centive to commercialise the label as the other highlighted labels have. Nyckelhålet might be 

seen as more of a tool for the Swedish population to use purely in order to make healthier 

choices when shopping for groceries.     

In 1993 a new label profiling organic production appears on the Swedish market. This time it 

was the Swedish grocery store ICA who were the founders. At its foundation the label was 

named ICA Ekologiskt, but this later changed to the name that is used today, namely ICA I love 

eco (ICA Ekologiskt 2018). The initial idea and profiling behind the label was to provide con-

sumers with organically produced products. Just like Änglamark, ICA Ekologiskt and ICA I love 

eco, covered and still covers a range of products, from foods to textiles and other household 

items. Today most ICA I love eco products are also marked with KRAV, Europalövet or corre-

sponding labels for household products and all their products should follow the same standards 

(ICA I love eco, 2017). Just as with Änglamark, ICA I love eco started off with the profiling of 

organically produced products which was, at the time, of popular choice and concern. ICA 

Ekologiskt and ICA I love eco have slowly started to include more aspects in the profiling, transi-

tioning into more holistic sustainability profiling with organic production value as the base. This 

transition once again seems to go hand in hand with the argument that some level of commercial-

isation of many of the product labels on the market is occurring, but it also suggests that there is 

an increasing influence of the broader concept of sustainability in production and consumption 

demands.      

The label Svenskt sigill was first named and started in 1995 by the Swedish farmers’ organisation 

Lantmännen. The label was then bought by the independent organisation Federation of Swedish 

Farmers (Lantbrukarnas Riksförbund) in 2001 and got its final design in 2002. Initially the label 

was concerned with promoting Swedish farmers and producers. Products that were being la-

belled with Svenskt Sigill assured the consumer that the produced food or flower with the label 

was made by a certified producer in Sweden. This also meant that crops and animals native to 

the Swedish market were promoted, and that the product was produced according to Swedish 

standards in animal husbandry and food safety. In 2010, Svenskt sigill also added a climate certi-

fication to its profiling. Climate certification was added in order to not only decrease environ-

mental effects from production in Sweden but also to meet an increasing demand from food pro-

ducers for such a certification (Svenskt sigill 2018). Despite these changes Svenskt sigill has 

stayed closer to its original certification and profiling compared to KRAV and other labels previ-

ously discussed.   

Fairtrade as an organisation started in the 1940s, then mainly concerning fair working conditions 

for people in developing countries. Fairtrade is an organisation and initiative that started in the 

United States and extended to Europe in the 1950s, arriving inSweden in the 1980s. The 
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Fairtrade organisation first came into existence in Sweden as a label in 1996 and had a profiling 

aiming at ethical sustainability (Handelshistoria 2018). As such, it was different from other exist-

ing labels at the time, which initially were focused on organic production or heath. Today in 

Sweden, Fairtrade is an independent international organisation with a strong continuing focus on 

ethical concerns but also now on sustainable production. What Fairtrade primarily aims to do is 

to promote good working conditions on farms and plantations, or support independent farmers 

by providing them with fair working and living conditions. Demands for certification include 

good working and living conditions in regard to the economic situation. Fairtrade also relatively 

recently broadened their profiling of the label to emphasise environmentally friendly production. 

This widening of the label content is expressed in the following statement: 

Fairtrade is an independent product label that creates conditions for farmers and employees to 

improve their working and living conditions. The criteria also promote democracy, organizational 

law and environmental considerations in production. Child labour and discrimination are coun-

teracted.9 

This aspect could also be connected to the argument that the labels are adapting to a market 

which is increasingly turning towards sustainable and socially responsible commerce. This could 

result in a commercial environment with a holistic approach towards how we are consuming, 

making changes it in order to create a sustainable future. I would also argue in this case, that the 

fact that organisations and labels such as Fairtrade profile themselves in a broader sense, in turn 

makes it more confusing for the everyday consumer to orient through which consumer goods 

they should purchase in order to make the most informed and conscious decision. 

The next label that will be addressed is the MSC labelling, founded in 2003, which is an inde-

pendent non-profit organisation. MSC currently have two different standards, the first of which 

assesses the sustainability of wild-capture fisheries. The second standard ensures traceability of 

products, which means that the label is only displayed on seafood from an MSC certified sustain-

able fishery. Both standards are regulated and assessed by MSC through independent certifica-

tion bodies and the regulations on fisheries are specifically addressing sustainable fisheries. The 

regulations are mainly directed toward wild capture and not farming of fish, with the exception 

of some minor regulations. MSC profile themselves as ecological, environmentally friendly and 

sustainable, and use benchmark standards set by the United Nations Food and Agriculture Or-

ganisation (UNFAO) and the International Social and Environmental Accreditation and Label-

ling Alliance (ISEAL). MSC also states that they have a ‘scientific approach’ towards their certi-

fication (MSC, 2018). Considering this label alongside the previously mentioned labels, one can 

see many similarities when it comes to the holistic approach towards sustainability. It is also evi-

dent that the label came to exist at a similar time as the sustainability issues became more central 

and current concern in product labelling and overall consumption. 

Though there are more labels that could be considered in this investigation, I will end my review 

with one more label. This label is namely 100% VEGANSKT and it was founded in 2012 by the 

independent animal rights organisation Djurens Rätt (Djurens Rätt 2018). The independent or-

ganisation Djurens Rätt trademarked their label 100 % VEGANSKT in 2012 and they have since 

then been developing the label. Initially the purpose of this label was to reach out to consumers 

with values concerning animal rights and everyday consumption, aiming at creating a broader 

awareness of these issues and help these consumers find products that meet their values. Another 

intention was to make it easier to find vegan products on the Swedish market, as there previously 

had not existed a Swedish equivalent of this product label in Sweden (Djurens rätt 2018). Even 

                                                                 

 
9 Fairtrade 2018 - Translated from, ” Fairtrade är en oberoende produktmärkning som skapar förutsättningar för odlare och anställda 
att förbättra sina arbets- och levnadsvillkor. Kriterierna främjar också demokratin, organisationsrätten samt miljöhänsyn i produkt-
ionen. Barnarbete och diskriminering motverkas.” 
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though similar international labels existed previously on the Swedish market, a demand for a 

Swedish initiated product label with this type of profiling was still considered as being im-

portant. The label is intended for both foods and other consumer products, such as skin care 

products or cosmetics. Though the label is considered relatively new, it has begun to attract 

greater interest among manufacturers of different types of goods, including food and cosmetics. 

The demand has been growing drastically, as the trend of consuming vegetarian or vegan foods 

in the past years has grown exponentially. Therefore, manufacturers of foods and other types of 

products have gradually become more aware of vegan food and its consumers as a significantly 

growing target group (Vegan Society Poll 2018). Potentially vegan products can also be mar-

keted as green products, as consuming fewer animal products puts less strain on the environment 

than our conventional way of eating and producing food (Jordbruksverket 2018). However, so 

far, the 100% VEGANSKT label has been solely focused on the issue of animal free content, ra-

ther than attempting to broaden its marketing.    

3.2. The labels with a sustainable and environmentally friendly profiling 

The product labels that have being reviewed in the previous chapter have clearly targeted some 

type of food production and, in the case of some of the labels, also other types of consumer 

goods. When walking around in a grocery store today, however, these labels are not the only 

ones one sees on the shelves. There are also other labels solely targeting other types of products, 

such as textiles or household items. This diversity makes the topic of product labels even more 

confusing and complex, as the consumer not only has to separate between all the different labels 

concerning food, but also between labels targeting different types of consumer goods, such as 

hygiene products and stationaries. Therefore, it is also relevant to highlight and bring forward 

some of the common product labels concerning other types of consumer products. Here, two ma-

jor product labels concerning general consumer goods on the Swedish marked have been se-

lected, namely, Svanen and Bra miljöval. What generally could be said about these two labels is 

that the both have an environmental or sustainability profiling, as many general product labels 

do. These two labels will therefore be addressed in the same way as the food labels in the previ-

ous section, in order to problematize and bring the topic of product labels into a wider context.   

The first of the two mentioned labels that will be addressed is the label Svanen, founded in 1989 

(Svanen 2018). Svanen has from the start been an independent governmentally owned label, 

which aims at supporting “environmentally conscious” products. The label addresses the whole 

lifecycle of the product and the environmental effects it has, from raw material to waste, and de-

mands both functionality and quality (Svanen 2018). Initially Svanen addressed consumer prod-

ucts but has during recent years also started to include services such as restaurants or grocery 

stores. The initiative of Svanen by the Swedish government was introduced at the same time as 

the organic production trend started to gain ground (Svanen 2018). The approach of Svanen 

could be said to be a sort of sustainable profiling, as it aims at providing consumers with a sus-

tainable production cycle. But contrary to some of the food labels mentioned previously, the pro-

filing has not changed to any great extent or tried to include more aspects than at its foundation. 

The sustainability profiling could therefore not be said to have the same type of holistic approach 

as many of the previously mentioned food labels have incorporated over time. This could have to 

do with the fact Svanen, just like the food label Nyckelhålet, is an initiative created and owned by 

the Swedish state. As with Nyckelhålet the need for commercialisation of the label is not as 

pressing as for the other labels, and thus the profiling of the label can stay closer to its core value 

rather than needing to compete with other labels.           

The second label that will be highlighted in this section is Bra miljöval, founded in 1996 by the 

Swedish independent organisation The Swedish Society for Nature Conservation (SSNC) (Bra 
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miljöval 2018). The label does not cover foods, but rather other consumable products such as 

electronics, laundry detergent, paper and other office supplies. Bra miljöval is a Swedish product 

label with a primary focus on the energy consumption behind certain products. Today the label 

also has both an environmental and ecological approach. Bra miljöval could also be considered 

as incorporating a development requirement, as the producer has to show that the product or ser-

vice they are providing is being developed to become less environmentally harmful in the future. 

In order for the producer to use the Bra miljöval label, they are required to provide a plan and ac-

counts of the production chain. Therefore, lifecycle assessments of the product are required, and 

a series of raising targets need to be met in order to make a step-by-step improvement of the 

product or service provided. (Bra miljöval 2018). With Bra miljöval it is possible to discern more 

similarities with some of the food labels towards broadening their profiling in a holistic sustaina-

bility approach. Again, this might have to do with the fact that the label is not governmentally 

initiated, but rather by an independent organisation which is dependent on keeping the consumer 

purchasing products with their own specific label.         

3.3. Timeline of prominent food and environmental labels in Sweden  

In this section a visual representation has been made in order to visualise the development of the 

main food and environmentally friendly labels in. The visual representation is in the form of a 

timeline and will give an understanding of the frequency of emerging food and environmentally 

friendly labels in Sweden. There are, of course, many more labels on foods that could be in-

cluded here, but these labels have been excluded from this thesis, as they are either too small on 

the Swedish market or originate from another country without an equivalent label in Sweden. 

The timeline illustrated in Figure 1 highlights when the different labels came into being and also 

clarifies the types of labels that have been founded during different time spans and periods. In 

the text below, I will discuss whether the emergence of certain labels is due to consumer trends 

or whether it is due to individual interests. Also, I will make a shorter reflection on the extent to 

which third party certified foods have grown in recent years and how they may have affected the 

labelling market. In Figure 1 the labels in question are, KRAV (1985), Rainforest Alliance 

(1986), Gröna Konsum (1986), Svanen (1989), Nyckelhålet (1989), Änglamark (1991), Bra 

miljöval (1992), ICA I love eco (1993), Fairtrade (1996), UTZ Certified (2002), MSC (2003), 

ICA I love eco (2008), Europalövet (2010) and finally 100 % VEGANSKT (2012). 
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Beginning in the mid-1980s, it can be discerned that the first labels that begin to appear are those 
that mainly profile themselves through natural production processes and with the natural environ-
ment in mind. This trend could be considered to last for about ten years (with the exception of the 
1989 Nyckelhålet), after which a tendency towards another type of profiling in labelling begins to 
emerge. In the mid 1990's, a change from natural production towards ethical profiling can be seen 
to start to take a bigger place on the market. Both Fairtrade and UTZ Certified are labels which 
appear at this time on the Swedish market and over the years begin to be seen on more and more 
products and take a bigger place in the public interest. In the beginning of the 21st century, the 
trend begins to turn again, this time more specifically towards ecological production, through an 
increasing presence of grocery labels with an ethical focus in everyday stores. Sustainable produc-
tion labels also start to emerge in the later period, but this type of profiling is often commonly seen 
together with other types of profiles such as organic or ecological production. 

Another aspect that also can be seen from the ways in which the labels have grown and changed 

in recent years is that it is now more common to expand profiling, as previously mentioned in the 

introduction. The main reason for this is probably due to the fact that the labels want to reach as 

big an audience as possible, and by creating as high a consumer demand as possible more com-

panies will choose to use the label for their products. I will discuss this in more detail in Chapter 

4 regarding KRAV’s history. The problems of mistrust and misperception of product labels, 

brought up in Chapter 2, also become relevant in this context, as a growing number of labels 

with wider profiling, runs the risk of confusing consumers when making purchase decisions. An 

additional aspect and perspective when it comes to the growth of the product label market is the 

progression from a market initially consisting of product labels initiated by independent organi-

sation towards one in which product labels started to become a concern and potential marketing 

strategies for use by both the manufacturers as well as prominent grocery stores in Sweden. This 

was likely initially in order to save money and time, but also in order to set their own standards 

and in this way have fewer intermediaries involved in the process of making and marketing their 

products. These initiatives began in Sweden in the early 1990s with the grocery store COOP’s 

own label Änglamark (1991), and have since then been joined by other grocery stores such as 

ICA’s ICA I love eco (ICA Ekologiskt in 1993; changed to ICA I love eco in 2008)10. Certain 

manufacturers have lately also started to create their own labels in order to show that their prod-

ucts are produced in a fair conscious manner. An example of such a company is the Swedish 

                                                                 

 
10 See, (ICA I love eco 2018), (ICA Ekologiskt 2018) and (Änglamark 2018) 
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Figure 1: Timeline over major food and environmental labels in Sweden. From 1985-2012 
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chocolate manufacturer Marabou, which initially used the label Rainforest Alliance in order to 

show that their products contained coco beans that were produced in an ethically, sustainably and 

socially fair manner. Later, Marabou changed the label and instead, together with the world’s 

largest chocolate corporate group Mondelēz International, created their own label named Cocoa 

Life (Marabou 2018). This example is one of many that point toward a transition from independ-

ent organisations founding and creating product labels, towards corporations themselves creating 

and defining the labels we can see on consumer products today.             

The summary on the development of food labels presented here illustrates that labels on foods 

have taken different directions and are constantly changing according to new standards and/or 

societal trends. What seems to be the most prevalent today is a sort of holistic sustainable profil-

ing of product labels, whilst only a few years ago there was a far greater focus on ethical values. 

These trends have been constantly changing but one common denominator for the majority of 

the labels seem to be that the organisations behind the labels are approaching the market by com-

mercialising the labels. As a result of this, the product labels, have over time, incorporated more 

and more values and concepts to their profiling. The probable reason for this is the aim of com-

panies to broaden their potential base of customers and in that way ascertain that their label re-

mains prominent, therefore making their messages and values reach out to consumers. The val-

ues that certain labels proclaim and also protect in terms of monitoring and standards, clearly 

have varied over time and have not been consistent. A label usually emerges from one or a few 

core values and over time develops with clearer definitions and sub values as it adapts to the con-

temporary market. As the surrounding consumer demand clearly have changed lately into con-

sidering more social issues, the profiling of product labels has also transitioned. This is connect-

ing to what I have already called the bilateral transition resulting in that product labels now pro-

file themselves increasingly towards sustainability. A clear example of this transition is KRAV, 

which initially profiled itself with organic farming. This profiling has clearly transitioned into to 

today clearly state that KRAV is a sustainable profiled product label where organic production is 

only one part of the sustainability definition. This transition is a factor that obviously may be dif-

ficult for the consumer to follow and understand and labels may therefore also potentially put 

themselves at risk. Yet, the KRAV labels has remained successful in the Swedish consumer mar-

ket and it is therefore of value to study in detail the motivation and debates around this transition 

in a company such as KRAV.  
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4. Case study on KRAVS market reports 

The case study on KRAVs market reports from 2008 to 2016 will be grounded in the emerging 

theory and concept of sustainable entrepreneurship and consumption as discussed in Chapter 2. 

The market reports considered in this section have been written over the years that are being 

studied, and in general, all of the reports have a similar structure, with an introduction of the pre-

vious year and what KRAV have been focusing on during the year in question. Results from the 

previous year is also included in every report, as one might expect. Except for this basic structure 

the reports differ from year to year. Some reports focus more on market and consumer reporting 

whilst in other reports the focus might be on exemplifying producers who have joined KRAV and 

why they have joined the organisation. The main purpose of conducting this study has been to 

analyse how the definition, content and marketing of the label has changed over time and shifted 

towards a more holistic marketing strategy. This predicted shift is based, as mentioned before, on 

the concepts of sustainable consumption and CSR, hence arguing for the emergence of a bilat-

eral transition in product label profiling. My hypothesis is that from the first report examined in 

2008, focus will change in what KRAV highlight in their market reports in terms of environment 

and sustainability. A predicted outcome from the analysis of KRAVs market reports from 2008 

could therefore be that KRAV’s focus will shift from their original point of issue (organic farm-

ing), to instead focusing on a more consumer oriented approach, where sustainable consumption 

can be linked with a shift towards sustainable entrepreneurship and consumption. To clarify fur-

ther, the purpose is to see if the increasing interest from the public to consume more consciously 

and with sustainability in mind plays a significant role in how KRAV expresses themselves to-

wards the present market. 

4.1. The word count and quantitative analysis 

As previously described, a quantitative analysis of word count of key words was carried out on 

KRAV’s market reports. Below is a visualisation of the number of times each word that was ini-

tially chosen for the study was used in the reports, which also have formed the basis of the anal-

yses presented. The results of the quantitative analyses are displayed in Figure 2 below.   

In each column one can see the total amount of times all of the words or wording were expressed 

in each report and here I have analysed each annual report since 2008. Apart from the frequency 

of words used, one can also assess the amount of times each search word or wording have been 

expressed in the context of the total amount of words or wording. This enabled us to get an indi-

cation for how the selection of words and wording changes over the period of time investigated. 

To clarify, the results from Figure 2 give the indication of or suggest that some sort of change 

towards KRAV expressing themselves in terms of sustainability and environment.  

To start off with the cases when words and wording containing Hållbar appears, one can see that 

it generally increases or stay at a similar level with the exception of the year 2013. One can also 

see that that during the three last years of the investigated period, a noticeably larger increase in 

number of times the word or similar wording are expressed occurs. This indication is in line with 

the general perception that sustainable consumption is becoming more and more central and that 

it is rather a conscious choice that drives the consumer towards a certain purchase. In the second 
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case, of the words or wording containing Miljö, it appears that the indication is not as apparent as 

in the case with Hållbar. What one can see though is that there is an increase during the first four 

years, but that the trend seems to go back in the later reports with the exception from the report 

from 2015. Why these two trends do not entirely correlate can depend on various reasons. One 

reason could for instance be that in the early 2010’s it was more common to express the concern 

for our future in terms of environment or environmental concern, and sustainability was more of 

a separate concept from today, as suggested from the literature on sustainable consumption and 

CSR. I therefore claim that today the environment and environmental concern is more incorpo-

rated in the concept and discussion of sustainability in KRAV’s market reports. Other aspects are 

also present in KRAV’s profiling of sustainability and this is therefore argued as being a perfect 

example of how an established and relatively transparent product label have gone through a bi-

lateral transition of their profiling towards a holistic type of sustainability, a transition that will 

become even clearer from the upcoming analysis of KRAVs market reports.    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.2. Analyses of the reports 

The following section will contain a critical text analysis, which in chronological order goes 

through market reports published by KRAV from the year 2008 until the year 2016. In order to 

delimitate the analysis and in a broader perspective show changes in expressions and contexts, 

reports from every second year will be analysed in depth. Because relatively small changes oc-

curred between each year of the market reports, changes will be more distinguishable by address-

ing every second report. It should also be noted that all the reports for the period have been ad-

dressed before making this delimitation.   

As stated before, what will be analysed will be the contexts where terms and wording connected 

to environment and sustainability are expressed. The reason for looking at these two specific 

contexts are to be able to discern a suspected shift for how KRAV changes focus and profiling 

during a time when the concept of sustainable consumption emerges significantly.    
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The 2008 market report 

From the first market report from 2008, it could be said that the report is written in a way which 

indicates that there is an organic trend coming and that this trend is something which KRAV as an 

organisation benefits from. A statement in the beginning of the report, from KRAV’s CEO in 

2008, Lena Söderberg, stresses the importance of organic trend: 

- It's no longer just the environmental managers who are interested in the KRAV labelled assort-

ment, it has come up to company management now. 11         

This statement does not only point to that organic consumption is gaining significant ground on 

national food market, the quote also suggests that the increasing concern for the environment is 

significantly contributing to the increasing trend of producing organic foods, and thus implying 

that consumers’ interest towards purchasing these products increases as well. An important note 

in this case is that terms or wording associated to “environment” often are combined with refer-

ences to or commentaries on “climate”, as exemplified from a quote in the sequential statement 

in the same section as for the previous statement:  

The fact that climate issues came up on the media agenda have of course contributed.12  

The “environment” or the “climate” is stressed as a central reason for the increased interest in or-

ganically produced foods, and this frequent use of “environment” or “climate” in connection to 

an increasing demand for organically produced foods is also prominent in the wording and con-

tent of the reports which are being studied. The two above statements stress that the ‘climate is-

sue’ is linked to an increasing commercial interest for products which are certified by KRAV, an 

increase in commercial interest that is both supported by the media focus on climate and also an 

increasingly keen interest from the highest management within companies. 

In the context of environment, KRAV also writes about their environmental work within their 

own organisation. This work is discussed in one of the first sections in the report with the head-

line Ekovågen ger KRAV vind i seglen (KRAV Market report 2008, p. 4), where they are writing 

about how important it is for their company to develop their work and integrate environmental 

aspects within their own certification. KRAV are for instance trying to minimize unnecessary 

travels, climate compensate and buy as many environmentally certified products as possible 

(KRAV Market report 2008, p. 15). KRAV also state in this context that they are working on cer-

tifying their own label with an environmental certification:  

KRAV has started work on an ISO 14000 certification. "For us at KRAV, it's natural to want to be 

certified because we know how important it is," says Johanna. We own a regulatory framework 

that aims for a better environment which is based on third party certification.13    

The above statement indicates that KRAV is starting a work towards broadening their profiling in 

the way of integrating environmental certification within their own certification. These efforts 

show a significant step towards broadening the reasons for buying a KRAV labelled product and 

in that way also broadening the target group. The ISO-certification will also, according to KRAV, 

increase the label’s credibility towards the producer and consumer (KRAV Market report 2008, 

p. 15).   

                                                                 

 
11 KRAV Market report 2008 p.4 – Translated from, ”– Det är inte längre bara den miljöansvariga som intresserar sig för det 
KRAV-märkta sortimentet, det har kommit upp till företagsledningarna nu.” 
12 KRAV Market report 2008 p.4 – Translated from, ”Att klimatfrågorna kom upp på mediernas dagordning har naturligtvis bidra-
git.” 
13 KRAV Market report 2008 p.15 – Translated from, ”KRAV har inlett arbetet med en ISO 14000-certifiering. – För oss på KRAV 
är det naturligt att vilja bli certifierade, eftersom vi vet hur viktigt det är, säger Johanna. Vi äger ju själva ett regelverk som syftar 
till bättre miljö och som bygger på tredjepartcertifiering.” 
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When it comes to statements or examples where ‘sustainability’ is brought up, only looking at 

the numbers, comparing environment which is expressed 35 times to sustainability which is only 

expressed 8 times, one can see that sustainability aspect is not as present or stressed as the envi-

ronmental concern (and in comparison with later reports). It is clear though from the contexts 

where sustainability is expressed, that it is an important part of the company and that the KRAV 

label and organic production somewhat is synonymous to sustainable production by providing 

education for interested parties such as producers in sustainability in connection to organic farm-

ing (KRAV Market report 2008, p. 2). In a section about education, ‘sustainability’ is mentioned 

in relation to sustainable consumption specifically:  

- KRAV Education produces, markets and sells training and services focusing on more sustainable 

production and consumption of food, explains Staffan Carlberg, Process Manager for Educa-

tion.14 

In the same context, the importance and interest amongst producers and companies for the KRAV 

Education is brought up. It becomes, according to KRAV, increasingly important to be able to 

communicate and inform customers and consumers about the link between organic production 

and sustainability (KRAV Market report 2008, p. 2). Compared to contexts where environment 

is used as a term or explained, sustainability is used more vaguely and rather as a vision or as 

work conducted in the background. 

Another example on how sustainability rather serves as a complementary part of KRAV’s work 

in general, rather than as an integrated part of organic farming, is given in the formulation of one 

of the company’s visions:  

KRAV's vision is that all production and consumption of food is sustainable and organic produc-

tion is dominant.15    

Instead of using sustainability in the same way as environment, KRAV indicates that producing 

products organically goes hand in hand with sustainability. This could be put in contrast with 

contexts where environment is expressed and discussed. In the 2008 report environment appears 

to be more important to highlight to explain how KRAV actively works with environmental certi-

fication for their own label.   

To conclude the report from 2008, indications that an increasing interest towards environmental 

concern in connection to organic farming from both consumers and producers is noticed by 

KRAV. In relation to environmental context, it also becomes clear that KRAV is starting to work 

more actively with the issue, trying to incorporate environmental concern within their own certi-

fication. One could also conclude that sustainability on the other hand is not as present as an ar-

gument for developing the marketing of the label. Sustainability is rather seen as an obvious part 

of KRAVs work and vison and a natural outcome from organic production.   

The 2010 market report 

The report that will be analysed next is the report from 2010. To begin, the number of times that 

‘sustainable’ or similar wording is expressed is not significantly higher in the report compared to 

the report from 2008 (changed from 8 times in 2008 to 11 in 2010). The increase of how many 

times ‘environment’ or similar wording is mentioned in the report from 2010 on the other hand, 

                                                                 

 
14 KRAV Market report 2008 p.2 – Translated from, – ”KRAV Utbildning producerar, marknadsför och säljer utbildningar och 
tjänster med fokus på en mer hållbar produktion och konsumtion av livsmedel, förklarar Staffan Carlberg, processledare för Ut-
bildning.” 
15 KRAV Market report 2008 p.22 – Translated from, – ” KRAVs vision är att all produktion och konsumtion av livsmedel är 
hållbar och att ekologisk produktion är dominerande.” 
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could be said to have had a more significant increase (changed from 31 times in 2018 to 55 times 

in 2010). How the change in number of words and wording is expressed in the report from 2010 

will be addressed in the following section, considering and take into account the previously ana-

lysed report from 2008. When considering the report from 2008, the reasoning and arguments 

from the previous report will be compared with the report from 2010, in order to explain and 

show how expressions and focuses have changed over the period of two years. A simple word 

search does not show a significant change in the use of ‘sustainability’ as a term. But when ana-

lysing the actual text, the focus on sustainability becomes more prominent than in the report 

from 2008.    

The beginning of the focus within KRAV towards sustainability becomes more prominent in the 

2010 report than before. KRAV explains that they presently are working on bringing sustainabil-

ity goals within their own regulations. The following statement from the end of the report, exem-

plifies this focus well:   

KRAV is now taking a new step towards the goal of sustainable food production. We assume the 

ecological basis and add rules that reduce the food's climate impact even more.16 

What could be said about this statement if comparing with the report from 2008 is that sustaina-

bility is become a present and central part of KRAVs label and profiling. Instead of talking about 

sustainability as being simply a vison or policy for KRAV, sustainability is now more closely in-

tegrated with the label. This is parallel to the way environmental profiling started to be integrated 

with the KRAV label in 2008. The new focus suggests that KRAV is starting to notice a new trend 

towards a sustainable focus amongst consumers, and also that environmental arguments by now 

have become a more established part for the profiling of KRAV.  

In the 2010 report the difference between what KRAV defines as environmental benefits on the 

one hand and sustainable benefits on the other becomes clearer. Compared to the report in 2008, 

the environmental definition is more clearly defined: as it is related with both climate impact and 

direct physical environmental degradation, by pollution and chemicals from conventional food 

production. KRAVs definition of these environmental arguments, are expressed in the following 

quote:  

Today, many talk about "climate issue", meaning global warming and that it is the only major en-

vironmental issue. This has led to less attention being paid to several other important environmen-

tal issues, such as promoting biodiversity and reducing the use of pesticides in agriculture.17 

The above statement clearly explains what KRAV considers to be incorporated in the meaning of 

environment. The environmental argument could in this sense be compared to the sustainability 

argument in the 2008 report, as it is being used as a more vivid expression for some sort of holis-

tic perspective of food production. From 2010, the sustainability argument and definition starts 

to become more defined and clear than before, which can be shown by the following statement:  

                                                                 

 
16 KRAV Market report 2010 p.46. Translated from – ” Nu tar KRAV ett nytt steg mot målet om en hållbar livsmedelsproduktion. 
Vi utgår från den ekologiska grunden och lägger till regler som minskar matens klimatpåverkan ännu mer.” 
17 KRAV Market report 2010 p.42. Translated from – Idag pratar många om ”klimatfrågan” och menar då global uppvärmning 
samt att det är den enda stora miljöfrågan. Det har medfört att flera andra viktiga miljöfrågor, som att främja biologisk mångfald 
och att minska användningen av bekämpningsmedel i jordbruket, har fått mindre uppmärksamhet.” 
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We are now taking a new step towards the goal of sustainable food production. We strengthen and 

complement KRAV's regulatory framework with regard to climate impact. We assume the ecologi-

cal basis and add rules on renewable energy, energy efficiency and other aspects that help to fur-

ther reduce the food's climate impact.18 

In the above statement the clearest difference between environmental and sustainable arguments 

is shown by how KRAV no longer only consider organic production being enough for benefiting 

the climate. Instead KRAV considers the whole production chain as important to take into consid-

eration, in order to reduce climate impact. The production chain is discussed by bringing up fac-

tors like decreasing energy consumption, changing energy source and consider raw material us-

age (KRAV Market report 2010, p. 3). The difference between environmental and sustainable 

profiling in this case is that organic farming in itself is the best production for the environment. 

By furthering KRAVs regulations, the organisation takes on a holistic perspective, the most sus-

tainable way of producing food. Hence, widening KRAVs regulations by for instance incorporat-

ing regulations when it comes to energy consumption, which will enhance the sustainability mo-

tif for consumers purchasing and consuming KRAV labelled products.  

Another matter that should be noted from the above statement is the use of the word climate. 

When it comes to both sustainability and environmental arguments, the word climate is often re-

ferred to in the 2010 report. When comparing the report from 2008 with the report from 2010, 

the word climate is mentioned and distributed more equally in connection to statements about 

environment or sustainability. The climate was at many occasions in the report from 2008 men-

tioned in context with the environment but not a single time in context with sustainability. Thus, 

in 2010, where climate is mentioned, it is a vital part of the sustainability definition.   

The most interesting part of the 2010 report, actually already highlighted in the report from 2009, 

is the work on labelling fish products from KRAV. In the report from 2010 fish labelling is 

brought forward as something joyful, as the number of fish related products which are becoming 

KRAV labelled increase (KRAV Market report 2010, p. 14). What is interesting about this aspect 

is that it does not have to do with KRAV’s original profiling of organically produced foods. In-

stead it is clearly stated in the report from 2009, that this profiling entirely has to do with sustain-

ability and the environment. Producers of fish products labelled with KRAV have to provide evi-

dence that the fishery is sustainable and not harmful for the environment (KRAV Market report 

2009, p. 41). A statement from the 2010 report also supports an increasing interest for KRAV la-

belled fish, as it is mentions:  

Happily, environmentally labelled fish has sailed up like a rocket, and is now fourth on the rank-

ing list.19   

The above statement indicates that KRAV is becoming more aware of the different consumer de-

mands on food labels, and more specifically indicates the realisation of increasingly conscious 

choices of food products amongst consumers. KRAV is in this way adapting to the present market 

and becoming more familiar with the way consumers chooses to consume sustainably. Worth no-

ticing is that KRAV started their work with certifying fish already in 2007 and since then the 

number of products have increased significantly (as commented on in the quote above). Connect-

ing to the fish labelling it is also interesting to highlight the aspect of KRAV in 2010 starting to 

certify different products in different ways, with different main profiling and arguments.    

                                                                 

 
18 KRAV Market report 2010 p.2. Translated from – ”Nu tar vi ett nytt steg mot målet om en hållbar livsmedelsproduktion. Vi 
förstärker och kompletterar KRAVs regelverk när det gäller klimatpåverkan. Vi utgår från den ekologiska grunden och lägger till 
regler om förnybar energi, energieffektivisering och andra aspekter som bidrar till att än mer minska matens klimatpåverkan.” 
19 KRAV Market report 2010 p.2. Translated from – ” Glädjande nog har miljömärkt fisk seglat upp som en raket och intar fjärde-
platsen på rankinglistan.” 
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Finally, an aspect that is worth bringing forth and consider with the 2010 report is that KRAV 

brings forward the importance of increasing awareness and education both of producers and con-

sumers in the sustainability concept and thinking. KRAVs argument is that through education the 

demand for organically produced foods will increase, as more people realise the effect of their 

consumption. The demand from consumers also suggests that the prices for organically produced 

foods will decrease and in turn give consumers fewer counter arguments against purchasing 

these products (KRAV Market report 2010, p. 29).  

The significance of research and awareness is brought up in the contexts of the Danish debate on 

organic farming. KRAV explains that research on sustainable production can benefit both organic 

farms as well as conventional farms (KRAV Market report 2010, p. 41). In a comment by Pro-

fessor Erik Steen Jensen at the Swedish University of Agricultural Sciences Alnarp, it is possible 

to see the significance that research has on organic farming when it comes to the awareness of its 

benefits:   

- The debate between Danish researchers in this topic has, according to my valuation, been mod-

est. Perhaps most because there has been a greater consensus that research and development in 

organic farming can also contribute to increasing the sustainability of conventional agriculture.20 

The above statement is made in the context of the argument that Sweden, in the same way as 

Denmark, should have a greater consensus when it comes to the benefits organic farming has for 

a more sustainable future. KRAV considers an increasing market for organic farming being a vi-

tal step for Sweden in order to meet national sustainability goals.     

Concluding, one could say that the present report can be seen as a case where both environment 

and sustainability are present in arguments where organic consumption and production is shown 

as something that both directly benefits the environment and at the same time creates a more ho-

listic and sustainable consumption chain.   

The 2012 market report 

From 2012 the concept of sustainability is becoming more and more central in the contents in the 

reports. In the 2012 report sustainability is brought up in total 17 times (compared to 11 the pre-

vious year). The number of times environment or environmental arguments are brought up are 

almost identical to the 2010 report (55 compared to 56). In the 2011 report environment is 

brought up 63 times (the year when ‘environment’ is used most frequently of all the years stud-

ied). Still, the words or wording are being used in similar ways and contexts as before.  

The frequency of use of the term ‘sustainability’ suggest a change where a more holistic concept 

of sustainability is gaining ground. At the same time the ‘environmental’ argument is reaching its 

peak, and still remains the most central argument of the two. As in the 2010 report ‘environment’ 

is often used in context with ‘sustainability’, whilst sustainability rarely is used as a supporting 

reason or argument for the environmental argument. 

In the 2012 report it is clear that the sustainability argument or vision, has become equivalent 

with KRAVs original profiling of organic production, something that becomes prominent in the 

first statement in the report:          

                                                                 

 
20 KRAV Market report 2010 p.41. Translated from – ” – Debatten mellan danska forskare i detta ämne har enligt min värdering 
varit beskedlig. Kanske mest för att det har rått ett större konsensus om att forskning och utveckling inom ekologisk jordbruk också 
kan bidra till att öka hållbarheten inom det konventionella jordbruket.” 

 



 

 

 

 

37 

Today, approximately 96 percent remain towards KRAVs vision that all consumption and produc-

tion of food should be sustainable.21 

The above statement clearly states that one of KRAVs main missions or visions is to create an en-

tirely sustainable food production and consumption. The quote also implies that the organic way 

of production is the most sustainable way of producing foods. In relation to sustainability as one 

of KRAVs main visions, other expressions concerning the environment are also being used fre-

quently. Statements are mostly referring to the environmental benefits that KRAV products have 

for a sustainable production. The following quote which is being used in the same context as the 

citation above, can serve as an example of how environmental arguments are being used as com-

plementary reason for why KRAV are and is becoming a more sustainable label:  

The true environmental benefit thus occurs when the entire chain works, when KRAVs regulatory 

framework is a universal bridge between theoretical environmental benefit, certified production 

and KRAV-labelled purchases in stores and restaurants.22  

In the above statement, it becomes clear that benefits for the environment becomes at its most 

efficient when the whole chain works, from regulatory framework to consumption. Thus, as al-

ready stated ‘environment’ usually is used complementary in arguments concerning sustainabil-

ity but not in the opposite way. Both of the above quotes are found on the first page of the mar-

ket report where the content is presented and summarised. The prominence of sustainability 

points towards the increasing significance of the concept for labels and in this case KRAV, to ar-

gue and profile themselves with environmental and sustainability arguments, that is argued for in 

this analysis of KRAVs market reports.    

The concept or target group referred to as ‘LOHAS’ i.e. Lifestyles of Health and Sustainability, 

are mentioned for the first time in KRAVs market reports. LOHAS are brought up as a significant 

group of people which KRAV should put in extra effort to attract to their label. In KRAVs market 

reports LOHAS are referred to as:   

Lifestyles of Health and Sustainability (LOHAS) is a way to define consumers who choose a life-

style with health and sustainability as the focus. Physical exercise, environment, personal devel-

opment, sustainable living and social justice are interests that unite the group. LOHAS is found 

everywhere in society and in different income classes.23 

KRAV is now for the first time specifically trying to define people that they want to attract and 

also consider as potential consumers of products certified by their label. The above definition 

also exemplifies further how environmental and sustainable arguments are merging together, 

challenging to keep apart and define when it comes to what consumers consider when purchas-

ing food products. The fact that KRAV now starts to define target groups in their market reports 

also points towards that KRAV is becoming more aware of certain consumer behaviour, such as 

sustainable and aware consumption. Therefore, this is the first time where KRAV truly starts to 

use both environment and sustainability beyond expressing a desired principle, where first and 

most the environment and climate is benefiting. Instead, the definition of LOHAS is the first indi-

cation that implies that there also is a clear connection and potential for economic profit by using 

                                                                 

 
21 KRAV Market report 2012 p.2. Translated from – ”Nu kvarstår cirka 96 procentenheter till KRAVs vision att alla konsumtion 
och produktion av livsmedel ska vara hållbara.” 
22 KRAV Market report 2012 p.2. Translated from –  ”Den verkliga miljönyttan uppstår således när hela kedjan fungerar, när 
KRAVs regelverk är en universell brygga mellan teoretisk miljönytta, certifierad produktion och KRAV-märkta inköp i butiker 
och på restauranger.” 
23 KRAV Market report 2012 p.7. Translated from – ” Lifestyles of Health and Sustainability (LOHAS) är ett sätt att definiera 
konsumenter som väljer en livsstil med hälsa och hållbarhet som fokus. Fysisk träning, miljö, personlig utveckling, hållbar livsstil 
och social rättvisa är intressen som förenar gruppen. LOHAS återfinns överallt i samhället och i olika inkomstklasser.” 
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KRAVs certification. LOHAS imply that there is a growing group of people from all income clas-

ses that are becoming susceptible for purchasing products that might be more expensive, but sup-

ports desired values for this target group. 

Apart from KRAV beginning to define a target group for their label another tendency towards ex-

emplifying producers and connected companies occurs. The examples are usually connected to a 

sustainability approach where the sustainability aspect is important for connected producers to 

consider KRAV and organic production. In the examples sustainability is expressed in connection 

to ‘producer’ and ‘company’ at least six times. In the 2010 report the connection between sus-

tainability and producer/consumer is not mentioned at all. Serving as an example from the 2012 

report the following statement from Annika Riis Kristoffersson who runs the food deliver com-

pany Ecoviva:    

Ecoviva is in a growth phase and we expect the sustainability trend to increase further, says An-

nika Riis Kristoffersson.24  

The above quote suggests that connected companies have an increasing realisation that the sus-

tainability approach is the future for attracting consumers to products and labels. The quote not 

only highlights that the aware consumer is becoming a significant target group, but also the con-

viction that the future for companies is to adopt a sustainability approach in order to meet future 

demands.     

One final reflection is the continuing presence of the market of KRAV-labelled fish. The fish la-

belling is particularly interesting as it well exemplifies the complexity of both sustainability and 

the environmental argument (KRAV Market report 2012, p. 31). When it comes to the fish certi-

fication, the main argument is that the market for KRAV-labelled fish is continuing to increase. In 

the report it is stated that:  

According to official statistics, the share of environmental labelled and organic fish has increased 

from almost zero per cent in 2004 to just over 7 per cent of total fish sales in store 2010.25   

The above argument stresses that an environmental and organic profiling on fish goes hand in 

hand. Yet, the certification to a greater extent has to do with sustainable fishery rather than an 

ecological approach. The report also stresses that fishing methods and stock assessments are vital 

parts of the certification (KRAV Market report 2012, p. 31).    

Concluding the market report from 2012, the sustainability concept seems to have become an in-

creasingly central argument in KRAV’s profiling. Somehow it could even be considered that the 

sustainability argument is starting to replacing the ecological profiling as the most central argu-

ment. The report also shows tendencies from KRAV to define reasons for why producers and 

consumers should invest in KRAV-labelled products. Exemplified by KRAV for the first time de-

fining a target group of consumers which has a sustainability agenda and the increasing number 

of examples where companies and organizations are used in order to show how work with sus-

tainability and organic farming plays a central role in their work. 

The 2014 market report 

In the report from 2014 the presence of contexts where sustainability and similar wording is ex-

pressed continues to increase. Compared from the report from 2012 the number of times where 

terms of sustainability are expressed have increased from 17 to 21 times. This increase might not 

                                                                 

 
24 KRAV Market report 2012 p.20. Translated from – ” Ecoviva är i en tillväxtfas och vi räknar med att hållbarhetstrenden kommer 
att öka ytterligare, säger Annika Riis Kristoffersson.” 
25 KRAV Market report 2012 p.31. Translated from – ”Enligt officiell statistik har andelen miljömärkt och ekologisk fisk ökat från 
nära noll procent 2004 till drygt 7 procent av den totala fiskförsäljningen i butik 2010.” 
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be as significant as the increase between the report from 2010 and the report from 2012, but it 

still shows that there is an increasing trend of using and drawing upon sustainability in KRAV’s 

market reports. The number of times where KRAV express themselves in terms of environment is 

actually decreasing, falling from 56 times in 2012 to 43 times in the present report. It should also 

be noted that in the report from 2013 the number of times where expressions in terms of environ-

ment has decreased to 35 times. Thus, it is possible to see tendencies for the presence of sustain-

ability arguments slowly increasing, whilst the environmental arguments are fluctuating or even 

decreasing.   

To begin the analysis of the market report from 2014 it is clear that a significant part of the re-

port puts emphasis on what target groups should be reached in order to increase the consumption 

of KRAV-labelled products. In total 9 pages of 56 pages are entirely dedicated in the report to de-

fine and provide with statistical data for who the persons are that would like to consume KRAV-

labelled foods, the LOHAS as defined already in the 2012 report (KRAV Market report 2014, pp. 

8-17). In this context it is also highlighted on how producers and KRAV can communicate with 

and reach this target group. Also important in the context of the topic of the present thesis and 

analysis, is that the main arguments for these target groups seems to be environment, sustainabil-

ity and health (KRAV Market report 2014, pp. 9-10). The tendencies towards an increasing inter-

est in target groups and how to reach them can also been seen as an increasing realisation that a 

potential market growth for the label is significant. A potential that the following statement 

points out:  

There is a potential in LOHAS lifestyle for those companies and organizations that want to reach 

out with sustainability products and services.26    

One could therefore argue that KRAVs approach in their market reports are becoming increas-

ingly commercial. The content of the market report in 2014 does not seem to fill the exact same 

purpose as it did in 2008. Instead of a more formal manner, the current situation for the label 

KRAV has now started to more distinctly propagate for why one should purchase products with 

their label and also what target groups companies should aim at attracting.  

A significant part of the presence and importance of the target group LOHAS is the motivation of 

environmental concern. This is usually expressed in the way that LOHAS have a great concern 

for the environment and hence are more prone to purchase KRAV-labelled products as they are 

supposed to be more beneficial for the environment in the long run. More clearly than in the re-

port from 2010 an important argument for why LOHAS is a particularly significant target group, 

is that they tend to care less about the prices and prioritise other benefits such as environment 

and health (KRAV Market report 2014, p. 14). The holistic perspective becomes more and more 

important for both consumers and producers in this sense, and could also be interpreted as a way 

for KRAV to define how their certification is sustainable and fits into the current food market. 

The following statement can once again serve as an example for the new growing potential for 

the KRAV label connected to LOHAS as a purchasing force:  

It is twice as common that LOHAS chooses ecologically and environmentally friendly compared to 

the rest of the Swedish people, indicating their interest in a more sustainable lifestyle27 

In the above statement many different concepts and arguments are mixed in order to show how 

diverse the motivations for LOHAS can be. It is clear in this context that the profiling for the 

KRAV label is becoming more complex and diverse. As the consumers are becoming more and 

                                                                 

 
26 KRAV Market report 2014 p.13. Translated from –  ”Det finns en potential i LOHAS livsstilsmönster för de företag och organi-
sationer som vill nå ut med produkter och tjänster inom hållbarhetsområdet.” 
27 KRAV Market report 2014 p.15. Translated from –  ”Det är dubbelt så vanligt att LOHAS väljer ekologiskt och miljövänligt 
jämfört med resten av svenska folket, vilket visar på deras intresse av en mer hållbar livsstil” 
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more aware about what and how they are purchasing products, the label start to adapt to this de-

mand by broadening the profiling. One could actually argue for that KRAV is becoming less of a 

label with an organic profiling and instead focusing on a holistic profiling which includes many 

different concepts and arguments such as, environment, social responsibility and health. Some-

thing that somewhat could be reduced or simplified as some sort of sustainability definition. 

Beyond this clear shift of the market reports becoming more commercial by defining certain tar-

get groups, one can also see that tendencies that has been expressed in previous reports, contin-

ues to be present and a central part of KRAVs message. For instance, in the context of sustaina-

bility it is still common to find expressions concerning the concept incorporated with successful 

examples from producers where sustainability is a central argument for choosing KRAV as certi-

fication for their product. The below statement from the Swedish grocery store ICA will serve as 

an example:  

We have ambitious goals for increased organic sales. A strategic priority is to "support the cus-

tomers' sustainable choices" and it encompasses both honing the organic range and communica-

tion activities with the aim of raising awareness of what organic food stands for.28            

The statement indicates that increasing organic sales implies increased sustainable awareness. 

The statement also points towards that an organic purchase is equivalent to a sustainable and 

aware choice. It finally also shows that communicating and educating the consumer is essential, 

in order to create an understanding for what KRAVs certification behind organic production actu-

ally means. This focus on education can be seen as a continuation from previous reports, where 

education and information have been considered central for increasing the interest and awareness 

of the certification and in most cases connected to the sustainability argument.  

In general, the context where the environment is brought up in the present report it is often in 

contexts where sustainability is mentioned or complimentary to sustainability. Environment is 

now rather used as a supporting factor or argument for why KRAV’s certification is a sustainable 

certification, rather than KRAV being an environmental certification as it was framed in the 2008 

report. The profiling could therefore be considered slowly transitioning from having had a focus 

on environmental profiling, where environmental benefits was central in the argument for using 

organically produced foods, to in the present report have a more holistic profiling which includes 

many different arguments for why KRAV is the best choice when it comes to foods and defining 

it as sustainable.   

A final argument that is brought up in connection to environmental arguments and benefits are 

the fact of potential economic benefits by producing environmental friendly foods in the form of 

organic farming. In the present analysed report, economic benefits are highlighted in many 

places in the form of environmental compensation, as this statement indicates:  

The environmental compensation for organic production of potatoes is important for the econ-

omy of cultivation.29      

It is now stated that one can get compensation for choosing to produce, in this example potatoes, 

organically, which indicates that it is economically sustainable to produce organic foods. This 

implies once again that there are more than just environmental benefits that can be achieved by 

                                                                 

 
28 KRAV Market report 2014 p.22. Translated from –  ”Vi har ambitiösa mål för en ökad ekologisk försäljning. En strategisk 
prioritering är att ”stödja kundernas hållbara val” och det inrymmer såväl att vässa det ekologiska sortimentet som kommunikat-
ionsaktiviteter med syfte att öka kunskapen om vad ekologiska livsmedel står för.” 
29 KRAV Market report 2014 p.41. Translated from –  ” Miljöersättningen för ekologisk produktion av potatis är betydelsefull för 
ekonomin i odlingen.” 
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producing organic foods. Showing that there also is a monetary value in producing organic pro-

duce as one will get compensation for producing organically.  

Concluding the market report from 2014, one could say that the trend towards KRAV becoming a 

sustainability certification rather than an organic production certification continues. The present 

report could also be said to have an increasingly commercial approach, as it continues to increase 

the presence of examples where potential customers of KRAV-labelled products are brought for-

ward, using arguments prominently connected towards sustainability. I have also suggested that 

the report show an increasing commercialisation, an increasing commercialisation of the KRAV 

label can also be supported by the examples where environmental and sustainable arguments 

connected to companies that are certified by KRAV is brought up.       

The 2016 market report   

In the last analysed market report from 2016 one can clearly see that the sustainability trend is 

gaining ground significantly, whilst the number of times expressions of environmental terms has 

drastically decreased, to its lowest number of times with a total of 23 times. This could be com-

pared to the report from 2011 when words and wording in environmental terms was expressed 

the most times with a total of 63 times. In contrast, the market report from 2016 is at the same 

time the report where one could find the most words and wording in terms of sustainability, with 

a total of 45 times. This could also be contrasted to the market report with the fewest times ex-

pressed from 2013 with the total number of 5 times. The present report could therefore only from 

the word count be considered being a clear shift where the sustainability profiling becomes the 

more prominent in contrast to the previously established environmental profiling.   

As a first remark when it comes to the report from 2016 is that KRAV for the first time directly 

states that the awareness when it comes to organic production amongst consumers, have in-

creased in meaning and significance. This statement also implies that the awareness today has a 

much broader and more holistic perspective:  

The increased awareness of future consumers is not only about organic and locally produced 

products, but also about sustainability in a broader perspective.30 

The above statement therefore indicates that KRAV is fully aware of whom to address and what 

is required for their specific certification in order to succeed on the national market. It is there-

fore no longer sufficient only to include narrow, specific values and reasons in their profiling. 

Now it definitely becomes clear that the focus and future for KRAV is too broaden the labels per-

spectives and values. The reason for this is probably to both define their products as more holis-

tic, in the sense that they want to include all parts of sustainability in their certification, and also 

in order to satisfy the demand from increasingly aware and broader base of consumers.  

Building on the argument that the market reports are becoming more and more directed towards 

a market orientated approach, where a broader and growing target group becomes the focus can 

once again be brought up by addressing the significance of LOHAS. Mentioned before an in-

creasing importance of defining who are potential consumers of the KRAV label, have been man-

ifested by reoccurring statements and definition of LOHAS in the past reports. When it comes to 

the report from 2016 it is now clear that LOHAS are central for KRAV and their affiliates. Almost 

the whole section addressing consumers in the report is dedicated to LOHAS, who they are, what 

their incentives are and how to attract them (KRAV Market report 2016, pp. 11-23). This section 

covers 12 pages, which is a more than a sixth of the 64 pages long report. A number that could 

                                                                 

 
30 KRAV Market report 2016 p.10. Translated from – ” Den ökade medvetenheten hos framtidens konsumenter handlar inte bara 
om ekologiska eller närproducerade produkter, utan om hållbarhet i ett bredare perspektiv.” 
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be compared to the report from 2014 where LOHAS in the same consumer section only covers 5 

pages, which in the case of the 56 pages long report is less than a tenth of the page contents.       

Like the previous report the usage of environmental expressions and arguments are more present 

in the way of complementing other arguments or values in the report. The fact that environment 

is used only as a complimentary argument or as a justification, becomes extra evident in the con-

text of sustainability. The following statement from the page where six upcoming trends are 

brought up is stated under the headline “From ecological to sustainability in the broadest sense”: 

Organic is an obvious part of the sustainability agenda. The perspective is broadened and we re-

flect on how our food affects ourselves and the environment around us.31 

This statement does not only point towards that the environment no longer is distinguished and a 

separate part of KRAVs arguments, but rather an incorporated part of their holistic sustainability 

agenda. But it also points out that present trends within the food market is to incorporate more 

perspectives and broaden the reasons for why organic production is more sustainable than con-

ventional production.     

Another fairly new concept or approach that KRAV highlights is the fact of certifying more than 

just food or products. Even though the concept is not new for KRAV they now show examples of 

restaurants and other companies that are becoming certified by KRAV. Even though the idea of 

certifying a whole business is not new to KRAV, it becomes obvious that this is now a part of 

KRAV’s increasing sustainability work. Examples from companies like SJ (The Swedish Railway 

service) and restaurants like Volt in Stockholm are brought up as examples on how companies 

can work with KRAV and a more sustainable business (KRAV Market report 2016, pp. 38-41).     

Education of stakeholders when it comes to benefits from organic production is also present in 

the report from 2016. In this report there is for instance a case about how Arla (Swedish diary 

company) together with KRAV arranges breakfast educations where stakeholders are invited to 

participate. The purpose of these educations is in its essence to spread awareness and also make 

the stakeholders more confident in how they address and sell KRAV labelled products (KRAV 

Market report 2016, pp. 30-31).  This education is also considered being beneficial for all in-

volved parties. Because KRAV and Arla get to meet the people that actually sells their products, 

but also as for the businesses that are invited as their staff will have a firmer ground to stand on 

and a deeper understanding for why KRAV and organic farming is important or even essential for 

a sustainable future.  

To conclude the analyses of KRAVs market report from 2016, one could say that on the whole 

the argumentation itself have not changed. The sustainability approach is still the most promi-

nent and central in the report and other arguments such as environment and health continues to 

be a part of defining KRAVs work with organic production and sustainability. It is also possible 

to discern a trend of how the structure and layup of the report looks like. If compared to the ear-

lier reports, the report from 2016 have a much clearer structure, as it is divided into defined sec-

tions which deals with different categories, such as consumers or producers. This structure indi-

cates the previously suggested trend towards commercialising the label. In the context of com-

mercialisation KRAV also uses their affiliated companies in order to bring forward their message 

and also bring forward how the market trends presently looks like. An effort that likely aim at 

showing that there is a clear commercial advantages to use KRAV on their products. Thus I claim 

that in 2016, the report is more highly directed towards the producers than in the earlier reports, 

                                                                 

 
31 KRAV Market report 2016 p.11. Translated from – ” Ekologiskt är en självklar del av hållbarhetsagendan. Perspektivet breddas 
och vi reflekterar över hur vår mat påverkar oss själva och miljön omkring oss.”     
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and also therefore to a greater extent approaches the affiliated producers work and values in a 

market oriented way.         

4.3. Discussion 

In the beginning of the investigated period it is still possible to discern a relatively clear organic 

profiling in the KRAV reports. The organic profiling is in a sense supported by the environmental 

benefits the production method is supposed to have. One could also argue that KRAV from 2010 

views organically produced foods equivalent to environmentally friendly produced foods, as it is 

argued in many contexts that organic production is a natural way of production and therefore ob-

viously also good for the environment. 

The environmental trend could be said to have its peak between the years 2010 and 2012, but it 

should be said that the profiling often is combined with the concept of sustainability. The fact the 

term ‘environment’ is increasingly being used together with ‘sustainability’ can also be seen as 

an emerging trend, and sustainability as a word is used increasingly from the year 2010. The def-

inition of sustainability is not very clear from the early reports; sustainable mostly has to do with 

how to make the energy consumption within the organic production more efficient and environ-

mentally friendly. This simplified definition quickly expands over the years that are being ana-

lysed. One could for instance see how the sustainability concept goes from solely having to do 

with the environment and energy consumption in organic production, transitioning into also in-

cluding other aspects such as sustainable ingredients, transportation, to finally including aspects 

like social responsibility, health and finally even economic sustainability. The aspect and defini-

tion of sustainability in relation to organic farming in KRAV’s profiling could therefore be said to 

change from being simplified and not very well developed, to a more well thought out and holis-

tic perspective where more aspects of the sustainability concept is taken into account. A distinct 

example on how the bilateral transition of sustainable profiling have looked like in the case of 

the product label KRAV.  

From a sustainable consumption point of view this very well corresponds to the contextualisation 

of present research and approaches look like. As mentioned in the bibliometric study by Liu et 

al. (2017), which addresses the trends in sustainable consumption research, the focus of research 

and approach have gone from concerning more simplified and more narrow fields of research to-

wards more streamlined and holistic approaches. This could be compared to the changes that 

have been brought forward in this analysis of KRAV’s market reports. Because of the complexity 

of the concept of sustainability it might also be considered a natural transition, as the more the 

concept of sustainability is explored and expands, the more ideas and approaches need to be 

taken in to consideration in the profiling of sustainability concerning product labels.         

The reports could then finally also be said to transition from a more formal account of the label 

in the way of presenting result and numbers, towards a more commercial and ‘capitalistic’ ap-

proach. The initial way of presenting the results from each business year by KRAV, probably 

aimed at being used internally within the organisation and for those producers that were inter-

ested, whilst the way KRAV presents themselves in the later reports, shows clear commercial in-

terests and a realisation of a growing market. The fact that KRAV finds it more and more im-

portant to argue for why organic produced foods is the best alternative, based initially on envi-

ronment transitioning into sustainability, indicates that some sort of realisation of an increasing 

target group of people which values environment and sustainability which therefore opens up the 

market for organically produced foods. This indication can also be supported by the fact that 

KRAV in their later reports defines target groups for who will purchases KRAV-labelled products, 
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leading to the later reports having a more commercial approach than the earlier ones. The bilat-

eral transition in this context should also therefore be understood as a mean to meet an increas-

ingly competitive market when it comes to product labelling on foods.      
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5. A case study on consumer awareness  

The previous two chapters are illustrative of how established labels on Swedish food products both 
came to exist, and also how a ‘trusted´ label such as KRAV has changed its content and self-
definition over time in response to the changing discourse and societal debates around the envi-
ronment and sustainability. Chapter 4 also shows the importance of a label being able to change 
with the societal and market trends and at the same time strive to keep the trust of not only its 
producers (e.g. the companies which chooses to use the label), but also the consumers that buy 
products with the label. As pointed out and discussed in Chapter 2, there is still limited knowledge 
on how consumers make choices in relation to labels. This knowledge is, of course, key for product 
label organisations both in order to maintain a label but also when creating new labels. In a broader 
sense this question is also relevant for the basic assumption of sustainable consumption and CSR, 
which is that consumers will make informed decisions in selecting products, and that through these 
informed decisions consumers will select more sustainable products favouring their producers over 
other producers. In this chapter consumers understanding of labels and choices when it comes to 
product labels will be explored. Testing the assumption that there is a “consumer jungle” as dis-
cussed in Chapter 2. The results presented in this chapter will therefore aid in answering questions 
that concern what product labels should focus on, and how the product labels should act in order 
to adapt towards an increasingly socially aware base of consumers, by focusing on transparency 
and consumer trust.        

5.1. The survey, important values and knowledge   

The material mainly consists of results that have been retrieved from an opinion survey on food 

labels on the Swedish market that was carried out between December 2017 and January 2018. 

The questions in this survey were drafted by myself, as part of an internship at Djurens Rätt. As 

stated above, the internship aimed at investigating the interests and potentials of growth a label 

like 100 % VEGANSKT might have in Sweden today. The opinion survey (partly based on the 

reading done in preparation for this study) was first drafted by me and then modified in a collab-

oration between Djurens Rätt and NOVUS. The target group for the survey was the Swedish 

public in the ages between 18 and 79 years. A total of 1053 interviews were conducted between 

the 11th of December in 2017 and the 8th of January in 2018. Participation rate was 55% where 

43% were mobile responses. The survey was conducted via web interviews in NOVUS's ran-

domly recruited and representative Sweden panel (Djurens Rätt survey 2017). 

In addition to the statistical material from the 100% VEGANSKT survey, similar statistical data 

from KRAV and Fairtrade have been used as a comparison; the data from the various surveys 

has been contrasted in order to see if the results relatively well correspond between the different 

surveys, but also in connection to the main argument of the present thesis. Namely, to see if the 

environmental and sustainable arguments in the past few years have indeed become more and 

more central in product labels profiling and in customer choices. The surveys from KRAV and 

Fairtrade concern relevant knowledge related to product labels, as this material is comparable 

with the same type of questions used in the 100% VEGANSKT survey. The topic of knowledge 

and understanding, as well as consumer selection of different product labels on the Swedish mar-

ket, will also give an idea of how certain trends affect consumers’ knowledge and choice in re-
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gards to product labels. The level of knowledge about each of the product labels will point to-

wards which labels are easily recognised by the public and which are not. Finally, there will be a 

discussion on how useful the public think that product labels are in general, and data from the 

three different surveys will be analysed regarding the usefulness and trust directed towards prod-

uct labels in Sweden. This will be contextualised with the concern regarding the product label 

confusion.              

Revisiting the different sub questions concerning the first aim of the present thesis in Chapter 1, 

the first question that was directly targeting the present chapter was put as follows, what profil-

ing values can be seen in the labels’ profiling and how do they change? The purpose of this 

question was mainly to address what the product labels actually want to convey, but also to give 

an idea of how the different product labels change their values and profiling over time. For con-

sumers, figuring out the different values of what different food labels stand for is key. A better 

understanding of how/if consumers make choices also help us understand how they view them-

selves in their everyday life, as consumers and thereby as influencers on a market. Here it is also 

essential to grasp how consumer purchases correlate with the real values of the different labels 

and the view consumers have of themselves. For a producer, this knowledge is also key as it is 

important to investigate in order to actually understand what values consumers consider being 

important when looking at food labels. The main values introduced in Chapter 3 regarding prod-

ucts were defined as: ethically produced, ecologically or organically produced, environmentally 

friendly, locally produced, sustainable production and health related production. These defini-

tions were used in order to structure the 100% VEGANSKT survey. In the survey, the question 

what do you consider being important when buying groceries? was asked in order to get an idea 

of what values presently are the most important when buying foods (Djurens Rätt survey 2017). 

According to the answers that were given, what was considered being most important were the 

environmentally friendly and health related production with an equal response of 63%. At sec-

ond place came animal wellbeing which is considered belonging to the ethically produced value 

with a response of 59%; in third place was ecologically or organically produced food considered 

with a response of 57% and finally in fourth place working conditions (which, as for animal 

wellbeing, is considered to belong to the ethically produced value) with a response of 46% 

(Djurens Rätt survey 2017).  

How these values have influenced consumers and what product label they think is the most im-

portant to consider, is becoming evident from the survey results. Results from the question, how 

important are the following product labels for you when shopping today? (Djurens Rätt survey 

2017) can be seen in Figure 3. below. In general, the differences in popularity between the prod-

uct labels are small, and the top three product labels covers the top considered values behind dif-

ferent product labels, to varying extents. One can see that the top “most important” product la-

bels profiling in general covers the prioritised values amongst consumers. Interesting in this con-

text though is that Fairtrade was found to be the most popular label, as the main ethical concern 

in their profiling has to do with working conditions (a value that was considered the least im-

portant). A suggestion for why consumers still consider Fairtrade being the most important 

product label is that they also state that their profiling concerns sustainability and care for the en-

vironment, even though those are not their main values.        
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Further, the results from the 100% VEGANSKT survey lead to the second sub question concerned 

in this chapter; how has the concept and awareness of sustainable consumption changed label 

profiling in Sweden? When considering firstly how the trend patterns both found in the sustaina-

ble consumption and CSR research have developed and secondly the trend analysis from the 

KRAV study, the responses to the survey correspond to what would be expected. The environ-

ment, as shown in the KRAV study, has for some years now been a central argument for consum-

ers when choosing between different labelled products. Even though the usage of environment 

has shifted from being the main argument to a rather complementing argument for sustainability, 

it is still one of the main values that is being considered amongst consumers. It is likely that the 

usage of environmental arguments as a part of more general values regarding sustainability aims 

at attracting a larger audience and potential group of consumers purchasing products with such 

labels. Even though sustainable production might not be the value that consumers initially look 

for in a grocery store, nowadays the other values are usually seen as entangled in the definition 

of a sustainable label.  To take KRAV as an example, I would argue that the type of profiling 

KRAV currently is carrying out incorporates all of the top five values in their profiling. This 

would in turn mean that KRAV can attract a very large group of consumers, as they are not tar-

geting one single purchase preference, but several. Again, this supports the argument that prod-

uct labels are turning their focus towards creating a sort of broader sustainable profiling, as it po-

tentially can cover more consumer core values by including more aspects of sustainability. This 

allows for bilateral transition of their profiling together with the expansion of the fields of CSR 

and sustainable consumption, a fact that also becomes evident when looking at the results from 

the survey questions. 

 

Figure 3. Diagram showing importance of different product labels amongst Swedish consumers in 2017 
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In order to assess how well-established and known present labels are in reality, it is of value to 

address how much everyday consumers feel they actually know about the labels and what they 

stand for. The knowledge based question in the 100% VEGANSKT survey was formulated; which 

of the following product labels do you know? This question was given together with the alterna-

tives of the labels, KRAV, Fairtrade, Svenskt Sigill, Svanen, Nyckelhålet, Bra Miljöval, Eu-

ropalövet and 100% VEGANSKT. The result from the question is illustrated in Figure 4., show-

ing the order of labels and to what percentage of recognition (Djurens Rätt survey 2017). In the 

survey question KRAV was the most well-known label (92%) followed by Nyckelhålet, Svanen, 

Bra miljöval and Fairtrade. The results from this question are comparable for the labels KRAV 

and Fairtrade as the same type of question have been asked by each of the labels but the ques-

tions asked in KRAV’s and Fairtrade’s knowledge surveys were only directed towards their own 

label. In the case of KRAV, who conducted its survey in 2015, 98 % of their respondents had a 

knowledge about the label (KRAV survey 2015). This result could be said to be very well corre-

sponding to the result from the 100% VEGANSKT survey, as in both cases the numbers point to-

wards a high degree of knowledge of the presence of the label. 

For the Fairtrade survey conducted in 2017, the response was that 88 % of their respondents rec-

ognised the Fairtrade label which Fairtrade themselves considered to be a high degree of 

knowledge concerning the presence of the label on the Swedish market (Fairtrade survey 2017). 

The results in all three cases differs with a few percentages, but together they suggest that these 

labels have a significant presence on the Swedish market and that consumers are informed about 

the label. This can be related back to the previous survey question, how important are the follow-

ing product labels when you are shopping today? (Figure 3.), which shows the order of labels 

and to what percentage they are considered important by consumers (Djurens Rätt survey 2017). 

When the result from these surveys are put together and then also contrasted to the question, the 

argument that the product labels that are considered and noticed the most, are the product labels 

with a more holistic profiling concerning sustainability is strengthened. It is clear that the top 

four product labels in this case are all labels that have a broader type of profiling all concerning 

Figure 4. Diagram showing consumer recognition of product labels amongst Swedish consumers in 2017 



 

 

 

 

49 

sustainability in different aspects. The result therefore also points towards that the product labels 

that the Swedish population consider most important all fit into the holistic sustainability ap-

proach.     

Before concluding this section of the chapter, a short reflection on how useful the public think 

that product labels in general will be made. When the 100% VEGANSKT survey was drafted, two 

questions were posed in order to get an appropriate understanding of to what extent consumers 

utilise product labels and to what extent consumers think that product labels are useful. The 

question was posed; do you use labels on products when shopping in the grocery store? The re-

sponse was 58 % for yes, 21 % for no and 21 % do not know. The answers from this question 

suggests that almost three-fifths of the Swedish population today uses product labels when shop-

ping. Put into the context with the following question that was posed: do you think different types 

of labels on products in the grocery store are helpful or not helpful when shopping? The result 

suggests that people in a somewhat larger extent consider product labels being useful: 64% of the 

respondents found product labels helpful, 18% of the respondents were indifferent, 2% did not 

find product labels helpful and 16% of the respondents did not have an opinion. The results from 

these two questions actually suggest that a large proportion of the Swedish population view 

product labels as an aid in their daily consumption. Whether the consumer is informed or not 

about what the profiling of the label is, has not been taken into consideration in these two ques-

tion. The focus has rather been on to what extent the consumer considers product labels as a tool 

or aid when trying to make more consciously purchases. When looking at the results, there were 

a surprisingly small proportion of the respondents that did not consider product labels as being 

helpful. This is important to highlight, as I set out in this thesis to explore labels, their content 

and history, with the hypothesis that the flora of labels are confusing and therefore hard to use. 

So why do people then seem to consider product labels not being confusing? One reason might 

have to do with the fact that the respondents might think of one specific product label as a tool, 

and not the whole product label market as a whole, when giving the answer. It can also have to 

do with that some of the more prominent labels (as suggested in both Chapters 3 and 4) have be-

come more market-orientated. This would imply that the product labels have managed to become 

more transparent in their marketing, in turn therefore managing to reach out with their message 

and profiling in a clearer way. It might actually be that the information which the different prod-

uct labels are trying to convey to consumers has become more easily accessible. To clarify this 

ambiguity, further surveys are needed, where issues and questions are more specifically targeted 

at the product labelling market as a whole and the confusion that might occur in this regard.    

So, what does this result mean in the context of the topic of the present thesis? To start off with, 

the results from all three surveys point towards the idea that labels that are approaching their pro-

filing with a holistic sustainable approach or try to include different values in their profiling, 

reach a greater number of people as potential customers. In the case of the 100 % VEGANSKT 

survey, however, there was one noticeable exception: Nyckelhålet. Nyckelhålet cannot be consid-

ered as approaching its profiling with a holistic sustainability argument, but rather has one value, 

in this case Health related production. But the recognition of Nyckelhålet amongst consumers 

might have to do with the fact that the profiling itself is relatively easy to understand and that the 

requirements for utilising the label are also easy to follow and understand. This in turn makes it 

possible to put the label on many products without any greater effort, in turn making the pres-

ence of Nyckelhålet in grocery stores relatively prominent compared to more complicated prod-

uct labels, such as Svenskt Sigill. The result from the 100 % VEGANSKT survey therefore still 

suggests that the product labels the respondents consider being most important are the ones that 

have developed towards a profiling that utilises the concept of sustainability in a more holistic 

way.  
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6. Concluding discussion 

As was stated in the introduction food labels may here be key in facilitating a transition towards 

a sustainable consumption, but there is as yet no theory of environmental and sustainability la-

belling. Here, I have argued for the idea of bilateral transition in product label profiling as a con-

ceptual way of understanding transitions in labels. As shown here product labels, with particular 

focus on those on foods in Sweden, have gone through a transition; from focusing on one spe-

cific issue, for example in the case of KRAV organic farming, towards including a wider range of 

issues. In other words, product labelling has transitioned from acknowledging a single issue to-

wards a broader focus on a wider spectrum of issues, in part responding to a broader societal fo-

cus on sustainability. The widening of the scope of labelling is also based on the evolving de-

mands from consumers and producers, where new content has been included in order to reach 

out to a wider target group. The ongoing shift towards widening the profiling of product labels is 

present has been shown in all chapters in the thesis. This shift is also related to the emerging con-

cepts of sustainable consumption and CSR that were rarely used in the beginnings of product la-

belling but has now become academic fields of study in the own rights. The apparent increasing 

presence on the market of more holistic labels could in turn be said to be based on the increasing 

consumer awareness of various environmental and climate issues, and an increasing awareness 

of how these issues are connected to the way we consume today. Thus, as the awareness of how 

we, as humans, affect our environment and societies through consumption has grown during the 

past few decades, so have the demands on the labels.  

6.1. Sustainability in labelling 

It is evident from the literature that has been reviewed in the present thesis that the concept of 

sustainability is a broad subject, and its emergence has created an increased awareness amongst 

consumers about the interconnectedness of ecological issues with labour rights and economic eq-

uity (Isenhour 2011, pp. 5-7). In this thesis I have therefore argued that an increasing body of 

“aware consumers” has arisen in connection with an increasing concern for nature and the envi-

ronment. This trend is supported by the emergence of and increasing focus on research fields 

such as sustainability, environment, sustainable consumption and CSR. This group of aware con-

sumers can be considered to base their purchases on conscious decisions, as it can be seen that 

they are prepared to pay more for them and potentially reduce their perceived level of comfort in 

order to put less strain on the environment. The awareness amongst consumers has been sup-

ported by both the 100% VEGANSKT study as well as accounts in KRAVs market reports. In the 

latter, for instance, LOHAS is brought up as the main target group of consumers for KRAV, a 

group of consumers that considers more than monetary values when making their purchases. The 

results from the 100% VEGANSKT study similarly suggest that the labels that are approaching 

their profiling with a sustainable approach or try to include more than one value in their profil-

ing, reach out to a larger number of people as potential customers.  As discussed in Chapter 2, 

the definition of the term sustainability has changed and influenced both CSR and sustainable 

consumption. This change in the definitions concerning sustainable profiling of product labels 

could therefore be said to be linked to this discussion, and the theme of a holistic sustainability 
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profiling and a bilateral transition in product profiling. As more concepts have become incorpo-

rated into the definition of sustainability, so has the profiling for product labels concerning sus-

tainability increased. Thus, as the academic definition of sustainability has changed and devel-

oped over recent years, so has arisen a more conscious and aware group of consumers with an 

increasing consumer power, resulting in the organisations behind the different product labels re-

alising the value of incorporating sustainability as a holistic concept in their profiling.      

As discussed, trend transitions are evidently changing over time and a common denominator for 

the majority of the labels seem to be that they are starting to approach the market by commercial-

ising their product labels, making their products as attractive as possible for the largest number 

of people. In this way, they are able to secure or develop their place on a competitive global mar-

ket, and at the same time spread their message and values in relevant contexts and societies. This 

transition towards commercialisation has been shown in the analysis of KRAVs market reports, 

as the statements in the reports clearly have transitioned from a more internally-directed and for-

mal account of the label, towards a clearly commercial and outgoing communication with pro-

ducers and consumers. Whilst the initial presentation of market reports from KRAV were to a 

great extent aimed at internal accounts within the organisation, and for those producers that were 

interested in the progress of the KRAV label, the later market reports clearly start to point out dif-

ferent market potentials for the label and the groups of consumers that might be targeted in order 

to reach out to a larger proportion of the public. This type of transition may be difficult for con-

sumers to follow, keep up with and understand, and it is therefore important to highlight in the 

context of the topic of product labels. Connecting to the parts of the present thesis, the trend tran-

sition towards a more commercialised environment concerning product labels has to be analysed 

and understood in the context of a change in consumer and producer relationship. As the initial 

changes and motives behind the different product labels and their profiling essentially have been 

driven by the organisations or producers behind their creation, the potential of commercialising 

may not have been wholly evident at their conception. However, as an increasingly large group 

of aware consumers have emerged, companies and organisations have seen a growing potential 

market for commercialisation of their products. In this way, and based on the idea of a bilateral 

transition of product label profiling, it can be argued that the relationship between consumers 

and producers in the context of product labelling has changed during the past decade, as a devel-

opment and redefinition of a holistic type of sustainability profiling for product labels has oc-

curred.    

6.2. The consumer jungle? 

Another argument that was brought forward initially in the thesis was that the sheer number of 

product labels, with their varying types of profiling, creates misperception and confusion among 

consumers. In response to increasing demand, more labels have been introduced, and are still be-

ing introduced, to the market. Because more consumers have become aware of environmental 

issues and many are trying to make more conscious decisions, more relevant product labels have 

been created (or the already established product labels have changed and developed their profil-

ing). I argue that this has created a sort of “consumer jungle”, and in turn expanded on the confu-

sion and misunderstanding amongst consumers concerning product label profiling. This is a 

problem that has been present in many studies that aim at investigating product label potential 

and effects on consumers’ behaviour. A fact highlighted many times in the present thesis is that 

more and more people want to make conscious and responsible purchases, but the confusion of 

the increasing amount of product labels potentially make it more difficult for consumers to make 

responsible and aware decisions regarding their purchases. In relation to the argued transition 
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into a more holistic type of profiling when it comes to sustainability, the confusing consumer en-

vironment becomes even more present. Revisiting the theme of consumer confusion, it could be 

said that the sheer number and variety of different product labels have a greater effect on con-

sumer decisions, than the actual values and concepts behind the profiling of each label. Consum-

ers can become confused, misinformed and potentially frustrated by the increasing number of la-

bels, which overlaps with the labels’ profiling. The results from the analysis in the 100% VE-

GANSKT study could therefore be seen as somewhat surprising in this regard, as the Swedish 

population to an extent seemed to find product labels helpful. As the posed question was one of a 

range of questions in a survey, and did not directly address the “consumer jungle” issue, con-

ducting further surveys with questions more directly targeting the confusion behind product la-

bels and what they entail, would be desirable. Continuing and developing the research on the is-

sue of the “consumer jungle” would be a way to find out whether consumers view product labels 

as something of a useful tool when shopping, but perhaps still find them confusing in terms of 

trying to orient themselves among all the different profiling. When considering the theme of trust 

and transparency, it is essential for producers to create a trusting and reliable relationship be-

tween themselves and their potential consumers. From the 100% VEGANSKT study, it would ap-

pear that as long as the product labels succeed in being transparent in their profiling and infor-

mation, consumers seem to find the label in question helpful and honest. Product labels may also 

play an important role in the process of sustainable consumption, as discussed above, in which 

case the issue of consumer and producer trust and transparency in marketing is also particularly 

important. In order for the product label to successfully create trust, it needs to make the con-

sumer aware of the production process and the importance of its profiling by making the infor-

mation about the demands the labels have on the producers accessible and clear.   

6.3. Suggestions for emerging and developing labels  

What would then be suggestions for both the present and future label market concerning foods in 

Sweden based on this study? One could say that sustainability is the key value and argument that 

is growing the most at the moment in product labelling, as both the KRAV study and the overall 

analysis presented in Chapter 3. Concerning the sustainability argument and value, the diversity 

of how the concept could be defined also seems to influence how product labels work to develop 

their specific label. The product labels today try to broaden their profiling in order to both in-

clude more aspects in their label, but also in order to attract a broader spectrum of potential con-

sumers. At the centre of interest in the context of this discussion is what direction a product label 

should take in order to aid both consumers and producers in the endeavour to create and maintain 

a more sustainable and environmentally friendly product. This question is central both for sus-

tainable consumption and CSR. In itself, the question might seem easy and straight forward, but 

in order to properly answer the question in a satisfyingly way many factors needs to be consider 

and evaluated. The case on 100% VEGANSKT can in this instance serve as a good example. As 

the label is currently not specifically focused on foods; it is also targets other type of products, 

such as cosmetics, dietary supplements, as well as various businesses that exclusively use vegan 

products and the label is still are relatively small and unknown. It also has great potential to 

grow, with a emerging interest from consumers for vegan products and services. The fact that 

this is an emerging label on the Swedish food market therefore makes it interesting to analyse in 

the context of a developing and future aspect of product labelling in Sweden. It is also a relevant 

label to analyse in the context of bilateral transition, as it is a perfect example of a label that 

could increase its initial target group by broadening and adding to its initial point of issues. The 

discussion that will follow, serves as a reflection and suggestion for how products labels can 

adapt and develop in relation to the growing presence of sustainability and environmental values. 



 

 

 

 

53 

Below I will explore three points in more detail, as they concern key arguments which is im-

portant to consider. These three points are, motivations, reasons and transparency.     

 

 

Motivations: What are then the motivation behind the labels? This question is not very easy to 

give a direct answer to, as the motives constantly changes. An easier way to look at the problem 

could therefore be to analyse it, as has been done here, from a historical perspective, rephrasing 

the question to, what was the original motivation for a certain label and how has that motivation 

changed until today? By pursuing this question, we may build an understanding of how certain 

labels have profiled themselves and also see how their initial profiling has changed over time as 

has been shown in Chapter 3. Having a historical perspective on how product labels motivation 

changes over time gives an idea of how societal factors and debates have affected the focus of 

profiling and what societal issues have been considered as important in relation to consumer 

choice. From the conclusion on the historical review and analysis, I therefore argue that the de-

velopment goal of product labels is important to take into consideration when developing the 

profiling of product labels. The development of a label and its responses is a sort of reflection of 

contemporary consumer habits and patterns, which in turn will enable product labels to adapt to 

the current market and thereby reach a broader audience of consumers but at the same time these 

changes must be cautious and transparent to keep the trust of the consumers as will be discussed 

below.      

Reasons: The reasons behind a certain label could be said to play a big role in order for the label’s 
demand. One of the more important parts of a product label is the reasons for why consumers 
should buy a certain product with certain requirements and rules set on it. Therefore, it is important 
to discuss these reasons and how they are being used in order to sell a certain product label. As 
have been discussed here several times, there is an increasing amount of arguments for why certain 
products and labels should be preferred above others. Whether the argument is grounded in ethics, 
the environment or sustainability more broadly, the fact that an increasing amount of arguments 
for different labels, makes the decisions and choices for the everyday consumer more confusing 
and difficult. Therefore, it might be difficult for the companies and organisations behind the labels 
to profile their product label with many different reasons and arguments. There is a risk associated 
with arguing with many reasons, as consumers easily equate different labels with each other, po-
tentially missing out on important information. For instance, both KRAV and Änglamark use eco-
logical production as a main reason for their label, but in some instances there are other or different 
reasons for why one should purchase products marked with their label. The main argument might 
still be the only reason a consumer chooses to purchase a certain product, but while perusing this 
conscious decision, the consumer might make an ‘uninformed’ purchase as well. One might think 
that this is not a big problem, as the consumer who wants to make conscious purchases in any case 
will buy a product with the ‘right argument’. This counterargument is partly true, but on the other 
hand confusion will increase the risk of a label or product using an argument in order to miscon-
strue a greater perceived or even a false value to their product. In these cases, another product with 
a different label might be the better choice, which will in turn result in that making the most in-
formed decisions for the consumer is being made more difficult than it might have been and it also 
risks creating a general distrust of labels with the consumers. Whatever the reason is for a certain 
label to use many different arguments or values in order to convey their message, it is always 
important for product label makers to remain consequent and transparent in how they present these 
reasons. An increasing amount of arguments behind product labels today have a foundation in 
sustainability, and surprisingly from the consumer surveys presented and reviewed here, it seems 
as if this bridging concept actually works (for the product labels using a holistic type of sustaina-
bility in their profiling) in communicating content and creating trust with consumers.  
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Transparency: Even though the two previous points that have been brought up have touched 

upon the topic of definitions and consistency, it is still vital to highlight the importance of this 

fact in the context of product labels’ capacity to create credibility. There are rarely any real legal 

requirements on how to create and define a label in Sweden today (the only clear legislated defi-

nition that needs to be followed is the EU regulations that defines what organically produced 

products have to follow) (EU Organic 2018). Not having clear legal definitions therefore comes 

with difficulties concerning consistent definitions for what labels stand for and what meanings 

certain words being used in the context of profiling product labels have. Definitions have also 

been important in the context of the present thesis, as the analyses of the different labels would 

have been difficult to follow not using more unified and generalised definitions of values and 

concepts. I therefore also argue and suggest that product labels should be as transparent in their 

profiling as possible. Enabling the consumers to easily get access to information and values be-

hind the labels in order for the labels to build up trust between consumers and producers.    

To summarise, the most apparent trend in the context of product labels seems to be a holistic 

type of profiling concerning sustainability which evidently attracts a larger number of potential 

customers. At the same time, this holistic profiling covers a wider array of societal issues con-

cerning everyday consumption. Therefore, in order to develop a product label and reach out to as 

many potential customers as possible, approaching a holistic sustainability profiling seem cru-

cial. The trend is also supported by the fact of how the emerging concepts of sustainable con-

sumption and CSR have transitioned over the past decades. Finally, an important issue to take 

into consideration when addressing the development of product labels from the perspective of 

the bilateral transition, is the factor of transparency. In order to build up a trust between the con-

sumers and producers, it is important to create a clear and easy accessible information about the 

product labels’ profiling. If the different values and concepts become clear from the product la-

bels’ side, it will enable the consumer to more easily navigate themselves in the “consumer jun-

gle” of product labels. 

 

6.3 Concluding discussion     

In order to discuss the questions concerning emerging and developing sustainable and environ-

mentally friendly product labels, one needs to consider certain factors. First of all, it is important 

to mention and reflect upon the reason for why product labels exist today and what the motives 

might be behind the different organisations’ and companies’ reasons for maintaining their labels 

and values (as analysed in Chapter 3). Secondly, one needs to consider the goals and aims that 

the organisations and companies set up in order to maintain and develop a credible label and 

brand, both from a present and future perspective (Chapters 4 and 5). Thirdly and finally, an im-

portant aspect to consider is the definitions of labels themselves and the consistency between dif-

ferent product labels, as the communication of definitions to consumers and producers should be 

both consequent and independent of the organisation or company that is using a certain label. 

Definitions should, in short, make a product label more transparent, reliable and credible for con-

sumers to allow them to make more conscious and informed purchases (as has been discussed in 

this chapter).   

In a final concluding remark, I have put forward the idea that a form of bilateral transition has 

occurred when it comes to the profiling of product labels in the Swedish context. In this context, 

“bilateral” has referred to the idea that on the one hand, the increased concern for the environ-

ment during the last few decades have created an increased demand from consumers to more eas-

ily obtain sustainable and environmentally friendly products. This has in turn made producers 
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and organisations behind different product labels more aware of a new potential market of con-

sumers and the role that today’s industrial production and consumption plays when it comes to 

creating a sustainable future. As this realisation has become more and more evident in the prod-

uct labels themselves, a simultaneous transition to incorporate the concepts of sustainability and 

sustainable development has occurred. This has, as shown in the examples of the historical re-

view and analysis of KRAV’s market reports, made many of the product labels on the Swedish 

market begin to transition towards profiling themselves with sustainability perspectives in a 

more holistic way (holistic in the sense that the product labels incorporate concepts of economy, 

ethics, environment, and health into their concept of sustainability). This shift might result in 

sustainable production as an end product, but there is also potential for this diversity to create 

confusion, misconception and even mistrust amongst consumers, as discussed previously. What 

has been suggested here, is therefore that product labels that aim to pursue a holistic type of sus-

tainability profiling need to be as transparent as possible in their marketing. This allows for con-

sumers to be able to retrieve relevant information as easily as possible, and therefore aids them in 

making their consumers decisions in as informed a way as possible and make purchases based on 

the values that are important to them.  

The subject of product labels on foods is vast, as are the number of approaches that can be used 

to address the role product labels have on how consumption deals with sustainability. I have cho-

sen to develop an idea based upon the ways in which product labels are profiling themselves 

with a type of holistic sustainability as a focus, where the fields of CSR and sustainable con-

sumption have influenced this development. Further studies on the topic would be desirable in 

order to address more aspects of the theory and the varied topic of product labels. For instance, a 

more elaborate study on the perceived consumer confusion around product labels could possibly 

help researchers, product labels, consumers but also policymakers in tackling obstacles concern-

ing product label profiling and how they might aid as tools in our pursuit for a sustainable future.          
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Appendices 

Appendix 1.  
 

A compilation of the different labels incorporating the selected labels for this thesis.  
 

Ethical produced 

 

Produced with ethical values in mind, such as worker and animal conditions.  

 

KRAV (Ahusbandry) 

Fairtrade (Working conditions)  

Svenskt sigill (animal husbandry) 

UTZ Certified (Working conditions) 

Rainforest Alliance (Working conditions)  

 

Ecological or Organically produced  

 

Produced in an ecological or organic manner. 

 

KRAV 

Änglamark  

ICA I love eco  

Europalövet 

MSC 

 

Environmentally friendly produced  

 

Produced with the environment in mind, for example considering ingredients being the least en-

vironmentally friendly.  

 

Fairtrade (A smaller subsection)  

Änglamark  

Svenskt sigill  

UTZ Certified (A smaller subsection) 

Rainforest Alliance 

MSC 

 

Locally produced 

 

Produced only locally  

 

Europalövet (Not really, but have requirement of origin)  

Svenskt sigill (Sweden)  
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Sustainable production 

 

Sustainable produced foods, for instance farming and animal husbandry.  

 

KRAV   

Europalövet 

UTZ Certified  

Änglamark  

MSC 

 

Health related production 

 

Production of foods which aims at promoting healthier products with little or none artificial and 

dangerous ingredients.  

 

Nyckelhålet  

 

Organisation 

 
This section aims at differ between the labels which are independent from different food chains 

or producers. This in order to distinguish between which brands is created by the producer and 

which brands are created by an independent organisation or a so called “third party certification”.  

 

Independent/third party certified 

 

KRAV 

Fairtrade  

Europalövet 

Nyckelhålet 

Svenskt sigill 

UTZ Certified 

Rainforest Alliance 

MSC 

 

Specific food chain  

 

ICA I love eco  

Änglamark 
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Appendix 2.  

 

The report below made by Novus is based on an opinion survey regarding product labels in Swe-

den. The questions in the survey is based on an internship at Djurens Rätt, made by the author of 

the present thesis. The questions have been revised by Novus. The below attached appendix is a 

digital version and can only be opened from a computer.    

 

 


