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Abstract

The role of Corporate Social Responsibility (CSR) in influencing
customer attitudes and purchasing intentions is becoming increasingly
significant. This study investigates the relationship between CSR
initiatives and customer responses through an industry-specific analysis.
The Swedish coffee shop industry, a context marked by high coffee
consumption and strong sustainability values, provides an insightful
context for this research.

Through a qualitative case study of main coffee shop chains Espresso
House and Wayne's Coffee, and a thematic analysis of 54 customer
questionnaire responses, the research examines the CSR initiatives
implemented by these leading chains and customer perceptions of them.

The findings show that Swedish coffee shops most commonly
promote waste reduction, ethical sourcing, and employee wellness in
their CSR communications. While younger, frequent customers
demonstrate awareness and engagement, many respondents expressed
scepticism regarding the authenticity of CSR messaging, citing a lack of
transparency and perceived greenwashing. Customers prioritize
concrete, visible actions and expect CSR to align with genuine ethical
practices.

This thesis contributes to understanding how CSR strategies can
enhance customer engagement and loyalty in industries where routine
purchases intersect with ethical considerations.

Keywords: Corporate Social Responsibility, Customer Perception,
Sustainability, Ethical Sourcing, Coffee Shop Industry, Sweden.
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1.1

Introduction

This section introduces the core concepts of Corporate Social
Responsibility, ethical consumerism, and customer behaviour,
exploring their links and implications. It further aims to highlight
critical gaps in existing literature that justifies this specific research.
Finally, the study’s purpose and research questions are presented.

Background

Sweden’s cherished “fika,” the daily ritual of coffee and connection, is
deeply constructed into the nation’s social structure (Visit Sweden,
2023). But as Swedes consume roughly 8.2 kg of coffee per person
annually (White Elk Coffee, 2023), a figure ranking among the world’s
highest, what happens when this embedded tradition meets a growing
global consciousness about ethical business? This thesis delves into the
heart of Sweden’s active coffee shop industry to explore whether the
Corporate Social Responsibility (CSR) initiatives proclaimed by its
leading chains genuinely resonate with the values of their customers, or
if a gap clouds the daily brew.

Drawing from Wan Jan’s (2006) analysis, Corporate Social
Responsibility can be defined as the responsibility of a company to
consider the social and environmental consequences of its actions,
beyond its core economic and legal obligations. It involves a commitment
to ethical behaviour, environmental actions, transparency, and
accountability towards a wide range of stakeholders, aiming to contribute
to sustainable development and societal well-being. CSR has evolved
from a philanthropic concept to a strategic business approach,
integrating social and environmental considerations into core business
operations (Latapi Agudelo et al., 2019) Businesses are now expected to
contribute to sustainable development, ethical labour practices, and
social well-being while maintaining profitability (Latapi Agudelo et al.,
2019). This expectation is particularly relevant in industries with
significant global supply chains and potential social and environmental
impacts (Peixoto et al., 2023).

Bray et al. (2011) explored the complexities of ethical consumerism,
a growing trend where customers aim to align their purchases with their
ethical values, such as fair labour, environmental sustainability, and
social responsibility. Despite increasing awareness of ethical issues, a
significant gap often exists between customers’ ethical concerns and their
purchasing behaviour. The authors identified several factors hindering
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ethical consumption. A key barrier is the lack of information: customers
often struggle to find reliable data on products’ ethical attributes, leading
to confusion and distrust. Price and availability also play a significant
role, as ethical products are frequently perceived as more expensive or
less accessible than conventional options. Furthermore, customers may
exhibit a lack of trust in companies’ ethical claims, suspecting
greenwashing and hindering their willingness to support ethical brands.
Finally, situational factors like time constraints and convenience can
override ethical intentions, further contributing to the attitude-
behaviour gap. (Bray et al., 2011)

This established landscape, where corporate CSR efforts (Wan Jan,
2006; Latapi Agudelo et al., 2019) coexist with significant consumer
obstacles to ethical purchasing (Bray et al., 2011), highlights a critical
disjuncture. While businesses increasingly invest in CSR and customers
voice ethical concerns, the persistent attitude-behaviour gap, fueled by
barriers such as information asymmetry, price sensitivity, and lack of
trust, suggests that the connection between corporate initiatives and
customer action is not straightforward. This raises crucial questions
about how these dynamics play out in specific contexts or how these
barriers might be more effectively addressed.

Problem Discussion

While extensive research exists on CSR, the precise ways in which
particular CSR programs align with diverse customer values and
subsequently influence their purchasing intentions justify further,
context-specific investigation. Gu (2023) discovered that although CSR
efforts directly improve customer loyalty, its indirect impact through
customer participation in CSR programs is significantly more effective.
Marketing strategies grounded in a deep understanding of customer
responses to CSR are more effective at creating emotional connections
and behavioural loyalty (Gu, 2023). Similarly, certain sustainability
efforts, like cutting back on energy use, decreasing waste, and working on
community-related projects, were emphasized as being crucial for
improving customer views and overall satisfaction (Koch et al., 2020).

Understanding how CSR initiatives align with customer values and
influence purchasing intentions has important implications for both
academics and practitioners. For academics, this research contributes to
a deeper understanding of ethical consumerism, providing insights into
the factors that drive customer choices in the context of sustainability.
For practitioners, this research offers valuable guidance for managers,



enabling them to develop more effective CSR strategies that resonate
with their target audience and drive customer engagement. By
understanding the specific CSR initiatives that customers value most,
managers can make informed decisions about resource allocation and
program development, leading to increased customer loyalty and brand
preference. From a marketing perspective, studying CSR and customer
behavioural intentions is essential because CSR has become a strategic
tool for brand differentiation, customer engagement, and loyalty (Tian et
al., 2011). Furthermore, CSR enables businesses to position themselves
as purpose-driven brands, a trait increasingly valued by younger
generations (Krishen et al., 2024). This makes CSR not only a matter of
ethics but also a marketing imperative in building long-term customer
relationships and competitive advantage.

The relationship between CSR customer perceptions and following
intentions may depend on mediating factors such as customer trust,
brand reputation, and the perceived authenticity of CSR initiatives.
Studies such as Mu and Lee (2023) have shown that greenwashing, where
companies falsely claim sustainability efforts, can damage stakeholder
trust, and weaken the positive influence of CSR initiatives on customer
trust and attitudes. Therefore, this research also considers the role of
transparency and authenticity in shaping customer attitudes toward
CSR-aligned brands. Ahmad et al. (2024) discuss how CSR contributes
to green trust but do not address how transparency affects customer
perceptions of a brand’s credibility and ethical commitment. Beyond
issues of transparency in specific claims, a more fundamental critique
questions the broader role companies assume through CSR activities. In
his critique of the societal marketing concept, Gaski (1985) argues that
when companies get involved in social issues, they may take on a role that
goes beyond their responsibilities. Gaski warns that businesses are not
elected or accountable in the same way as public institutions, yet they
often try to shape public values and define what is good for society. This
can be problematic because it gives companies influence over social and
moral matters, potentially putting their own interests ahead of the
public’s and weakening democratic decision-making (Gaski, 1985). This
potential for corporate overreach (Gaski, 1985) could subtly influence
customer scepticism or perceptions of authenticity regarding CSR efforts,
even at the level of everyday consumer choices.

Mirza et al. (2023) explore CSR in various sectors such as banking,
hotels, and education, but other specific industries remain
underexplored. While those previous studies highlight the importance of
CSR initiatives in shaping customer trust and brand loyalty, there is a lack



of empirical data on how customers specifically perceive and respond to
CSR efforts. Despite extensive research on CSR and its effect on customer
behaviour, limited studies analyse specific industries. Zhang (2022)
highlights the need for industry-specific models and customer group
segmentation. Existing research tends to focus on large corporations or
general customer trends rather than industry-specific insights (Zhang,
2022).

To empirically investigate these dynamics between CSR and
consumer behavioural intentions, the coffee shop industry in Sweden has
been selected as a pertinent case study context. Despite the growing
importance of CSR in business strategy, its direct effect on customer
perception and preferences in coffee shops remains underexplored.
Marquina & Morales (2012) suggest CSR enhances reputation and trust,
which could foster positive purchase intentions, yet the specific nature of
these intentions and the perceptual pathways leading to them within this
customer context remain less explored. The attitude-behaviour gap,
where expressed ethical preferences often do not translate into actual
purchases (Lii & Lee, 2012), highlights the importance of first
understanding the perceptual and intentional stage. This study focuses
on this earlier stage, acknowledging that actual purchasing decisions are
influenced by additional situational factors beyond the immediate scope
of this research. Additionally, price sensitivity is an important but often
overlooked factor in CSR-related purchasing behaviour. While customers
may appreciate sustainable practices, research suggests that not all are
willing to pay a premium for ethical products (Zhang, 2022). Exploring
this moderating effect is crucial for understanding CSR’s effectiveness in
influencing customer choices.

This study aims to bridge these gaps by making sense of which CSR
initiatives are implemented by main Swedish coffee shop chains and how
they are viewed by customers. Understanding these complexities requires
drawing on established theoretical frameworks. Stakeholder Theory
(Freeman, 2015) highlights the importance of businesses considering the
interests of all stakeholders, including customers, whose perceptions of
CSR can influence their decisions. Legitimacy Theory (Suchman, 1995)
suggests that organizations must align with societal norms to maintain
trust. The Theory of Planned Behaviour (Ajzen, 1991) helps explain how
attitudes, subjective norms, and perceived behavioural control shape
customer intentions, while Customer Perceived Value Theory (Zeithaml,
1988) examines how customers weigh benefits against costs. Finally, the
role of CSR in building Brand Equity (Kim et al., 2014) is critical in
understanding long-term customer relationships. The relationship
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between CSR initiatives and customer responses is a multifaceted
phenomenon, which is why this study utilizes a combination of five
theories rather than a single approach. Each theory was selected to shed
light on a distinct aspect of this dynamic, resulting in a comprehensive
model that connects corporate motivation with customer views and,
ultimately, long-term brand value. From a practical view, it offers
actionable insights for managers and marketers, helping them tailor CSR
strategies that align with customer values and drive customer loyalty.

Purpose & Research Questions

The purpose of this study is to examine which CSR initiatives are most
implemented in Swedish coffee shop chains, and how these types of
actions are valued by customers, thereby influencing their behaviour
within this specific industry and geographical context. This research
seeks to contribute to the broader discussion on CSR role between
businesses and customers. The research aims to answer the following
research questions:

RQ1: Which CSR initiatives are implemented by coffee shop chains
in Sweden?

RQ2: How do customers perceive and prioritize these CSR initiatives
in shaping their consumption decisions?

Thesis Structure
This research follows the structure below:

e Literature review and Theoretical Background: Analyses existing
studies on CSR, customer values, and purchasing behaviour.
Presents relevant theories on customer behaviour, brand trust,
and the role of CSR. Builds a Framework on CSR and Customer
Decision-Making.

e Methodology: Details the case study context, the qualitative
research design, case study section and questionnaire. Provides
acknowledgment on limitations of the study.

e Findings: Presents the results from the case study and
questionnaire.

e Analysis: Analyses companies CSR initiatives and customer
responses, in reference to theories.

e Conclusion: Summarizes key findings, discusses theoretical and
managerial implications, and suggests areas for future research.



2 Literature Review and Theoretical Background

2.1

This section examines the relationship between CSR initiatives,
businesses, and customer behaviour. The review begins by tracing the
historical development of CSR and foundations, highlighting the key
drivers that have shaped its evolution. It then delves into the link
between CSR and customer perception, exploring how sustainable
practices influence brand loyalty and purchasing decisions.

The Foundations and Evolution of CSR

Corporate Social Responsibility has evolved from a philanthropic concept
to a strategic business approach. Latapi Agudelo et al. (2019) trace CSR’s
historical development, highlighting its transition from voluntary ethical
practices to an integrated business strategy driven by stakeholder
expectations. This integration of CSR into strategic decision-making is
further emphasized by Kaul and Luo (2022), who argue that CSR is not
merely an add-on to business operations but a fundamental aspect of
stakeholder governance. They highlight the increasing importance of
actively engaging with stakeholders, incorporating their perspectives into
corporate decision-making, and creating value for all stakeholders, not
just shareholders.

The theoretical discussion of CSR is further explored by Ahmad et al.
(2024) who examine how CSR aligns with the United Nations’
Sustainable Development Goals (SDGs), particularly within the
hospitality industry. Their study emphasizes that CSR is no longer just a
moral obligation but a strategic tool that enhances brand image and long-
term sustainability. Carroll’s (1991) Pyramid of CSR (Figure 1) depicts
four levels of corporate social responsibility: economic, legal, ethical, and
philanthropic. The economic responsibility, at the base of the pyramid,
refers to a company’s fundamental responsibility to be profitable. The
legal responsibility refers to the obligation to comply with laws and
regulations. The ethical responsibility incorporates the expectation that
businesses will act in a fair and ethical manner, even if not required by
law. Finally, the philanthropic responsibility refers to voluntary
contributions to society, such as charitable donations or community
involvement. This provides a foundation for understanding the different
facets of CSR. This framework can help to illustrate the evolution of
business responsibilities from purely economic to encompassing broader
societal concerns. It sets the stage for understanding the ethical and
philanthropic dimensions investigated in this study.
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Figure 1: Carroll’s Pyramid of Corporate Social Responsibility

PHILANTHROPIC

Responsibilities
Be a good corporate citizen.

Contribute resources to the
community; improve quality of
life.

ETHICAL Responsibilities
Be ethical.

Obligation to do what is right, just and
fair. Avoid harm.

LEGAL Responsibilities
Obey the law.

Law is society’s codlification of right and wrong.
Play by the rules of the game.

ECONOMIC Responsibilities
Be profitable.

The foundation upon which all others rest.

Note. Based on Carroll (1991)

CSR and Customer Perception: Link Between
Ethics and Loyalty

Customer perception of a company’s CSR activities plays a pivotal role in
shaping brand loyalty and influencing purchasing intentions. This
connection can be understood through several theoretical lenses,
including Stakeholder Theory, Legitimacy Theory, and the impact of CSR
on Brand Equity.

Stakeholder Theory, prominently advanced by Freeman (2015),
fundamentally shifts the perspective on corporate responsibility beyond
a narrow focus on shareholders to encompass a broader range of
constituents. A stakeholder is defined as any group or individual who can
affect or is affected by the achievement of the organization’s objectives.
This includes, but is not limited to, customers, employees, suppliers, local
communities, government bodies, and environmental advocates. The



theory asserts that the long-term sustainability and success of a business
are contingent upon its ability to manage and balance the often-
competing interests of these diverse stakeholder groups. Not all
stakeholder claims are equal; their salience can be assessed based on
attributes such as legitimacy (the perceived validity of their claim), power
(their ability to influence the firm), and urgency (the degree to which
their claim demands immediate attention). (Freeman, 2015) For
businesses like coffee shops, customers are a critical stakeholder group
whose values can significantly influence purchasing decisions and brand
loyalty (Oberseder et al., 2013). Therefore, engaging in CSR can be seen
as a strategic approach to managing stakeholder relationships, creating
shared value, and ensuring continued societal support.

Legitimacy Theory, as articulated by Suchman (1995), posits that
organizations are bound by a social contract, requiring them to operate
in a manner consistent with the norms, values, and expectations of the
society in which they function. Organizations continually seek to gain,
maintain, or repair their legitimacy. (Suchman, 1995) This is supported
by Tian et al. (2011) who explain, CSR efforts can enhance corporate
legitimacy by aligning business practices with societal expectations of
ethical conduct. This perceived legitimacy can increase customer trust
and positively influence purchasing behaviour (Tian et al., 2011).
However, the authenticity of these claims is paramount; if CSR initiatives
are perceived as mere “greenwashing” or disingenuous marketing tactics,
they can erode legitimacy and damage trust (Mu & Lee, 2023). This
discrepancy highlights the complexity of the relationship between
customer values and CSR, suggesting that other factors may also play a
role in influencing customer behaviour.

The relationship between CSR and Brand Equity is critical for
understanding long-term customer relationships. Brand equity
encompasses several dimensions, including brand awareness, perceived
quality, strong brand associations (including those related to social
responsibility), and brand loyalty (Kim et al., 2014). Socially responsible
activities can significantly contribute to building these dimensions, for
instance, Kim et al. (2014) demonstrate that CSR initiatives, when
perceived as authentic, can enhance perceived quality, foster positive
brand associations, build stronger brand loyalty, and engender greater
trust. This occurs because CSR helps to differentiate the brand and create
an emotional connection with consumers who value ethical practices.

Tian et al. (2011) found that customers are generally more inclined
to purchase from companies engaged in CSR activities, especially those
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related to environmental protection and social responsibility. However,
the path from ethical concern to purchase is not always direct. Oberseder
et al. (2013) noted that while many customers express concern for ethical
issues, these concerns do not invariably translate into purchasing
decisions, highlighting the density of the relationship and the influence
of other factors like price and convenience. Baker (2000) attributed this
“attitude-behaviour gap” to situational factors that can override ethical
intentions. This gap underscores the variable influence of CSR on
customer behaviour. Terlau and Hirsch (2015) further elaborated that
this discrepancy is influenced by an interplay of individual, social, and
situational factors, including price, availability, sensory expectations,
information issues, and the often low-involvement nature of food
purchasing decisions.

Gu (2023) extends this discussion by exploring the mediating role of
customer trust and co-creation in CSR-driven loyalty. The study finds
that CSR initiatives alone may not be enough to secure long-term
customer loyalty. Instead, businesses must actively engage customers in
their sustainability efforts. These findings align with research by Mirza et
al. (2023), who demonstrate that customer demographics and
characteristics moderate the relationship between CSR and loyalty.

CSR’s Influence on Customer Decision-Making

CSR affects customer decision-making through multiple channels,
including perceived legitimacy, information asymmetry, and ethical
decision-making (Lii & Lee, 2012). The Theory of Planned Behaviour
(TPB) and Customer Perceived Value (CPV) Theory offer valuable
frameworks for understanding these influences.

The Theory of Planned Behaviour (TPB), proposed by Ajzen (1991),
provides a comprehensive framework for understanding the
determinants of consciously intended behaviours. At its core, TPB posits
that behavioural intention is the most immediate antecedent of actual
behaviour. This intention is, in turn, influenced by three key independent
constructs:

1. Attitudes towards the behaviour: This refers to an individual’s overall
positive or negative evaluation of performing the specific behaviour
in question (e.g., choosing a coffee shop based on its CSR practices).
Attitudes are formed from behavioural beliefs, which are an
individual’s beliefs about the likely consequences or outcomes of the
behaviour, and their evaluation of these outcomes. (Ajzen, 1991)



2. Subjective norms: This construct captures the perceived social
pressure to perform or not perform the behaviour. It is determined by
normative beliefs; an individual’s perception of how significant others
(e.g., family, friends, peers, society) would approve or disapprove of
their performing the behaviour, and their motivation to comply with
these significant others. (Ajzen, 1991)

3. Perceived Behavioural Control (PBC): This refers to the perceived
ease or difficulty of performing the behaviour. PBC is shaped by
control beliefs, which are beliefs about the presence of factors that
may facilitate or inhibit the performance of the behaviour, such as the
availability of ethical options, price considerations, convenience, or
required information. PBC is thought to influence behaviour directly
(to the extent that it accurately reflects actual control) and indirectly
through its impact on behavioural intentions. Collectively, these three
components predict behavioural intentions, which then predict actual
behaviour, though the strength of these relationships can vary
depending on the behaviour and context. (Ajzen, 1991)

The influence of CSR on customer attitudes is well-documented; for
instance, Lii and Lee (2012) demonstrated its positive impact on
willingness to support responsible businesses. However, a persistent
challenge is the “attitude-behaviour gap,” where positive attitudes do not
always translate into purchase decisions. Lii and Lee (2012) attribute this
gap partly to a lack of customer knowledge or perceived credibility of CSR
initiatives, suggesting that education and authentic communication
could be mitigating factors. Yet, this gap is further highlighted by Zhang
(2022), who found that even with awareness and trust, pragmatic factors
like price and convenience can override ethical intentions. This suggests
that while CSR shapes attitudes, its conversion to behaviour is contingent
on overcoming both informational and practical barriers.

Ramtiyal et al. (2024) highlight that CSR is significantly shaping
customers. Customers are increasingly inclined towards sustainable
purchasing decisions, especially when they perceive themselves as agents
of change (Ramtiyal et al., 2024). CSR initiatives, by addressing social
issues and fostering a positive social environment, play a crucial role in
influencing customer decision-making. Their study emphasizes that
environmental concern is a vital factor in customers’ minds regarding
sustainable purchasing behaviour, with customers often altering their
buying behaviour to support companies with strong environmental
programs. This aligns with the research by Kim et al. (2014), who
examine how CSR impression management strategies shape customer
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perceptions. Their findings suggest that companies that proactively
communicate CSR efforts see greater customer engagement and
willingness to pay a premium. However, Du et al. (2010) emphasize that
CSR communication must be aligned with the company’s overall business
strategy and target audience to be effective. They suggest that businesses
should focus on communicating the value of CSR initiatives to customers,
rather than simply promoting their ethical credentials. This highlights
the importance of strategic and targeted CSR communication in
influencing customer behaviour.

Customer Perceived Value (CPV) Theory, as conceptualized by
Zeithaml (1988), offers insights into how customers make choices by
evaluating what they receive against what they give up. Zeithaml defines
perceived value as the customer’s overall assessment of the utility of a
product based on perceptions of what is received and what is given.
Essentially, it is a trade-off between perceived benefits and perceived
sacrifices.

e Perceived Benefits: These can be multi-faceted, including
functional benefits (e.g., the quality or taste of the coffee),
psychological benefits (e.g., feeling good about making an ethical
choice, enhanced self-image from supporting a sustainable
brand), and social benefits (e.g., aligning with a community that
values CSR). (Zeithaml, 1988)

e Perceived Sacrifices: These typically include monetary costs (price
paid) but also non-monetary costs such as time spent acquiring
the product, effort involved, and potential risks (e.g., the risk of
being misled by greenwashing). Customers are more likely to
choose a product or service when its perceived benefits outweigh
its perceived sacrifices, resulting in a higher perceived value.
(Zeithaml, 1988)

Marquina and Morales (2012) found that customers who perceive
CSR as adding value, be it through higher product quality, ethical
sourcing declarations, positive environmental impact, or enhanced self-
image, are more likely to support socially responsible brands.
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2.5

Bridging the Gap Between CSR and Customer
Behaviour

Despite growing interest in sustainable and ethical business practices, a
gap exists between CSR initiatives and customer behaviour. Zhang
(2022) found that price sensitivity can negatively moderate the
relationship between CSR and customer behaviour, particularly for
customers with lower incomes. This suggests that businesses need to
consider the affordability of their products and services when developing
CSR strategies, ensuring that ethical and sustainable options are
accessible to all customers. However, Koch et al. (2020) found that
frequent customers may be less price-sensitive and more likely to
consider CSR initiatives in their purchasing decisions. This suggests that
businesses should focus on building relationships with frequent
customers and communicating their CSR initiatives effectively to this
segment.

Koch et al. (2020) found that CSR initiatives that offer tangible
customer benefits, such as quality assurance, health benefits, or cost
savings, are more effective in influencing purchasing behaviour. Krishen
et al. (2024) further emphasize the importance of customer knowledge in
sustainable decision-making. Their mixed-method study suggests that
businesses must educate customers on the tangible impacts of their CSR
efforts, making sustainability a core brand identity rather than an
optional marketing strategy (Krishen et al., 2024).

Theoretical Framework: CSR and Customer
Decision-Making

This study selected five key theoretical lenses: Stakeholder Theory,
Legitimacy Theory, Theory of Planned Behaviour (TPB), Customer
Perceived Value (CPV) Theory, and the concept of Brand Equity. They
collectively provide a multi-dimensional understanding of the
interactions between businesses’ CSR initiatives and customer responses,
which is central to the thesis purpose.
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Figure 2: Theoretical Framework: CSR and Customer Decision-Making

Businesses

Stakeholder Theory & Legitimacy
Theory

Businesses engage with stakeholders and
align CSR efforts with social expectations to
gain legitimacy.

CSR Initiatives

Brand Equity Theory

CSR enhances brand loyalty, trust. and word-
of-mouth, influencing purchasing decisions.

Customers

Theory of Planned Behaviour &
Consumer Perceived Value Theory
Consumer attitudes are influenced by
subjective norms, perceived behavioural
control, and value perception.

Note. Theoretical Framework. Own creation.

The theoretical framework illustrates a cyclical relationship between
businesses, customers, and CSR initiatives. It begins with businesses
implementing CSR strategies to meet stakeholder expectations and gain
legitimacy in society. These initiatives then influence customers, whose
attitudes and behaviours are shaped by perceived value, social norms,
and ethical concerns. When customers respond positively, through
increased loyalty, trust, and willingness to pay, these reactions enhance
the company’s brand equity. Strengthened brand equity, in turn,
reinforces the business case for continuing or expanding CSR efforts,
completing the cycle, and creating a continuous loop of mutual influence
and value creation.

This framework helps to understand why customer perspective is
crucial in this study. Studying customer perspective is essential because
the effectiveness of CSR initiatives ultimately depends on how they are
perceived and valued by customers. While companies may implement
CSR with the intent to build trust and loyalty, these outcomes only
materialize if customers interpret the efforts as authentic, valuable, and
aligned with their own values, making customer perception a central
dimension in evaluating CSR’s role.
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3 Methodology

3.1

This chapter outlines the research design and methodological approach
used to explore the influence of CSR initiatives on customer perceptions
in Swedish coffee shop chains. A qualitative comparative case study
approach was adopted, combining secondary data from company
sources with primary data from a qualitative questionnaire. This dual
perspective allows for an in-depth understanding of both
organizational CSR practices and customer responses.

Case Study: Industry Specific Analysis

To effectively investigate customer perceptions and purchasing
intentions related to Corporate Social Responsibility initiatives, this
study focuses on the Swedish coffee shop industry. This sector presents a
pertinent context due to several factors. The coffee shop industry, with a
global market value projected to reach $133.98 billion by 2030, serves
millions of customers daily (Zion Market Research, 2023). Globally, the
coffee industry faces significant sustainability challenges across its
complex supply chain, from bean cultivation to consumption, including
environmental concerns and social issues (Peixoto et al., 2023). These
manifest in areas critical to customer perception, such as the
complexities of ethical sourcing and the communication of these efforts
(Bradley & Botchway, 2018), the customer’s understanding and
scepticism towards sustainability certifications and labels (e.g.,
Giovannucci & Ponte, 2005; Loureiro & Lotade, 2005), and the
overarching challenge for businesses to genuinely integrate sustainability
into core operations beyond marketing to maintain profitability and build
trust (Bianco, 2020). These industry-wide characteristics underscore the
need for nuanced research into how CSR is perceived and influences
customer intentions.

Sweden, with its notably high coffee consumption (White Elk Coffee,
2023) and a market demonstrating a strong preference for sustainable
and ethically sourced coffee (Visit Sweden, 2023), offers a compelling
setting. Leading chains such as Espresso House, holding over 42% of the
market, and Wayne’s Coffee, with a 19% share (Bord Bia Irish Food
Board, 2019), have visibly embraced diverse CSR initiatives. For
instance, Espresso House emphasizes reducing its environmental
footprint (Espresso House, 2023), while Wayne’s Coffee promotes waste
reduction and plant-based options (Wayne's Coffee, n.d.). Despite these
efforts and the growing significance of CSR, less is understood about how
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specific CSR initiatives play a role in Swedish customers’ perceptions and
purchasing intentions.

This study, therefore, focuses specifically on the ethical and
philanthropic dimensions of CSR within Swedish coffee shops. By
examining how such initiatives are perceived and shape customer
intentions in this context, the research aims to provide insights into how
businesses can effectively communicate their sustainability efforts and
meet stakeholder expectations. The following sections will outline the
research design, data collection methods, and analysis techniques
employed to explore these issues.

Research Design

A qualitative case study approach was chosen to capture the nuanced
perceptions of customers on CSR initiatives in Swedish coffee shops. The
case study method provides an understanding of customer choices by
analysing company practices and customer perceptions. This approach
allows for an exploration of which strategies are implemented in coffee
shop businesses and how customers make sense of them. As discussed by
Cunliffe (2011), qualitative research is concerned with exploring and
understanding the complex and subjective nature of social reality. It
seeks to delve into the meanings that individuals ascribe to their
experiences, rather than focusing on objective measurement or
prediction. In the context of this research, a qualitative approach is
employed to gain a deeper understanding of how customers perceive and
make sense of CSR initiatives, recognizing that these perceptions are
shaped by individual values and social contexts.

This study follows a comparative case study design as defined by Yin
(2018), focusing on two cases, Espresso House and Wayne’s Coffee,
within the Swedish coffee shop industry. The case study strategy enables
an in-depth exploration of which CSR initiatives are implemented and
how they are perceived in real-world settings. The study integrates two
types of data: first, secondary data from CSR reports, websites, and social
media (organizational perspective), and second, primary data from a
qualitative questionnaire (customer perspective). This integration of
organisational and customer perspectives enhances the validity of the
findings by cross-verifying insights across different data sources.

The case study data primarily addresses RQ1 by identifying CSR
initiatives implemented and communicated by Swedish coffee shops. The
questionnaire data addresses RQ2 by capturing how customers perceive
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3.3

and respond to these initiatives. Together, these sources offer a
comprehensive understanding of the alignment between CSR practices
and customer values.

Secondary Data: Case Study

The study focuses on a selection of Swedish coffee chains recognized for
their CSR efforts, including Espresso House and Wayne’s Coffee. These
brands have publicly committed to sustainability practices such as fair-
trade sourcing, waste reduction, and environmental sustainability
programs. Data is gathered from company reports, websites,
sustainability statements, and industry publications to identify which
CSR initiatives are implemented and communicated to customers. (Visit
Sweden, 2023)

3.3.1 Data Collection

For this case study, secondary data is collected through companies’
websites, reports, and social media. The official CSR reports and
sustainability statements are analysed to understand the initiatives
implemented.

Table 1: Overview of Secondary Data Sources for Case Studies

Data Source
Type

Espresso House Wayne's Coffee

Official Websites Yes (Dedicated

“Sustainability” section)

Yes (Dedicated
“Sustainability” / “Ansvar”
section)

CSR/Sustainability | Yes (e.g., 2020, 2022, No specific, comprehensive

Reports 2023 annual reports) CSR reports found

Social Media Yes (Instagram, Yes (Instagram, Facebook,

Presence Facebook, TikTok, TikTok, LinkedIn)
LinkedIn)

News Yes (e.g., articles on Yes (e.g., articles on

Articles/Industry awards, partnerships) partnerships, campaigns)

Publications.

Transparency Act
Statements

Yes

Not explicitly found

Note. Data collected by author through a case study.
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3.3.2 Data Analysis

3.4

Thematic analysis was employed to identify key themes of initiatives
implemented by the two coffee chains. The data analysis process includes
the following steps:

1. Data Organization: All collected data from reports, websites, and
industry publications were compiled and structured for thematic
analysis.

2. Thematic Analysis: Key themes were identified and categorized
after reading all documents. Thematic analysis was applied to
identify recurring patterns and key narratives (Joffe, 2011).

3. Synthesis & Interpretation: The findings were synthesized to
provide insights into which CSR initiatives are implemented by
businesses.

For instance, when analysing company websites for CSR initiatives
related to waste reduction (addressing RQ1), statements such as
“incentives for reusable cups,” “replacing plastic straws with
biodegradable paper straws,” or “partnership with Too Good To Go” were
noted. These specific actions were then coded under the broader theme
of “Waste Management Initiatives.” By comparing the frequency and
detail of such initiatives described by Espresso House versus Wayne's
Coffee, a comparative synthesis was developed to identify common
approaches (e.g., both partner with food rescue apps) and distinct
strategies (e.g., Espresso House's specific target for reducing disposable
plastics by 50% by a certain year, as mentioned in their 2020 report).

This analysis supports RQ1 by establishing the CSR context in which
customer perceptions are later interpreted. This case study provides a
ground for the questionnaire to guide respondents through the main
initiatives that are discovered in these leading Swedish coffee shop
chains.

Primary Data: Questionnaire

This study employs then a qualitative survey research design, utilizing a
semi-structured questionnaire to investigate customer perceptions of
CSR initiatives in Swedish coffee shops. Jansen (2010) identifies the
qualitative survey as a distinct methodological approach that, while
sharing the data collection format of traditional surveys, diverges
significantly in its epistemological and analytical aims. Unlike
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quantitative surveys that seek to measure the distribution of
characteristics within a population through numerical data and statistical
analysis, this qualitative survey aims to map the diversity of perspectives
and experiences related to CSR initiatives in coffee shops in Sweden.

As Jansen (2010) articulates, this approach is particularly suited for
exploring the range of variations within a phenomenon, providing a rich
understanding of its constituent parts. The use of open-ended questions
in this questionnaire is central, enabling participants to articulate their
understandings of CSR in their own terms and from their own
knowledge. This method allows the research to move beyond a mere
description of prevalence, and instead, to offer a nuanced account of the
diverse ways in which customers perceive and experience CSR initiatives.

3.4.1 Data collection

To gather this primary data, the survey was distributed online, through a
Google Forms questionnaire, to a diverse sample of coffee shop
customers in Sweden. Participants were recruited through social media,
or in-person at coffee shops. The survey was targeted towards individuals
who are customers at Swedish coffee shop chains. This approach ensured
that a wide range of perspectives on CSR initiatives within the Swedish
coffee shop sector were captured. Following Bekele & Agoa (2022), the
sample size for qualitative research depends on multiple factors
including the study purpose, population characteristics, and research
design. Since this study involves a moderately heterogeneous group of
customers responding to open-ended questions, a sample size of a
minimum 30 to 50 participants is appropriate to reach thematic
saturation and uncover diverse customer perspectives, which aligns with
the goals of qualitative research (Bekele & Agoa, 2022). Between 50 to
100 respondents (Trana et al., 2016) ensures a diverse sample, and the
researcher was able to secure 54 answers, ensuring thematic saturation
and meaningful pattern recognition. The questionnaire is in English as
89% of the population master the English language and customers are
not only Swedes but also international people (Ploscaru, 2025). The
questionnaire focuses on:

e Awareness and perception of CSR initiatives in Swedish coffee
shops.

e The extent to which CSR efforts influence purchasing decisions.

e Preferences regarding specific CSR initiatives.
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3.4.2 Questionnaire Design

To enhance the reliability and validity of the research, the survey was
carefully designed using theory-informed questions (with themes derived
directly from the theoretical framework discussed earlier, namely
Stakeholder Theory, Legitimacy Theory, Theory of Planned Behaviour,
and Customer Perceived Value Theory) and a neutral, accessible
language to avoid leading or ambiguous phrasing. Open-ended questions
were included to allow participants to express their views freely, thereby
supporting the credibility and depth of the qualitative data. Anonymity
was maintained throughout the survey process, minimizing social
desirability bias and encouraging honest, reflective responses. Although
the study is context-specific to Swedish coffee shops, the insights may be
transferable to other cultural and market settings with similar
sustainability priorities, supporting the broader applicability of the
findings.

This study uses a combination of open-ended and multiple-choice
questions, both of which are analysed qualitatively. Multiple-choice
questions were included to guide participants in expressing their
preferences and to structure the responses in a way that supports
thematic grouping. Although typically associated with quantitative
analysis, in this context, multiple-choice data is used to identify patterns
and categories for further qualitative interpretation. Open-ended
questions complement this by allowing participants to elaborate on their
views in their own words, providing rich, descriptive insights into the
values and reasoning behind their choices (Polat, 2020). As Polat (2020)
highlights, open-ended formats are particularly effective for exploring
higher order thinking and capturing diverse perspectives. This mixed-
question format ensures both structured data for comparison and depth
of understanding, which is essential for addressing the research aim from
a qualitative perspective. Two Likert Scale questions were also used to
measure the intensity of specific attitudes towards CSR, ranging from
“Strongly Disagree” (1) to “Strongly Agree” (5) (Tanujaya et al., 2022).

Demographic Questions

To ensure a comprehensive analysis of customer responses to CSR
initiatives in Swedish coffee shops, the questionnaire includes
demographic questions on age and coffee shop visit frequency. Age
groups are used to examine generational differences in CSR perceptions
(Hervé & Mullet, 2009), while visit frequency provides insights into
customer engagement and CSR awareness. These age groups were chosen
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to represent various stages of adulthood and potential customer
behaviour patterns. The 18-24 group represents young adults, often
students, with potentially different spending habits and CSR awareness
compared to older groups. In the Swedish context, where the typical
retirement age is around 65, the 65+ group is particularly relevant for
understanding the perspectives of older customers on CSR in coffee
shops (Trading Economics, 2025). These demographic factors allow for
meaningful segmentation and deeper analysis of customer decision-
making regarding CSR.

Stakeholder Theory Questions

This theory by Freeman (2015) suggests that businesses must consider
the interests of all stakeholders, including customers. The following
open-ended questions aim to evaluate to what extent customers feel
coffee shops genuinely consider their ethical expectations, and whether
customers feel their feedback influences CSR initiatives.

e Do you believe coffee shops consider customer expectations
when designing CSR initiatives (i.e., ethical, social, and
environmental sustainability efforts)? And why?

e Can you recall a situation where a coffee shop was
implementing a CSR effort that aligns with your values? Can
you describe it?

Legitimacy Theory Questions

Companies must align their actions with societal expectations to gain
legitimacy (Suchman, 1995). These multiple-choice and open-ended
questions assess whether customers perceive CSR initiatives as
authentic, or marketing driven. It aims to evaluate the level of trust
customers have in coffee shops’ sustainability claims. One question
directly referenced a widely recognized claim by a major market player,
Espresso House, regarding its ethically sourced coffee. This was not
intended to evaluate Espresso House per se, but rather to use a concrete,
relatable example to explore how customers react to such industry
statements and their general trust in CSR efforts.

o Espresso House states that “all their coffee beans are ethically
sourced”. Does this type of claim influence your trust in coffee
shop CSR efforts?
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e Have you ever encountered CSR claims from a coffee shop that
you did not trust? Can you describe it?

Theory of Planned Behaviour Questions

Customer behaviour is shaped by attitudes, subjective norms, and
perceived behavioural control (Ajzen, 1991). The Likert scale statements
that follow aim to know whether social norms (e.g., peer influence)
encourage CSR-based coffee shop choices, and whether customers intend
to act on their CSR preferences.

e You feel social pressure (from friends, social media, etc.) to
choose coffee shops with strong CSR commitments.

e When I know a coffee shop applies strong CSR efforts, it pushes
me to choose it over another shop.

Customer Perceived Value Theory Questions

Customers balance cost vs. ethical value when making decisions
(Zeithaml, 1988). This multiple-choice question aims to assess whether
customers see CSR as a value-added benefit and if they are willing to pay
more for sustainable coffee.

e Considering both your willingness and ability to pay, how much
extra are you willing to pay for a regular cup of coffee from a shop
with strong CSR commitments?

Case study findings on Swedish Coffee shops initiatives
(Espresso House and Waynes Coffee) Question

Based on the findings from the case study, several initiatives have been
discovered to be implemented by Espresso House and Wayne’s Coffee.
This multiple-choice question aims to know which of these initiatives are
most valued by customers.

e Which CSR initiative align with your values as a customer?

3.4.3 Data Analysis

The data collected through the open-ended, multiple-choice and Likert
scale survey questions was analysed thematically. The responses were
first exported into a spreadsheet from Google Forms, where initial
analysis was supported by the platform’s built-in graphing tools to
identify trends and frequency of responses. The textual data was then
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3.5

reviewed to identify recurring patterns, sentiments, and expressions. The
author developed a set of descriptive and interpretive codes to summarize
meaningful elements in the data. These inductive codes captured
recurring concepts such as awareness (AWN), environmental concern
(ENV), ethical sourcing (ETH), scepticism (SKEP), employee-related
concerns (EMP), and greenwashing or lack of evidence (PROOF). The
codes were assigned manually on an Excel sheet and iteratively, allowing
for refinement as new patterns emerged. Open coding was applied, where
no pre-set categories limited the discovery of codes. After generating the
initial codes, the author grouped them into higher-order categories based
on conceptual similarity and frequency. For instance, codes like SKEP,
PROOF, and BIG (scepticism toward large corporations) were merged
under the broader conceptual category of “CSR Scepticism.” Similarly,
codes related to awareness and engagement were grouped under
“Customer Awareness.” This stage allowed for reduction of data
complexity while preserving the richness of responses. Key themes were
developed to uncover recurring patterns, contradictions, and central
narratives that add depth to the survey findings. Themes were derived
from clusters of frequently occurring codes, as shown in the codebook
Table 2. Throughout this process, rigor was maintained by adhering to
the principles of reflexivity, ensuring that the researcher's own biases and
assumptions do not improperly influence the interpretation of the
findings. The coding process was conducted manually in Excel to
maintain direct engagement with the data. (Joffe, 2011)

This data primarily addresses RQ2, offering insight into customer
values and behavioural influences.

Limitations and Acknowledgments

3.5.1 Sample Bias and Limitations

The study’s data collection relies on a questionnaire distributed online to
coffee shop customers, which may result in a sample bias. Younger
customers, who are typically more active on social media and potentially
more engaged in sustainability discussions, may be overrepresented in
the responses (Sheikh, 2025). This could bias the findings toward a more
sustainability-conscious perspective, potentially overlooking the views of
older or less engaged customers who may have different CSR priorities.
Furthermore, as with any voluntary survey, respondents interested in
CSR might be more likely to participate, leading to a self-selection bias.
Future research should aim for a more diverse sample to improve
representativeness.
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A limitation of this study is that while it examines CSR initiatives of
Espresso House and Wayne’s Coffee, customer perceptions and
intentions were gathered from a sample of general Swedish coffee shop
consumers rather than exclusively from confirmed customers of these
two chains. Consequently, the findings reflect broader customer attitudes
towards the types of CSR initiatives discussed and may not precisely
represent the views of Espresso House or Wayne’s Coffee’s dedicated
customer base. Future research could specifically target customers of
these chains to gain more direct insights into the impact of their
particular CSR programs on their own clientele and to assess the
efficiency of these programs.

3.5.2 Self-Reported Data Limitations

The study relies on self-reported data, which can introduce potential
biases in participant responses. Customers may overstate their ethical
concerns or willingness to pay for sustainable products due to social
desirability bias, where respondents provide answers, they believe are
more socially acceptable rather than reflecting their true attitudes or
behaviours (Podsakoff et al., 2003). This attitude-behaviour gap is a well-
documented issue in CSR research (Bray et al., 2011; Terlau & Hirsch,
2015), where expressed values do not always translate into actual
purchasing behaviour. To mitigate this, future studies could incorporate
observational or behavioural data, such as purchase records or
experimental studies, to validate self-reported responses.

3.5.3 Use of Al tools

This study was written by the author using, when needed, AI tools such
as Gemini and Grammarly, to generate ideas for the researched topic and
improvement of the tone and grammar. In the ideation phase, this
involved exploring broad themes within CSR and customer behaviour,
seeing what existing connections AI might highlight from its training
data, or looking for different angles to approach the topic. For instance, I
have prompted general inquiries like “key challenges in CSR for food
retail” or “ethical consumerism in Sweden” to get a broad overview of
potential areas of interest. The Al served as an initial brainstorming
assistant.



4 Findings

4.1

This section presents a case study of two leading Swedish coffee chains,
Espresso House and Wayne’s Coffee, to examine their Corporate Social
Responsibility strategies. Drawing on data from company websites,
social media, CSR reports, and other public sources, the results of the
questionnaire then provide insight into customer expectations and
consumption intentions.

Case Study of Swedish Coffee Shops: Espresso
House and Wayne's Coffee

As stated earlier, Corporate Social Responsibility has evolved from a
peripheral concern to a central view of business operations, particularly
within the food and beverage industry. The coffee shop sector, a
significant part of this industry, faces scrutiny from customers who are
more informed and demanding regarding the ethical and environmental
impacts of their purchases. This intensified awareness drives a growing
expectation for coffee shop chains to adopt and actively communicate
sustainable and responsible practices. Sweden, a nation with a strong
reputation for environmental consciousness and a deeply ingrained
coffee culture embodied by the tradition of “fika,” provides a compelling
context for examining CSR initiatives within this sector (Business
Sweden, 2023; Visit Sweden, 2023) This case study aims to analyse the
CSR activities of two of Sweden's prominent coffee shop chains: Espresso
House and Wayne's Coffee. The research aims to provide insights into the
approaches they have adopted to address the evolving expectations of
their stakeholders. The research is based on an examination of
information available on the companies’ official websites, their presence
on various social media platforms, publicly available CSR or
sustainability reports, and online articles. This case study is organized
into themes that were noticed by the researcher through the reading and
organizing process.

Espresso House

Established in 1996 in Lund, Sweden, by Charles and Elisabet Asker,
Espresso House has grown from a single coffee shop into the “leading
premium coffee shop brand in the Nordic region”. Its expansive network
now encompasses approximately five hundred locations across Sweden,
Norway, Finland, Denmark, and Germany. This significant scale of
operations across multiple Nordic countries suggests that the company's
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business practices, have a considerable reach, making their approach to
CSR particularly relevant in the regional context. As Espresso House
evolved from its humble beginnings to become a dominant player in the
Nordic coffee market, its operational footprint and influence have
expanded considerably. The company is now part of JAB Holding BV, a
global customer goods and investment firm. This affiliation with a large
international holding company indicates that Espresso House’s CSR
strategy might be shaped by broader group-level sustainability objectives
and reporting frameworks, potentially aligning their initiatives with
internationally recognized standards and best practices. Furthermore,
unlike some competitors in the coffee shop sector, most Espresso House
locations are corporate owned. This centralized ownership model
provides the company with a greater degree of control and consistency in
implementing and monitoring CSR policies across its entire network,
potentially leading to more uniform and effective impact compared to
franchise systems where adherence to standards can vary among
independently operated units. Espresso House’s stated mission is to
serve an experience that exceeds guest expectations, with a vision to
showcase a world-class coffee experience to its customers. While these
statements do not explicitly mention CSR, the increasing customer
understanding that a premium and world-class experience often includes
ethical and sustainable practices suggests that these principles may
indirectly influence the company’s commitment to responsible
operations. (Espresso House, n.d.)

Wayne’s Coffee

Wayne’s Coffee, founded in 1994 in Stockholm, Sweden, by four friends:
Anders, Lena, Marika, and Margareta, holds the distinction of being
Sweden's first coffee shop chain. As a pioneer in the Swedish coffee shop
market, Wayne’s Coffee has played a formative role in shaping industry
norms and customer expectations, including the early consideration of
sustainability issues within the sector. While its current presence of
nearly a hundred and fifty locations across eight countries is smaller than
that of Espresso House, its international reach necessitates a coherent
CSR strategy capable of adapting to diverse regulatory and cultural
landscapes, potentially leading to a more globally sensitive approach to
sustainability challenges. Inspired by the flourishing coffee shop culture
in the United States, Wayne's Coffee uniquely blended this influence with
the Swedish tradition of “fika”. Given the cultural significance of “fika” as
a social ritual centred around connection and well-being, Wayne’s
Coffee’s CSR initiatives might place a particular emphasis on community
engagement and fostering a positive social atmosphere within their cafes,
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alongside their environmental efforts. Since 1997, Wayne’s Coffee has
operated primarily on a franchise basis. This franchise model presents
both opportunities and challenges for implementing CSR initiatives,
requiring a robust framework from the franchisor to ensure consistent
adoption of sustainable practices across all independently owned and
operated locations. In 2018, Wayne’s Coffee was acquired by Tank &
Rast, a German motorway services company. Similar to the impact of JAB
Holding on Espresso House, this acquisition suggests that Wayne’s
Coffee’s CSR strategy may be influenced by the parent company’s broader
sustainability agenda and reporting requirements, potentially aligning
their initiatives with established international standards within the
hospitality and service sector. (Waynes Coffee, n.d.; Waynes Coffee,
2021)

4.1.1 Identified CSR Initiatives

Coffee Sourcing

Espresso House reported that in 2023, 100% of their coffee was verified
by Enveritas, an independent organization, ensuring ethical sourcing
from smallholder farmers with whom they maintain long-term
relationships. This focus on enduring partnerships with small-scale
producers suggests a commitment to fostering resilient and sustainable
supply chains that directly benefit the farmers. The company primarily
sources specialty-grade coffee from South and Central America, while
also featuring beans from Africa or Asia as seasonal offerings. Their
sustainability report further indicates that their green coffee buyer, Jonas
Hult, conducts regular visits to several of the farms they source from each
year. This direct engagement allows Espresso House to gain firsthand
insights into the conditions at the farms and to cultivate stronger
relationships with their suppliers. Their 2020 Sustainability Report
detailed a comprehensive coffee sourcing program that included farm
visits, self-assessments, and third-party assessments conducted by
Enveritas, demonstrating a structured and ongoing commitment to
responsible sourcing practices. (Espresso House Group, 2020; Espresso
House, 2023)

Wayne's Coffee sources all their coffee from plantations that hold
both organic and Rainforest Alliance certifications. This reliance on
certified coffee ensures a baseline level of adherence to environmental
and social standards in coffee production. Within Sweden, their coffee is
also KRAV-certified, a Swedish certification that emphasizes organic
farming and high environmental standards. Wayne's Coffee was also an
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early adopter of organic and ethically sourced coffee, highlighting a long-
term commitment to these values. (Waynes Coffee, n.d.; Burrows, 2023)

Waste Management

Espresso House has committed to setting emission reduction targets in
line with the Science Based Target Initiative (SBTi) by 2024,
demonstrating a commitment to addressing climate change based on
scientific rigor. In 2023, their sustainability efforts included initiatives
focused on reducing production scrap and decreasing the use of single-
use plastic in both cups and food containers. Their 2020 Sustainability
Report outlined an aim to reduce the use of disposable plastics by 50%,
and they have already taken concrete steps such as replacing plastic
straws with biodegradable paper straws and plastic cutlery with FSC-
certified wood. They have also introduced new craft paper boxes for their
baked goods. To further reduce waste, Espresso House incentivizes
customers to use reusable cups by offering rewards through their mobile
application and providing discounts. The company is also working
towards a long-term goal of implementing food waste management in
100% of their coffee shops, including the separation of biowaste. A
significant aspect of their waste management strategy is their partnership
with food rescue applications like Too Good To Go and ResQClub across
their operating countries, which resulted in rescuing the equivalent of 491
tons of CO2 emissions worth of food in 2020. Their efforts in this area
were recognized in 2021 when Espresso House Sweden received the
“Food savers of the year” award. More recently, they have begun phasing
out the use of plastic cups in favour of reusable glass cups for in-store
consumption and paper cups for takeaway orders. In 2022, they
continued mapping their carbon footprint and made a commitment to set
climate goals in line with the Science Based Target Initiative (SBTi).
(Espresso House Group, 2020; Espresso House, 2023; Espresso House
Group, 2022)

Wayne’s Coffee actively works to reduce plastic consumption across
its operations. They have replaced all plastic in their disposable materials
with 100% fossil-free alternatives, such as straws made from sugar cane
and cups made from corn starch. The company also actively strives to
reduce food waste and composts organic products generated in their
cafes. Like Espresso House, Wayne’s Coffee has partnered with Karma
since 2017 to offer unsold food at a discounted price, resulting in over
24,000 kilos of food being saved by the end of 2023. They have also
developed a fully grass-based takeaway cup that is biodegradable and
requires less energy to produce. Additionally, Wayne’s Coffee sorts its
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waste at the source and is committed to reducing energy consumption in
their coffee shops. (Waynes Coffee, n.d.)

Other Environmental Efforts

Since 2017, Espresso House has been equipping all new coffee shops with
LED lighting to reduce energy consumption. They also prioritize
purchasing furniture and fixtures from local or European suppliers to
minimize transportation distances and the associated carbon emissions.
Additionally, Espresso House practices a circular economy approach by
reusing and restoring furniture from refurbished or closed coffee shops.
In Sweden, Espresso House has joined the network for clean oceans (Hall
Havet Rent), demonstrating their engagement with broader
environmental issues beyond their direct operations. Espresso House
aims to reduce fossil-based virgin plastic in guest packaging materials to
50 percent by 2025 (Espresso House Group, 2020)

Wayne's Coffee emphasizes the importance of making conscious
choices that benefit both people and the planet, reflecting a holistic view
of sustainability. They exclusively use KRAV-certified milk from farms,
extending their commitment to organic and sustainable sourcing to their
dairy products. (Waynes Coffee, n.d.)

Ethical Sourcing and Animal Welfare

As previously mentioned, Espresso House ensures ethical sourcing of
their coffee through 100% verification by Enveritas. They have also made
significant strides in animal welfare, achieving their goal of 100% cage-
free whole eggs by the end of 2022 and aiming for all egg ingredients to
be cage-free by 2025. Espresso House also endorses the European
Chicken Commitment (ECC), signifying their commitment to higher
welfare standards for chickens. In 2025, their new global animal welfare
policy was praised by the Lever Foundation for establishing rigorous
standards across their meat, poultry, and seafood supply chains. This
comprehensive policy includes mandates for humane mechanical or
electrical stunning of seafood, improved aquaculture standards,
prohibition of certain fishing practices known for bycatch or welfare
issues, elimination of farrowing crates for pork, and the provision of
environmental enrichment for pigs. (Espresso House Group, 2022)

Wayne’s Coffee’s commitment to ethical sourcing is evident in their
use of Rainforest Alliance certified coffee, which addresses both
environmental and social aspects of coffee farming. As an early adopter
of ethical coffee sourcing, they have a long-standing commitment to

28



responsible practices. Their exclusive use of KRAV-certified milk also
reflects their consideration of animal welfare standards in their dairy
supply chain. (Waynes Coffee, n.d.)

Employee Welfare

Espresso House demonstrated its commitment to employee welfare by
investing 31 million SEK in salary increases for 2023. They are a
significant employer of young people, often providing their first work
experience, highlighting their responsibility to offer a supportive and
developmental environment. Espresso House emphasizes creating a safe
and welcoming space where all employees feel at home and are
committed to helping their people grow and succeed through training
and support. They also uphold the principle of equal rights and
opportunities for all employees, regardless of their background. Their
2020 Sustainability Report highlighted the introduction of new and
enhanced digital training programs, leadership development initiatives,
and improvements to employee rest and break areas. In 2022, they
emphasized being an inclusive, safe, warm, and welcoming workplace
and focused on employee growth through the Espresso House Academy.
(Espresso House Group, 2022)

This research has not found material containing specific information
regarding employee welfare initiatives at Wayne’s Coffee. None of the
documentation analysed provided information on employees.

Community Engagement

Espresso House's community engagement efforts in 2023 included
providing meaningful “fika” moments for their guests and local
communities. In 2020, they donated approximately 500,000 SEK to
various causes, including children's charities and the Danish Red Cross.
Local Espresso House shops also undertook initiatives to support
healthcare workers and donate surplus food in 2020. Furthermore, they
have established the “CupTogether” initiative aimed at combating
loneliness and fostering connections among people. In 2022, the
“CupTogether” initiative continued for the second year, donating
proceeds to local associations fighting loneliness. Together with their
guests, they donated over 1 million SEK to important social causes in
2022. In 2023, this initiative continued, raising approximately 1.3 million
SEK for social causes. (Espresso House Group, 2022; Espresso House
Group 2023)
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Wayne’s Coffee actively engages with the community through
various initiatives. News reports indicate that they collected 329,931 SEK
for the mental health organization Mind. Additionally, Wayne’s Coffee
cooperates with the Pink Ribbon campaign to support breast cancer
research. (Waynes Coffee, n.d.)

4.1.2 CSR Communication and Transparency

Website Review

2

Espresso House features a dedicated “Sustainability” section on their
website, clearly signalling the importance of this area to their brand. This
section provides information on their ethical sourcing practices,
environmental footprint, and animal welfare commitments. They also list
a “Sustainability Report” in the footer under the “Legal” section,
indicating a formal commitment to disclosing their sustainability
performance. The latest report available is the Sustainability Report for
2023. Additionally, Espresso House has a Transparency Act statement
available on their website, demonstrating compliance with relevant
regulations regarding human rights and working conditions in their
supply chain. (Espresso House, 2023)

Wayne’s Coffee also has a “Sustainability” section accessible under
the “About us” section of their website. This section details their
initiatives related to organic and Rainforest Alliance certified coffee,
efforts to reduce plastic consumption, food waste minimization
programs, and the availability of plant-based alternatives. On their
Swedish website, they also have a section titled “Ansvar” (Responsibility)
under “Om Waynes” (About Waynes), suggesting a broader
consideration of responsibility beyond just environmental aspects.
However, unlike Espresso House, they do not explicitly mention a
dedicated CSR or sustainability report published by Wayne's Coffee.
(Waynes, n.d.)

Social Media Analysis

Social media platforms are significant channels for companies to
communicate their CSR initiatives and for customers to gather
information and share experiences (Stephen, 2016). This analysis
examined the social media presence of Espresso House and Wayne’s
Coffee to assess their CSR communication strategies on these platforms.
The article by Stephen (2016) indicates that online Word of Mouth and
reviews, often found on social media, heavily influence customer
behaviour. (Stephen, 2016)
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Espresso House maintains an active presence on multiple social
media platforms. They have an official Instagram page @espressohouse;
Facebook page @EspressoHouseSwedenAB and they have a TikTok
presence @officialespressohouse. They also have a presence on LinkedIn
@ZEspressoHouseGroup. Their social media serves as a platform to
communicate their brand values and highlight their CSR initiatives
through engaging content. Notably, their TikTok presence includes
mentions of their partnership with Too Good To Go, indicating their use
of the platform to promote their food waste reduction efforts.

Wayne’s Coffee’s official Instagram page is @waynescoffee, and their
official Facebook page is @WaynesCoffee. They also have a LinkedIn
presence @WaynesCoffeeJordan, and a Tik-Tok account @waynescoffee.
Similar to Espresso House, these platforms serve as channels for brand
communication, including updates on their sustainability initiatives and
community engagements, such as their support for Mind and
collaboration with Too Good To Go.

4.1.3 Case Study Synopsis and Comparative Table

Espresso House and Wayne’s Coffee both demonstrate a commitment to
Corporate Social Responsibility, though with some differences in their
focus and approach. Espresso House, as the larger chain, has
implemented a wide range of initiatives across environmental, ethical,
and social domains, with a strong emphasis on ethical sourcing verified
by a third party and a recently enhanced comprehensive animal welfare
policy. They also show a commitment to waste reduction and have
actively engaged in community support. Their communication of CSR
initiatives is robust, with a dedicated website section and mentions of
sustainability reports.

Wayne’s Coffee, as the pioneer in the Swedish market, has a long-
standing commitment to organic and certified coffee. They have also
made notable efforts in reducing plastic waste by adopting fossil-free
alternatives and have actively worked to minimize food waste through
composting and partnerships with food rescue apps. Their community
engagement is evident through their support of mental health and cancer
research organizations. While they have a sustainability section on their
website, the lack of a readily apparent comprehensive CSR or
sustainability report suggests a potential area for improvement in
transparency.
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The table below aims to summarize the prevalent CSR initiatives in
Espresso House and Wayne’s Coffee in Sweden.

Table 2: Comparative Table of CSR Initiatives in Espresso House and Wayne’s Coffee in

Sweden

Category

Espresso House

Wayne’s Coffee

Environmental Sustainability

100% verified ethical sourcing
(Enveritas); Specialty-grade

Organic and Rainforest
Alliance certified

50% reduction in fossil-based
virgin plastic by 2025.

Coffee coffee from South/Central coffee; KRAV-certified
Sourcing America, Africa, Asia; Direct in Sweden; Early
farm visits; Comprehensive adopter of ethical
sourcing program. coffee.
Emlsglon reduc.tlon. targets 100% fossil-free
(SBTi); Reduction in single-use ) -
L disposable materials;
plastic; Biodegradable o
] Composting; Food
straws/wooden cutlery; Reusable .
. . waste reduction
Waste cup incentives; Food waste o
) (Karma partnership);
Management management (biowaste .

L Biodegradable
separation); Food rescue app takeaway cups: Source
partnerships (Too Good To Go, waste so};tinp' iEner
ResQClub); Phase-out of plastic ne; gy

consumption reduction.
cups.
LED lighting; Local/European
suppliers; Furniture reuse; Hall KRAV-certified milk;
Other Havet Rent network (Sweden); Holistic sustainability

view.

Ethical and Social Responsibility

100% verified ethical coffee;

Equal rights/opportunities,
Espresso House Academy.

Ethlcql 100% cage-free eggs (2022); Rainforest Alliance
Sourcing and 6 . . . fo:
Animal Cage-free egg ingredients goal certified coffee;

(2025); European Chicken KRAV-certified milk.
Welfare .

Commitment.

Salary increases; Young

employee focus; Safe/welcoming
Employee environment; No specific information
Welfare Training/development programs; found in this document.
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4.2

“Fika” moments; Donations to

Communit charities; Support for healthcare Mental health support
Enea emel)llt workers; Food donations; (Mind donations); Pink
a8 “CupTogether” initiative Ribbon campaign.

(combating loneliness).

CSR Communication and Transparency

“Sustainability” section
Website Dedicated “Sustainability” ( About us”); . Ansvar
Review section; Sustainability Reports section (Swedish
’ ' website). No readily
available CSR reports.
Social Media Active presence on Instagram, Active presence on
Analysis Facebook, TikTok, LinkedIn Instagram, Facebook,
’ ’ ’ Tik-Tok, LinkedIn.

Note. Data collected by author through a case study.

Customer Perception on CSR Initiatives

This chapter presents the findings of the 54 questionnaire responses (see
Appendix B). The goal is to understand how CSR initiatives are perceived
and valued by customers, and how they influence purchasing intentions
in Swedish coffee shops. Thematic analysis of the open-ended responses
yielded five dominant themes regarding participants’ perceptions and
experiences of corporate social responsibility in coffee shops. These
themes were generated through an inductive coding process (see Table 3)
and reflect the most prevalent patterns in the data: (1) Awareness from
Frequent and Younger Customers, (2) Scepticism Toward CSR
Communication, (3) Low Perceived Social Pressure, (4) Engaged
Consumption Decisions, (5) Importance of Waste Reduction, (6) Ethical
Sourcing and Business Ethics. Each theme is presented below, supported
by illustrative quotes from participants. The original spreadsheet of
answers and codes can be handed on demand by the author.
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Table 3: Codebook of the questionnaire responses.

Code [l Code Themel Definition -] Main Theme ~
AWN Awareness Mentions of consumer awareness or understanding of CSR initiatives. Awareness from Frequent and Younger Customers
SKEP Scepticism Expressions of doubt or mistrust toward CSR claims or motives. Scepticism Toward CSR Communication
ENV Environment References to environmental issues. Importance of Waste Reduction
ECO Economical Comments on affordability or cost-effectiveness of CSR efforts. Engaged Consumption Decisions
ETH Ethical Mentions of fair trade, ethical sourcing, or social responsibility. Ethical Sourcing and Business Ethics
EMP Employment Concerns about working conditions or staff treatment. Ethical Sourcing and Business Ethics
COM Communication |Co on CSR branding, ing, and its authenticity. Scepticism Toward CSR Communication
PROOF Proofs Criticism of vague or unverified CSR claims. Scepticism Toward CSR Communication
BIG Big company Mistrust toward large corporations, especially multinational brands. Scepticism Toward CSR Communication
QUAL Quality Claims that CSR efforts affect or compromise product quality. Engaged Consumption Decisions
MIS Mismatch Perceived mismatch between CSR claims and actions or experience. Scepticism Toward CSR Communication
NOEXP Not experienced |Participant didn’t recall or hasn’t noticed CSR claims. Low Perceived Social Pressure
TRUST Trust Statements indicating implicit trust in CSR claims or companies. Low Perceived Social Pressure
ACT Actions Desire for real, visible action (not just words or greenwashing). Importance of Waste Reduction

Note. Data gathered on Excel by author through the questionnaire responses.

4.2.1 Awareness from Frequent and Younger Customers

This theme emerged from codes such as AWN (Awareness), EMP
(Employment), and QUAL (Quality), which were often associated with
younger respondents or frequent visitors who showed higher levels of
CSR knowledge and attentiveness. These participants were more likely to
express opinions on ethical sourcing, waste reduction, and greenwashing.
Their answers reflected a greater sensitivity to CSR practices, indicating
a demographic trend toward conscious consumption.

The demographic profile of the respondents, crucial for
understanding this theme, is detailed in Figure 3. The majority of
respondents were aged 18 to 24 and 25 to 34, indicating a strong
representation of young adults. This is significant given that these age
groups are typically more engaged with sustainability and CSR issues
(Hervé & Mullet, 20009).

Figure 3: Graph on age groups of respondents.

What is your age group?

54 responses

® 18-24
@ 25-34
35-44
‘ @ 4554
e @ 55-64

29.6% . 65+

Note. Data collected by author with Google Forms.
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Visit Frequency

Among the 26 respondents who reported visiting coffee shops frequently
(at least once per week), 17 provided longer and more detailed qualitative
answers. These responses often included specific examples of CSR
initiatives, mention of multiple CSR types, and critical commentary on
authenticity. The richer, more nuanced perspectives of frequent visitors
were evident in their detailed qualitative answers. For instance,
Participant P32 offered a sophisticated reflection on the interdependent
relationship between customers support of initiatives and sustained
corporate CSR efforts, stating:

“Lots of coffee shops are going green, showing people really care about the
environment. It's a good cycle, you know? When we back businesses that are eco-
friendly, they keep doing it. But if people stop caring, those cafes might not bother
anymore. So, keeping up our support is key to making it last.” [P32]

In contrast, the responses from infrequent visitors often indicated a lower
level of prior engagement with CSR topics in this context. Participant
P24, for example, candidly expressed a lack of previous conscious
thought on the matter, highlighting a potential difference in engagement
linked to visit frequency:

“T haven't been consciously aware during earlier visits. I'll try to think about this next
timeIgo.” [P24]

Age Group

Younger respondents (18-24) often highlighted values alignment,
willingness to support ethical brands, and CSR as part of their identity:

“Coffee shops have a great opportunity to be responsible about their operations.”

[P3]

Middle-aged participants (25-44) were more focused on customer
scepticism, value-for-money, and authenticity:

“Many shops claim themselves eco-friendly when there is no detail or any proof. I
only trust certifications.” [P22]

Older participants (45-64+) emphasized greenwashing concerns and a
desire for honesty:

“I tend to not trust the claims of larger coffee shops chains.” [P43]

These answers suggest that regular exposure to coffee shops may
correlate with increased concern and knowledge about CSR initiatives.
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4.2.2 Scepticism Toward CSR Communication

The theme of scepticism was built from recurrent codes like SKEP
(Scepticism), PROOF (Lack of Evidence), BIG (Distrust of Large
Corporations), and MIS (Mismatched Claims). Many respondents
expressed distrust toward vague or unverifiable claims, particularly from
major brands like Starbucks. The frequency of these codes reflects a
pattern of doubt around CSR messaging, especially when transparency is
lacking or perceived as marketing rhetoric. This prevalent scepticism is
underscored by responses to specific trust-related questions, as depicted
in Figure 4. When presented with Espresso House’s claim that “all their
coffee beans are ethically sourced”, Figure 4 reveals a notable division:
while 38.9% (21 respondents) indicated such a claim positively influences
their trust, a full 50% (27 respondents) stated their trust “Depends on the
claim”, with an additional 20.4% (11 respondents) stating “No”, it doesn’t
influence their trust. This data clearly illustrates that corporate claims are
not accepted at face value.

Figure 4: Graph on the influence of CSR claims.

Espresso House states that "all their coffee beans are ethically sourced”. Does this type of claim

influence your trust in coffee shop CSR efforts?
54 responses

Yes

21(38.9%)

11 (20.4%)

27 (50%)

0 10 20 30

Note. Data collected by author with Google Forms.

Several respondents questioned the -credibility, motives, and
transparency behind such initiatives, with frequent references to
greenwashing and marketing-oriented strategies. Comments further
illuminated the roots of this scepticism, often pointing to doubts about
underlying corporate motives. Some, like participant P19, perceived CSR
claims as potential mechanisms for price increases, a superficial
marketing tool, rather than genuine ethical commitments:

“I think often times, a CSR effort might be a way of imposing a premium or upcharge
on the customer, rather than actually caring about the wellbeing of their vendors
etc.” [P19]
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Others directly linked their distrust to a lack of concrete information or
external verification. Participant P2 highlighted the issue of
greenwashing and the need for actions over rhetoric:

“They should avoid greenwashing. I think everyone is trying to push their
sustainable efforts so much that sometimes it’s only ‘words’ rather than actions.” [P2]

The call for external validation was a recurring point, with participant
P22 emphasizing reliance on certifications to overcome scepticism:

“Many shops claim themselves eco-friendly when there is no detail or any proof. I
only trust certifications.” [P22]

The difficulty in verifying corporate statements was voiced by participant
P21, who desired transparency but acknowledged the challenge in
confirming the truthfulness of claims:

“I think they try to be more transparent and ethical, but we don’t always know the
outcome of what they state - if it is true or not.” [P21]

Particular scepticism was directed toward major coffee shop chains.
Participant P19 critiqued a large corporation’s waste reduction claim,
suspecting it was a cost-reduction strategy masked as CSR:

“I generally tend to be cautious of big corporations' CSR claims. Starbucks claim to
work with waste reduction by increasing the amount of recycled paper in their cups,
which I don't believe is primarily a sustainability effort, but rather a cost reduction.”

[P19]

A general distrust of large companies and their advertising was expressed
by participant P23, who linked it to a lack of explanation and
transparency:

“I do not trust big companies, like Starbucks for example. I think that it could be false
advertisement, and without any explaining and transparency I don't trust it fully”
[P23]

Similarly, participant P12 viewed an initiative by Starbucks involving
reusable cups as a marketing plan rather than a genuine sustainable
effort:

“Introduction of reusable cups in Starbucks that can be purchased from them (felt
more like a marketing strategy rather than sustainable effort).” [P12]

4.2.3 Low Perceived Social Pressure

Codes like NOEXP (Not experienced) and AWN (Awareness) contributed
to this theme. Some participants explicitly stated that CSR was not a
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factor in their coffee shop choices, or that they had never questioned CSR
claims. This indicates that, for a segment of customers, social norms
around sustainability are weak or underdeveloped, and CSR initiatives
have not significantly influenced their behaviour.

Most respondents reported minimal external social influence when
making decisions related to CSR in coffee shops. Instead, choices were
driven by individual values, financial considerations, or convenience.
Across different demographic groups, participants rarely mentioned peer
pressure, media influence, or broader social trends as motivating factors.
The minimal role of external social influence is strikingly evident in the
responses summarized in Figure 5. This graph, illustrating reactions to
the statement “I feel social pressure (from friends, social media, etc.) to
choose coffee shops with strong CSR commitments,” shows a clear
majority disagreeing. Specifically, 38.9% (21 respondents) selected “1”
(Strongly disagree) and 29.6% (16 respondents) selected “2”, indicating
that direct social pressure is not a primary driver for CSR-related choices
in this context. That shows respondents don’t feel like their environment
is pushing them to take actions on CSR.

Figure 5: Graph on social pressure and customer behaviour.

| feel social pressure (from friends, social media, etc.) to choose coffee shops with strong CSR

commitments.
54 responses

30

20
16 (29.6%)
1o 10 (18.5%)
W 0 (0%)
0
1 2 3 4 5

Note. Data collected by author with Google Forms.

4.2.4 Engaged Consumption Decisions

This theme is grounded in codes such as ENV (Environmental
Responsibility), EMP (Employee Concerns), and ETH (Ethical Sourcing).
Participants who demonstrated critical thinking about CSR efforts and
made deliberate choices based on ethical or environmental
considerations fall into this category. Their engagement points to a
growing segment of value-driven customers.
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Figure 6: Graph on CSR efforts influence on customer behaviour.

When | know a coffee shop applies strong CSR efforts, it pushes me to choose it over another shop.

54 responses
30

25 (46.3%)
20

12 (22.2%)

10

10 (18.5%)
0 I

1 2 3

Note. Data collected by author with Google Forms.

Despite low social pressure, a strong internal motivation to act on
CSR knowledge was apparent, as illustrated in Figure 6. This figure
presents responses to the statement, “When I know a coffee shop applies
strong CSR efforts, it pushes me to choose it over another shop.” A clear
majority approved, with 46.3% (25 respondents) agreeing (rating 4) and
22.2% (12 respondents) strongly agreeing (rating 5), highlighting the
direct influence of perceived CSR efforts on choice. Participants actively
engage with CSR information and allow it to influence their purchasing
decisions. Participant P3 articulated an enhanced sensory and emotional
experience linked to ethical consumption:

“Knowing my coffee comes from Fair Trade and certified sustainable companies
makes it taste so much better!” [P3]

The emotional benefit of supporting businesses perceived as ethical was
also evident in the comments of participant P41, who felt good about
spending money in establishments that supported -charities or
community events:

“I'm pretty sure I've been to a fair few coffee shops that have supported charities and
sponsored community events which made me feel good about spending my money
there.” [P41]
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Figure 7: Graph on the willingness to pay for CSR commitments.

Considering both your willingness and ability to pay, how much extra are you willing to pay for a

regular cup of coffee from a shop with strong CSR commitments?
54 responses

@ Less than 5 SEK extra

@ More than 5 SEK extra
It depends on the specific initiative

@ It depends on my financial situation at
the time

@ | would not be willing or able to pay
extra

Note. Data collected by author with Google Forms.

The willingness of consumers to financially support CSR
commitments is detailed in Figure 7. When asked “how much extra are
you willing to pay for a regular cup of coffee from a shop with strong CSR
commitments?”, the responses show a nuanced picture: while 5.6%
indicated they would not pay extra, a notable 27.8% were willing to pay
“more than 5 SEK extra”, and an equal 27.8% stated it “depends on my
financial situation at the time”. Furthermore, 37% indicated their
willingness depends on the specific initiative, suggesting a conditional
but present financial commitment. One participant noted, “Waste
reduction and ethical sourcing are worth paying for.”

4.2.5 Importance of Waste Reduction

A significant number of responses included codes like ENV
(Environmental), specifically linked to concerns over plastic usage,
reusable cups, and the wastefulness of current practices. These concerns
appeared frequently and consistently, justifying a separate theme focused
on waste-related CSR initiatives. Participants often cited practices like
reusable cups, compostable packaging, and discounts for bringing
personal mugs as meaningful and memorable.

Figure 8: Graph on CSR initiatives valued by customers.

Which CSR initiative align with your values as a customer?

54 responses

Ethical sourcing (e.g., Fair Trade,
organic coffee)

Waste reduction (e.g., reusable

) 44 (81.5%)
cups, recycling programs)

Social responsibility programs

35 (64.8%
(e.g., community engagement,.... ¢ )

Transparency in sustainability

’ 29 (53.7%)
practices

None of the above |0 (0%)

Note. Data collected by author with Google Forms.
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The high importance placed on waste reduction is strongly
corroborated by the data presented in Figure 8, which asked participants,
“Which CSR initiative align with your values as a customer?”, “Waste
reduction (e.g., reusable cups, recycling programs)”, emerged as the most
valued initiative, selected by an overwhelming 81.5% of respondents (44
individuals), clearly prioritizing it over other CSR activities. Participant
P8 shared a direct positive experience with such an incentive:

“I recently took my own cup to a cafeteria because they had a discount for not using
a disposable one.” [P8]

Even simple, actionable ideas for waste reuse were appreciated, as shown
by participant P2's recollection:

“Starbucks had a basket where you could take a bag of their used coffee to do
compost at home.” [P2]

The shift away from plastic was noted positively by participant P49:
“A little coffee shop was giving paper straws. [P49]”

These specific, often customer-facing, actions related to waste reduction
were frequently seen as aligning directly with personal values making
them seen as highly effective CSR actions.

4.2.6 Ethical Sourcing and Business Ethics

This theme brings together more specific and nuanced CSR-related
concerns, represented by codes such as ETH (Ethical), EMP (Employee),
and COM (Commercial Strategy). These issues were less frequent but still
meaningful, reflecting concerns about fair trade, employee treatment,
and the authenticity of CSR as a business strategy rather than a genuine
ethical stance.

Ethical Sourcing

Ethical sourcing was frequently referenced as a core customer value; a
sentiment strongly observed in the preferences displayed in Figure 8. In
response to “Which CSR initiative align with your values as a customer?”
“Ethical sourcing (e.g., Fair Trade, organic coffee),” was the second most
selected option, chosen by 66.7% of participants (36 respondents),
underscoring its significance. Participants who discussed this theme
often described a preference for coffee shops that are open about the
origins of their beans and the treatment of producers. For example,
participant P32 highlighted the perceived general benefits of sourcing
from nearby farms, framing it as an ethically positive practice that
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supports local producers and reduces environmental impact, thus
creating a “win-win” scenario:

“T'was so impressed by that one coffee shop that gets its beans from nearby farms.

It's great for the farmers, because they get fair prices, and it's better for the planet

too, since it cuts down on shipping. It's awesome to see businesses that care about
being sustainable and ethical. It's a win-win for everyone involved.” [P32]

Participant P22 underscored the market imperative for coffee shops to
acknowledge and adapt to these evolving consumer priorities concerning
ethical sourcing;:

“Yes because customers nowadays value ethical sourcing, so coffee shops have to
align with these priorities.” [P22]

The call for comprehensive transparency in the supply chain was clearly
articulated by participant P23, who valued visibility into the entire
journey of the coffee bean, from agriculture and transport to wages,
alongside tangible in-store ethical choices like the use of thrifted cutlery:

“I like when they show the entire process of how they got the coffee beans (from
agriculture, transport, to wages etc..) and when they use thrifted cups and dishes in
general.” [P23]

Employee Well-Being

Beyond the product’s origin, the ethical treatment of employees, a
concern reflected in the EMP (Employment) code, was also identified by
some participants as a significant dimension of a coffee shop’s overall
ethical standing. These respondents suggested that observable employee
well-being and fair workplace practices positively influence their
customer experience and perception of the brand’s integrity. Participant
P29, for instance, recounted a direct positive experience where a
conversation with a staff member revealed contentment with the work
environment and salary, thereby enhancing the participant’s favourable
impression of the coffee shop:

“I started a conversation with one of the workers in a caffe shop about their situation
there. And he was happy about the environment between workers also the salary he
gave every month.” [P29]

This sentiment was shared by participant P46, who explicitly linked good
employee treatment to a more pleasant and welcoming atmosphere for
customers:

“I see that when employees are nice and well-treated, it feels good to be one of their
customers.” [P46]
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Similarly, participant P14 associated a positive staff attitude and genuine
passion for coffee with good working conditions, implying that well-
treated employees are more likely to be engaged and provide better
service:

“Usually they work with nice coffee brands and staff passionate for coffee.” [P14]

CSR as Business Strategy

Finally, a more critical perspective emerged from the data, aligning with
the COM (Communication Strategy) code, where some participants
viewed CSR initiatives primarily as strategic business tools rather than
expressions of genuine altruism or ethical commitment. These
respondents voiced suspicion that profit motives often underpin
corporate sustainability efforts, questioning the depth and authenticity of
the ethical principles being promoted. As participant P53 observed,
businesses’ primary focus on meeting customer expectations is often
fundamentally linked to driving sales rather than purely ethical
considerations:

“Meeting customer expectations is generally one of the most important things for
increased sales for most companies.” [P53]

Participant P31 echoed this by suggesting that financial objectives likely
take priority over genuine CSR intent, with ethical considerations being
secondary to profit maximization:

“Yes, but after considering profits. Because they want to appeal to the customers yet
make as much money as possible.” [P31]

This view of CSR as a potentially superficial marketing tactic was
explicitly stated by participant P54, who believed businesses engage in
CSR largely to attract customers:

“I believe that they consider it to the extent of using it as a marketing strategy to
attract customers.” [P54]
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5 Analysis

5.1

This chapter moves beyond a purely descriptive presentation of the
findings from Chapter 4 by systematically applying the theoretical
framework (Figure 2 and its constituent theories) to interpret the
empirical data. The aim is to illuminate the underlying mechanisms
shaping the relationship between CSR initiatives in Swedish coffee
shops, customer perceptions, and subsequent behaviours, thereby
addressing the research questions.

Interpreting Business CSR Initiatives: A
Stakeholder and Legitimacy Perspective

The CSR initiatives identified in RQ1 (Finding 4.1) can be understood as
businesses’ attempts to manage their relationships with various
stakeholders and maintain societal legitimacy, as proposed by
Stakeholder Theory (Freeman, 2015) and Legitimacy Theory (Suchman,

1995).

Stakeholder Theory provides a lens to see why companies like
Espresso House and Wayne’s Coffee engage in specific CSR activities.
Their actions are not random but are often directed at addressing the
explicit or implicit claims of key stakeholder groups:

Customers as stakeholders

The emphasis on ethical sourcing (e.g., Espresso House’s Enveritas
verification, Wayne’s certified coffee) and waste reduction initiatives
(Finding 4.1.1) directly caters to customer values highlighted in the
questionnaire findings (Finding 4.2.5, 4.2.6). From a Stakeholder Theory
viewpoint, by responding to these significant customer concerns,
companies aim to build trust and secure continued clientele, which are
crucial for long-term value creation. The finding that customers highly
prioritize these areas (Figure 8) reinforces their power as stakeholders
whose expectations can drive corporate CSR agendas. (Freeman, 2015)

Suppliers and employees as stakeholders

Espresso House’s reported direct farm visits and detailed employee
welfare programs (Finding 4.1.1) exemplify a proactive approach to
managing relationships with suppliers and employees. Stakeholder
theory suggests that such engagement can lead to more stable supply
chains and a more motivated workforce, indirectly benefiting the
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business. The relative lack of detailed public information on Wayne’s
Coffee’s employee welfare initiatives (Finding 4.1.1) could, through a
Stakeholder Theory lens, be interpreted as a missed opportunity to visibly
demonstrate commitment to this key internal stakeholder group,
potentially impacting employee morale or external perceptions if not
adequately addressed elsewhere. (Freeman, 2015)

Community and environment as stakeholders

Community engagement (Finding 4.1.1) and broader environmental
efforts (e.g., emission reduction targets) address societal and ecological
stakeholders. These actions contribute to the “social license to operate.”
(Freeman, 2015)

While Stakeholder Theory explains the actors and targets of CSR,
Legitimacy Theory (Suchman, 1995) helps interpret how these initiatives
are perceived and whether they successfully align the company with
societal norms and values, thereby granting or withholding legitimacy.
The empirical finding of significant customer scepticism (Finding 4.2.2)
is a critical challenge to the legitimacy of CSR efforts.

The quest for legitimacy through transparency

Espresso House’s publication of detailed sustainability reports and
adherence to the Transparency Act (Finding 4.1.2) can be seen as
strategic actions to boost their pragmatic legitimacy (by conforming to
disclosure expectations) and moral legitimacy (by demonstrating a
commitment to ethical conduct). Suchman (1995) suggests that
organizations actively manage their legitimacy; these reports are tangible
pieces in that management process. Wayne’s Coffee’s less comprehensive
public reporting (Finding 4.1.2) may mean they rely more on the
discussed legitimacy of certifications (KRAV, Rainforest Alliance) or on
the direct experience customers have with their tangible initiatives (e.g.,
fossil-free packaging).

Greenwashing as a threat to legitimacy

Customer comments about “superficial branding” or CSR being a
“marketing tool” (Finding 4.2.2) directly indicate a failure to achieve
substantive legitimacy. When actions are perceived as merely symbolic,
designed to create a facade of responsibility without genuine underlying
change, they are delegitimized by customers. This aligns with Legitimacy
Theory's concern that a gap between societal expectations and perceived
organizational actions leads to a legitimacy deficit. The demand for
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5.2

“proof” and trust in “certifications” (Finding 4.2.2) highlights customers’
search for concrete evidence of genuine practices, distinct from company
narratives. This suggests that for CSR initiatives to be legitimizing, they
must pass a customer-defined authenticity test. (Suchman, 1995)

Interpreting RQ1 through these theories shows that company CSR
initiatives are complex strategic responses aimed at balancing diverse
stakeholder interests and securing societal acceptance. However, the
success of these initiatives in achieving their aims is heavily mediated by
customer perceptions of their authenticity and transparency, which
directly impacts the legitimacy granted to the company.

Deconstructing Customer Responses: Insights
from TPB, CPV, and Brand Equity Theories

Customer perceptions and intentional behaviours identified in RQ2
(Finding 4.2) can be more deeply understood by applying the Theory of
Planned Behaviour (TPB) (Ajzen, 1991), Customer Perceived Value (CPV)
Theory (Zeithaml, 1988), and concept of Brand Equity (Kim et al., 2014).

The Theory of Planned Behaviour (TPB) helps to dissect the
psychological drivers behind customer intentions regarding CSR:

Attitudes as a strong driver

The positive attitudes towards CSR initiatives, particularly waste
reduction, and ethical sourcing (Findings 4.2.4, 4.2.5, 4.2.6, Figure 8),
are a primary motivator. TPB (Ajzen, 1991) posits that favourable
attitudes towards a behaviour increase the likelihood of intention to
perform that behaviour. The finding that a majority agree that strong
CSR efforts “push me to choose it over another shop” (Figure 6) directly
supports this.

The enigma of low subjective norms

The finding that perceived social pressure is low (Finding 4.2.3, Figure 5)
is particularly insightful when viewed through TPB. It suggests that in the
Swedish coffee shop context, the decision to support CSR-aligned
businesses is less about conforming to immediate social expectations and
more about internal conviction. This implies that marketing strategies
relying heavily on social proof or peer influence for CSR adoption might
be less effective than those appealing directly to individual values and
attitudes. (Ajzen, 1991)
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Perceived Behavioural Control as a restraint

Price sensitivity acts as a significant constraint on Perceived Behavioural
Control (Finding 4.2.4, Figure 7). Even with strong positive attitudes, if
customers perceive the ethical option as too expensive or inconvenient,
their ability to act on their intentions is diminished. This highlights how
TPB’s components interact: strong attitudes may not translate to
behaviour if perceived control is low (Ajzen, 1991). Initiatives like
discounts for reusable cups (Findings 4.1) directly address this by
increasing perceived control, making the behaviour easier and cheaper.

Customer Perceived Value (CPV) Theory offers a framework for
understanding the trade-offs customers make:

CSR as a value proposition

Customers assess CSR initiatives based on the benefits they offer versus
the sacrifices required. The “engaged consumption decisions” (Finding
4.2.4) show that many customers derive ethical and emotional value
(benefits) from supporting responsible coffee shops (e.g., “made me feel
good about spending my money there”). This value, when perceived as
genuine, can outweigh moderate increases in price or effort (sacrifices).
(Zeithaml, 1988)

The impact of credibility on perceived value

The scepticism identified (Finding 4.2.2) directly erodes the perceived
benefits of CSR. If a CSR claim is not trusted, its contribution to the value
equation diminishes significantly, making customers less willing to
experience any sacrifice (e.g., pay more). Thus, applying CPV Theory
(Zeithaml, 1988) reveals that the authenticity of CSR, linked to
Legitimacy Theory, is a prerequisite for it to generate substantial
perceived value.

Explaining the attitude-behaviour gap

CPV theory (Zeithaml, 1988) helps explain the attitude-behaviour gap by
framing it as a rational (though subjective) calculation. A customer might
have a positive attitude towards ethically sourced coffee but choose a
cheaper, non-certified option if the perceived additional value of the
ethical choice does not justify the higher price in their personal value
equation at that moment.

Finally, the concept of CSR and Brand Equity explains the longer-
term relational outcomes:
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Trust as a foundation of Brand Equity

The findings emphasize transparency and trust as crucial (Finding 4.2.2,
Figure 8). Authentic CSR, by fostering this trust, directly builds a core
component of brand equity: a positive and reliable brand association.
Customers who trust a coffee shop’s CSR are more likely to feel loyal (Kim
et al., 2014).

CSR as a differentiator and risk factor

In a crowded market, genuine CSR can differentiate a brand and build
perceived quality and positive associations (Finding 4.2.4, 4.2.6).
However, the significant scepticism (Finding 4.2.2) shows that CSR also
carries substantial risk. Perceived greenwashing does not just fail to build
equity; it actively damages it by creating negative associations and
eroding trust, potentially leading to brand switching or negative word-of-
mouth. (Kim et al., 2014)

The cyclical impact on brand relationships

The higher CSR engagement among younger and frequent customers
(Finding 4.2.1) suggests that effective CSR can cultivate stronger loyalty
within these valuable segments. This aligns with the feedback loop in the
theoretical framework (Figure 2): positive customer experiences with
credible CSR strengthen brand equity (Kim et al., 2014), which in turn
can justify further CSR investment by the business, creating a virtuous
cycle. Conversely, a failure in CSR credibility breaks this cycle.

By applying these theories, the analysis moves beyond simply
describing what companies do and what customers say. It provides a
deeper understanding of the psychological, social, and relational
mechanisms that determine whether CSR initiatives translate into
meaningful customer engagement and positive business outcomes. The
interplay between corporate actions (driven by stakeholder and
legitimacy concerns) and customer responses (shaped by attitudes, value
perceptions, and trust) is central to the effectiveness of CSR in the
Swedish coffee shop industry.
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6 Conclusion

6.1

This thesis sets out to explore the role of Corporate Social Responsibility
in shaping customer perceptions and purchasing intentions. The industry
analysis focused on the Swedish coffee shop industry, with particular
attention on two leading chains: Espresso House and Wayne’s Coffee.
The study was guided by two research questions:

RQ1: Which CSR initiatives are implemented by coffee shop chains
in Sweden?

RQ2: How do customers perceive and prioritize these CSR initiatives
in shaping their consumption decisions?

Through a qualitative case study and thematic analysis of 54
questionnaire responses, this research has contributed to a deeper
understanding of the alignment, or misalignment, between corporate
CSR strategies and customer expectations.

In response to RQ1, the findings show that both companies have
implemented a broad range of CSR initiatives. Espresso House focuses
on ethical sourcing, verified by third-party organisations, waste
reduction, and employee welfare, while Wayne’s Coffee emphasizes
certified organic products, plastic-free packaging, and social cause
partnerships. However, the level of transparency and communication
varied, with Espresso House showing more structured reporting while
Wayne’s Coffee appeared to have less emphasis on formal,
comprehensive documentation available to the public.

Addressing RQ2, customer responses revealed a high level of
awareness and interest in CSR, particularly among younger and more
frequent customers. However, a substantial number of respondents
expressed scepticism toward CSR claims, pointing to a lack of
transparency and potential greenwashing. Among the most valued
initiatives were waste reduction, followed by ethical sourcing, and social
engagement, but additional themes such as transparency and fair labour
also emerged as important ethical concerns.

Theoretical Contributions

This study contributes to the understanding and application of several
key theories in the context of CSR and customer behaviour in the coffee
shop industry:
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Stakeholder Theory

The findings underscore that customers are critical stakeholders whose
ethical expectations (e.g., for fair sourcing, environmental care, good
employee treatment) directly influence their perceptions of coffee shop
brands. The study highlights how businesses attempt to address diverse
stakeholder interests through varied CSR initiatives. For example, the
customer demand for ethical sourcing (Finding 4.2.6) directly reflects
their stakeholder interest in fair practices within the supply chain, and
companies respond with certified coffee (Finding 4.1.1), thus supporting
the theory's premise that addressing stakeholder concerns is vital.

Legitimacy Theory

The prevalent customer scepticism (Finding 4.2.2) demonstrates that
legitimacy is not automatically conferred by CSR claims. Businesses must
earn it through transparency, authenticity, and verifiable actions. The
study shows that when CSR initiatives are perceived as substantive and
aligned with societal values (e.g., genuine waste reduction efforts), they
enhance legitimacy; however, if perceived as mere symbolism or
“greenwashing,” they erode it. This extends the theory by highlighting the
active role of customer interpretation in the legitimation process.

Theory of Planned Behaviour (TPB)

The research confirms the importance of customer attitudes towards CSR
in shaping purchase intentions (Finding 4.2.4). However, it uniquely
finds that subjective norms (social pressure) play a surprisingly minor
role in this specific context (Finding 4.2.3), suggesting that CSR-driven
coffee choices are more individualistic. Perceived behavioural control
(influenced by factors like price and convenience) remains a significant
mediator, explaining why positive attitudes do not always translate to
action. This nuanced application of TPB shows how its components can
vary in strength depending on the specific behaviour and context.

Customer Perceived Value (CPV) Theory

The study illustrates that CSR initiatives can add significant ethical and
emotional value for customers (Finding 4.2.4). However, this value is
weighed against perceived costs, primarily monetary. The willingness to
pay more is conditional, supporting CPV theory by showing that
customers engage in a trade-off analysis. The findings extend CPV by
emphasizing that the credibility of CSR is a crucial component of its
perceived benefit.
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6.2

CSR and Brand Equity

The research clearly shows that authentic CSR positively contributes to
brand trust and loyalty, key components of brand equity (Finding 4.2.4).
Conversely, distrust due to perceived inauthenticity can significantly
damage brand equity (Finding 4.2.2). This study reinforces how CSR acts
as a double-edged sword for brand equity, contingent on customer
perception of its genuineness.

Managerial Implications

Coffee shops operating in Sweden and similar sustainability-conscious
markets can no longer treat CSR as an optional branding exercise. CSR
initiatives should be tailored not only to meet regulatory standards but to
resonate emotionally and ethically with the values of their customer base.
This study reveals considerable customer doubt regarding CSR assertions
within Sweden's coffee shop industry, primarily due to perceptions of
insufficient transparency and potential greenwashing (Findings 4.2.2).
Such mistrust not only weakens genuine CSR initiatives but also
complicates ethical customer choices, possibly widening the gap between
stated attitudes and actual behaviour. To cultivate a more reliable and
effective CSR environment, several industry-wide and policy-focused
strategies are advisable.

First, standardizing CSR reporting seems necessary. A uniform,
clear, and sector-relevant CSR reporting framework should be initiated.
The current inconsistency in reporting makes customer comparisons
challenging and causes scepticism. A cohesive framework would mandate
clearer, consistent disclosures on key actions like waste reduction, ethical
sourcing, and employee conditions. This improved transparency and
accountability would help customers distinguish substantive CSR from
mere marketing, thereby building greater trust.

Second, it appears necessary to strengthen third-party verification
and improve customer education about sustainability and ethical labels.
Customers show increased trust in certified claims. Thus, comprehensive
industry efforts are needed reinforce certifications and explain their
standards. These actions would empower customers to assess CSR claims
more confidently, fulfilling their need for credible proof and decrease
scepticism.

In the coffee shop industry in Sweden, specific actions must be taken
by businesses. Based on the findings of this research, businesses must:
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6.3

e Ensure transparency in their claims through accessible and
verifiable information.

e Focus on visible, customer-facing initiatives like waste reduction
and ethical products. For instance, the positive reception to
reusable cup discounts and clear labelling of ethically sourced
beans suggests these are effective strategies. Coffee shops should
amplify these efforts and ensure they are clearly communicated at
the point of sale.

e Recognize and integrate emerging customer values, such as fair
labour practices into core business strategies.

Limitations and Future Research

Self-reported data on ethical intentions may not always reflect actual
purchasing behaviour. Future research could adopt a comparative
approach, studying different national contexts or extending the analysis
to independent coffee shops.

Incorporating observational or behavioural data, such as purchase
records or CSR campaign tracking would also help bridge the gap
between customer attitudes and real-world actions. Researchers could
observe actual customer choices in coffee shops. Do customers choose the
“bring your own cup” option for a discount? Do they select products
marketed as “ethically sourced” when a cheaper, non-certified alternative
is available? This directly measures behaviour rather than intention.

Then, analysing the waste produced by coffee shops (such as the
proportion of disposable vs. reusable cups used, or the amount of food
waste) could provide concrete data on the effectiveness of waste
reduction initiatives and customer participation.

Also, if coffee shops are willing to share anonymized sales data, one
could analyse purchasing patterns for certified vs. non-certified products,
or the uptake of CSR-related promotions. These methods would offer
more objective insights into what customers do rather than what they say
they do, helping to quantify the actual impact of CSR on purchasing
decisions.

Lastly, the depth of customer understanding of various certifications
(Fair Trade, Rainforest Alliance, KRAV) was not fully explored in this
research. Future research could investigate this, as the effectiveness of
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6.4

certifications likely hinges on customer comprehension and trust in what
each specific label represents.

Final Reflection

In an era where customers are increasingly conscious of their ethical
footprint, this thesis confirms that CSR can drive brand loyalty and
competitive advantage, but only when implemented authentically,
communicated transparently, and aligned with customer values. As CSR
continues to evolve, businesses that listen closely to their stakeholders
and adapt meaningfully will be best positioned to thrive. Ultimately, this
research underscores that for CSR to meaningfully connect with and
influence customers, it must be rooted in tangible, authentic actions that
are communicated with clarity and unwavering transparency, truly
aligning business practices with the ethical expectations of their
customers.
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Appendix A: Individual Reflections

Completing this master’s thesis on Corporate Social Responsibility
within the coffee shop sector has been a significant and demanding
experience. As the only author, I had to oversee all aspects of the work.
This responsibility pushed me to grow both academically and personally.
In this reflection, I want to share what I learned about research, myself,
and the field of CSR.

My interest in this topic grew from personal experience. I have
worked in a coffee shop, and during that time, I became increasingly
aware of how sustainability and ethical business practices are
communicated, or sometimes not communicated to customers. At the
same time, I have been trying to make more conscious choices as a
customer myself. This combination of professional and personal
awareness made the topic feel relevant and engaging. Choosing to focus
on CSR was not just an academic decision,; it reflected a real curiosity and
a desire to understand how businesses can influence sustainable
behaviour.

Since I completed this thesis independently, I had to learn how to
manage the entire research process from start to finish. One of the most
valuable things I learned was how to work with qualitative data. Reading
through open-ended responses and identifying patterns taught me to pay
attention to detail. There were times when I missed having someone to
brainstorm with or to double-check my interpretations. This made me
aware of the importance of reaching out for feedback when needed,
especially from my supervisor and my other classmates. I also became
more disciplined in how I approached academic writing and more critical
of my own work, which helped me improve over time.

This research made me realize that I want to continue learning about
CSR and sustainability in business. I now see how complex, context-
dependent, and important these issues are, not just for companies, but
for customers and society. In the future, I would like to take additional
courses or explore professional opportunities that allow me to work more
closely with sustainability initiatives.

To end with, this thesis was a personal learning journey. I have
developed a stronger ability to work independently, apply theory to
practice, and reflect critically on both data and my own thinking. I am
taking these skills and insights with me as I move forward in my studies
and career.
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Appendix B: Questionnaire

Coffee Shops and Corporate Social
Responsibility

Corporate Social Responsibility (CSR) refers to businesses’ commitment to ethical,
social, and environmental sustainability. In Swedish coffee shops, such as Espresso
House or Wayne's Coffee, CSR initiatives are, for example, ethical sourcing, waste
reduction programs, and community engagement.

This study explores how customers perceive CSR initiatives in coffee shops in Sweden.

Your responses are anonymous, and the survey will take approximately 5-10 minutes.
Thank you for your time!

* Indicates required question

1. How often do you visit coffee shops? *

2. Do you believe coffee shops consider customer expectations when designing
CSR initiatives (i.e., ethical, social, and environmental sustainability efforts)?
And why?
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3. Which CSRinitiative align with your values as a customer? *

Tick all that apply.

" Ethical sourcing (e.g., Fair Trade, organic coffee)

" | Waste reduction (e.g., reusable cups, recycling programs)

|| social responsibility programs (e.g., community engagement, fair wages for workers)
L] Transparency in sustainability practices

‘ | None of the above

|| other:

4. Can you recall a situation where a coffee shop was implementing a CSR effort  *
that align with your values? Can you describe it?

5. Espresso House states that "all their coffee beans are ethically sourced". Does  *
this type of claim influence your trust in coffee shop CSR efforts?

Tick all that apply.

r" Yes
L No

L] Depends on the claim

6. Have you ever encountered CSR claims from a coffee shop that you didn't trust? *
Can you describe it?
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9.

10.

11.

| feel social pressure (from friends, social media, etc.) to choose coffee shops ~ *
with strong CSR commitments.

Mark only one oval.

Stro Strongly agree

Considering both your willingness and ability to pay, how much extra are you *
willing to pay for a regular cup of coffee from a shop with strong CSR
commitments?

Mark only one oval.

) Less than 5 SEK extra
) More than 5 SEK extra
) It depends on the specific initiative
It depends on my financial situation at the time

| would not be willing or able to pay extra

When | know a coffee shop applies strong CSR efforts, it pushes me to choose it *
over another shop.

Mark only one oval.

Stro Strongly agree

What is your age group? *
Mark only one oval.

)18-24
25-34
35-44
45-54
55-64
65+

Do you have any additional thoughts on CSR and coffee shop choices?
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