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Overview

– Coop at its business principles
– Promoting Sustainable Consumption
– Coop‘s Flagship Label programmes

– Coop Naturaplan
– Coop Oecoplan
– Coop Naturaline

– Sustainability reporting
– What remains to be done
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Coop Group 2003

– 1‘513 sales outlets
– 16,7 % market share (23,0 % in food and 10,7 % in nonfood)
– 50‘406 employees and thus Switzerland’s 3rd biggest 

employer
– Sales of CHF 15,404 billion 
– 2‘250‘740 member households
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The responsibility of Coop means

– make a good choice of responsible goods
– correct information and declaration on how a product has been 

produced
– give incentives to suppliers to change their production methods
– give consumers a good feeling about consuming responsible 

goods
– motivate collaborators along the whole value chain
– share the benefits of sustainable products with those who had 

contributed
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A range of tools needed to provide 
sustainable products

– assessment tools to evaluate and compare product qualities
– sourcing guidelines for suppliers and purchasers
– an institutional dialog with suppliers and consumers
– monitoring and reporting tools to follow up the implementation
– a sustainability report for internal and external communication 

and most important 
– a clear vision and the firm will from the senior management to 

integrate sustainability in the normal management process  
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Guidelines on ecological 
and ethically responsible sourcing
 Coop is committed to ecological and ethically responsible procurement. In 

line with its guidelines, Coop also assesses its business partners in 
accordance with such standards and prefers to cooperate with those trying 
hard to comply with the guidelines. 

 The guidelines apply to both the food and the non-food sector.

 Even stricter requirements are applied to the ecological flagship labels and 
to textiles.

 Compliance with Coop’s requirements is controlled by internal controls as 
well as external certification bodies. 

 Coop works together with suppliers to help them comply with the demanding 
requirements.
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Key social requirements
 Compliance with local social legislation 
 Adequate wages 
 Humane working conditions such as  
  - no forced labour or exploitation of child labour 
  - no discrimination = equality of opportunity and treatment
    regardless of race, gender, religion, political opinion, nationality 
  - freedom of association and right to collective bargaining
  A special code of conduct drawn up in line with the Clean
   Clothes Campaign is applied to the textile sector. 
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Key ecological requirements
 Raw materials:
   - no overexploitation of natural resources 
   - preservation of  biodiversity
   - preference given to products of 
     integrated production 
   - humane animal husbandry

Preventing environmental pollution and minimizing the    
environmental impact of production, transportation and waste 
disposal:
   - continual improvement on the base of legal provisions 
   - Coop prefers suppliers with an environmental 
     management system
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Organic products with the bud label
Meat and eggs from humane animal 
husbandry allowing access to range

Textiles obtained from organically grown 
cotton and under fair-trade conditions, and  
cosmetics based on natural raw materials

Environmentally-friendly nonfood products and 
services

Fair trade products with the 
Max Havelaar quality label
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Positioning of Coop’s Flagship Labels
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Naturaplan: The key elements
– Food of the highest quality possible on a large scale

– Priority given to fresh products from Swiss farms; no transports by plane

– Minimal processing, according the BioSuisse guidelines

– No use of genetically modified raw materials or animal feedstuffs; Feed 
Safety Programme 

– Compliance with guidelines monitored by independent agencies

– Over 1,700 items, of which over 1,100 are organic products; Focus on 
fresh products, e.g. organic fruit and vegetables, organic dairy produce, 
organic bakery products

– Meat: +Natura-Beef+, Coop Naturaplan Porc, free-range poultry, cold 
cuts; in spring 2005: Coop Naturaplan veal

– new: regional organic Specialities, transformation in the specific region



LCA-Forum 2, Decembre 2004 12

Traceability

supplier Industry trade logistic center retailer consumer

Tracing

Tracking
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The product range
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High Shares of sales
 Total Swiss market: approx.  3 %
 At Coop: 7 %
 High shares in sales for fresh products: 

 Organic vegetable juices 93 %
 Coop Naturaplan Porc 88 %
 Natura-Beef 73 %
 Organic natural yoghurt 60 %
 Coop Naturaplan eggs 49 %
 Organic pasteurized milk 45 %
 Organic butter 40 %
 Organic carrots 34 %
 Organic bread 28 %
 Organic pizza and pasta 27 %
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 Oecoplan: The key elements
– High demands in terms of state-of-the-art technology and know-how 

guarantee our ecological lead
– Optimum products and services, with minimum environmental impact
– Criteria based wherever possible on recognized environmental labels and 

standards 
– Wherever necessary, checks with LCA 

Complete acceptance and declaration:

Standards as reference for evaluation, no declaration  
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The concept
– Genuine customer need
– As good as conventional products
– Clear environmental benefits compared to the standard range
– Best price/performance ratio
– Easily communicated, understandable message at the POS
– Verifiability guaranteed
– Relationship of trust with suppliers
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The product range

 Organic plants and seeds 

 Fertilizers, soils and crop-protection agents for the organic garden 

 Non-water-polluting detergents and cleaning agents (LCA) 

 Solvent-free paints and lacquers (LCA) 

 Kitchen roll, toilet paper and stationery articles made entirely            
from recycled paper (LCA) 

 Timber products from sustainable forestry 

 Energy- and water-saving products 

 Textile cleaning and shirt service (LCA) 

 Green electricity in accordance with guideline 
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Monitoring
 Independent monitoring wherever possible:

– Organic bud products: bio.inspecta 
– Detergents/cleaning agents: EMPA 

(Swiss Federal Laboratories for Materials Testing and 
Research)

– Origin of wood and timber chain in accordance with FSC 
criteria / controls by the Swiss Forestry Association

– Textile cleaning operations and products: Büro für 
Umweltchemie, Zurich

– Paints: Bau- und Umweltchemie, Zurich
 Regular controls and spot checks by Coop Quality Assurance.
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Naturaline: Organic cotton cultivation
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Coop is committed to organic 
cotton because

– Cotton is the raw material used in around 50% of textiles. 
– Grown in monocultures, heavy use of chemical crop protection 

agents and fertilizers, high water consumption.
– Cotton accounts for 2.4% of the world’s arable land, but utilizes 

24% of all insecticides sold worldwide.
– Damage to the environment, the health of farmers and the 

surrounding population.
– 20,000 litres of water are needed to produce one T-shirt. 
– Work often under poor social conditions, no secure livelihood, 

risk of child labour.
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Organic cotton projects

The bioRe Maikaal aid project in India
– 1992: 6 hectares switched to organic cotton cultivation. 
– Now the world’s leading organic cotton production community: Over 1,120 

farmers cultivate 3,000 ha to produce around 3,000 tonnes of cotton 
annually.

– Maikaal spinning mill guarantees sales and pays 15-20% higher prices. 
Support from the bioRe foundation (Coop participation), 
e.g. construction of schools, irrigation or biogas systems etc.

The bioRe Meatu aid project in Tanzania
– Launched in 1994. 
– About 750 farmers cultivate 3,475 ha to produce 1,200 tonnes of cotton 

annually. 
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Controls and verification

– The whole textile chain – from cotton cultivation to the finished 
item of clothing – is checked by independent and accredited 
monitoring organizations. 

– The organic cotton is checked and certified in accordance with 
EU Directives for organic cultivation.

– The processing plants are checked in respect of ecological and 
social requirements. Regular stakeholder dialogue in place.

– Traceability of the whole textile chain is ensured.
– External agencies and Coop’s own laboratory periodically 

check compliance with the strict substance limits.
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 Awards

December 2001: Coop wins the “Prize for 
Sustainable Products”, awarded for the first 
time by the Zukunftserbe  (Future Heritage) 
Foundation. 
Besides continual ecological improvement and its insistence on  social 
accountability in the cotton-growing and textile-processing industries, 
Coop was singled out for the award because of its aim to replace 
conventionally produced textiles, systematically integrate organic textiles 
into the range and make them accessible to a mass market by selling 
them at attractive prices.

Johannesburg, September 2002. "World Summit 
Business Award for Sustainable Development 
Partnerships"
This distinction was awarded jointly to Coop and 
Remei AG for their development of the Coop 
Naturaline organic cotton project in India and 
Tanzania
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Differences between food and non-food

Common denominators of food and non-food:
– Customer need for ecologically and socially responsible products 
– Credible ecological and/or social commitment 
– Product quality/benefits must be right 

Differences compared with food: 
– Often a higher degree of complexity, for both provider and consumer 

(technology, processing, product chain) 
– Consumers less involved emotionally 

 little readiness to pay for added value 
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A vision and a success story

– Market leader for products with an environmentally and socially compatible 
profile

– Coop Naturaplan is the best-known label for food obtained by natural 
methods and from humane animal husbandry 

– No. 1 in Europe for organic foods and fair trade products
– Coop is the world's biggest distributor of organic cotton, with an annual 

sales volume of over 1‘000 tons
– High degree of credibility; Commitment to the environment and to the well-

being of animals and people as part of the corporate culture
– Long-term thinking and action – not short-term maximization of sales
– Important sales driver and decisive image factor - Vision: CHF 2 billion by 

2010
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– Integration in strategic marketing and 
sales plans 

– Shopping campaigns / theme-based 
promotions 

– Specific POS advertising material 

Intensive marketing 
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Example attitudes campaign:
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Communication is crucial

28
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Background information in Coop‘s own media
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A first Sustainability Report in 2004 

– Coop has established a presence with organic and fair trade 
products  high expectations in other areas too.

– Coop conducts an intensive dialogue with stakeholders                              
 high external demand for information

– Coop Naturaplan funds  transparent project reports expected

– Coop reports on environmental key figures in its annual report
– But Coop’s services in the field of corporate environmental protection are 

not broadly recognized
– Communication about Coop’s social commitment is rather weak.  

– Environmental protection, sustainable sourcing and ethics are well 
established concepts for senior management but not yet completely 
integrated into the management process. 
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What has still to be done?
Communication

with customers (in own media, 
infomercials, Internet…) 
– we stand out as regards  
sustainability

with business partners: we work 
together and provide joint, 
sustainable services

with stakeholders: we make clear 
where we stand and where we’re 
headed 

with employees: we provide first-
class services – including in the 
area of sustainability

Integration in the 
management process

Expanding the balanced scorecard

Defining specific implementation 
goals and checking them 
periodically

Look into greater international 
cooperation especially as regards 
sourcing requirements

Systematic, target-oriented employee 
training
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Sustainability  - an important issue for Coop 

People

Planet Profit


