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Branches get electronic price labels
Electronic labels based on e-paper will simplify the task of managing price labels for employees and  
increase pricing certainty for customers. Previously, price changes had to be retrieved, printed out and 
the labels then attached to the rack by hand. Electronic labels eliminate this effort, while ensuring  
that prices are up-to-date.

Reorganization of distribution increases efficiency
The nationwide delivery of frozen products to over 850 Coop supermarkets and 300 Pronto shops  
has been centralized in Schafisheim. As a rule, all sales outlets that are more than 90 kilometres away 
from Schafisheim are supplied by Railcare, using the unaccompanied combined transport (UCT) 
system of trains and trucks. Compared with truck deliveries, Coop is therefore able to avoid over two 
million truck kilometres and 2 000 tonnes of CO2 annually. In 2017, Coop subsidiary Railcare acquired  
a first new electric locomotive, which is capable of high speeds with significantly reduced energy 
consumption.

From now on, Pronto shop deliveries will take place via the regional distribution centres. Adopting the 
same organizational model as for Coop supermarkets 
simplifies processes. Therefore, since 12 September 2017, 
deliveries to Pronto shops have been made from the 
regional distribution centres, as is the case with super-
markets. Fresh products and products with a turnover rate 
are order-picked at the regional distribution centres for 
distribution to the sales outlets. Items from other product 
groups and items specific to Pronto are order-picked by a 
Pronto platform at the Dietikon distribution centre, for 
distribution to the branches, and delivered to the Pronto 
shops via the regional distribution centres.

CO2 savings through use of hydrogen and biodiesel
The use of hydrogen in twelve cars and one truck fitted with fuel cells saved around 55 tonnes of CO2 
in 2017. In particular, these savings were achieved through the use of the fuel cell cars which, in the 
year under review, travelled just under 330 000 kilometres without any significant problems. The fuel 
cell truck impressed with its simple and intuitive handling during trials. Initial journeys demonstrated 
that the performance of the electric drive meets the needs of logistics. Moreover, it takes just ten 
minutes to fuel the vehicle. Both hydrogen production and the availability of the hydrogen filling 
station presented no problems. The trials identified a number of potential improvements. 

Greater use was made of biodiesel in Coop’s fleet of trucks in 2017. Over 3.6 million litres of biodiesel 
were used in total, which is nearly a million litres more than the previous year. This equates to 40%  
of the total fuel consumption of Coop trucks. Using biodiesel enabled us to avoid around 8 300 tonnes 
of CO2 emissions. 

Additional services

Comprehensive quality management
At the Pratteln location, Coop opened a new chapter in its 110 year-plus history for quality assurance. 
April saw the inauguration of Switzerland’s most cutting-edge food laboratory, to continue assuring 
customers of impeccable, high-quality products. Using methods such as mass spectrometry and with 
the help of external laboratories, the staff at the laboratory subject over 40 000 food samples each 
year to risk-based tests, to guarantee quality from raw material to end product. 

The new food safety law entered into force in Switzerland on 1 May 2017. Consequently, one of the 
quality management priorities this year was the implementation of the new legislation, which must 
now be rolled out over a four-year transitional period. The new legislation entails changes to the 
labelling of all products. Bringing the information provided in online trading into line with the new 
information on the products from as early as 1 May 2018 presents a particular challenge and is a  
task that will require extensive changes to master data management.

2 000 tonne

reduction in CO2 emissions 
thanks to reorganization of 
frozen transport
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All sales outlets with service areas again underwent an 
external certification audit in 2017 – in addition to the  
2 500 or so audits by Coop’s internal quality assurance.  
In terms of product quality, Coop stepped up its risk 
management with a view to securing the supply chain, food  
fraud and packaging conformity. As regards the Coop 
guideline for suppliers on optimizing the quality of non-food 
products, Coop introduced more specific requirements for 
critical product groups. In its own laboratory, Coop tested 
around 34 000 random samples from the food and non-food 
segments for compliance with the requirements. This 
involved checking more than 729 000 criteria.

Social commitment
Coop again pursued its commitment to society in 2017 with numerous projects. This included investing 
over 17.5 million francs via the Coop Sustainability Fund in charitable projects to support organizations 
such as “Schweizer Tafel” and “Tischlein deck dich”, which donate food to people in need. “Schweizer 
Tafel” distributes the goods to 500 social institutions across Switzerland, including emergency shelters, 
aid organizations, and food banks, and “Tischlein deck dich” distributes the food through 120 distribu-
tion points throughout Switzerland to around 18 000 people affected by poverty.

For the second year in succession, Coop and Bio Suisse staged the “Planting Campaign” to save bees 
and safeguard biodiversity. Through the Coop Sustainability Fund’s school project, Coop is working 
with Bio Suisse to preserve diversity in nature. Together with Bio Suisse, Coop donated organic herbs 
and seeds to more than 1 600 school classes across Switzerland. 25 000 school pupils used the 
seeds to design bee gardens and fill playgrounds with flowers, learning all about the subject of bees 
and biodiversity in the process. As well as the plant set, comprising 24 organic seedlings and a bag  
of seeds with an organic assortment of wild flowers, the classes were given educational material on 
the subject of “Bees and biodiversity”, created in partnership with the University of Applied Sciences 
and Arts Northwestern Switzerland (FHNW). The very successful planting campaign will be continued 
in 2018 and 2019.

As part of the Young Enterprise Switzerland (YES) “Company Programme”, Coop this year presented 
a sustainability award to a project by school pupils, for the fourth time. To take part in the award, 
young people come up with an innovative project idea and, with the help of experts, develop a real 
company from that. In 2017, the “Watarproof” upcycling project beat more than 200 competitors. 

Its commitment through non-profit organization Coop Aid for Mountain 
Regions is also vitally important to Coop. The organization celebrated  
its 75th anniversary in 2017. In the anniversary year, Coop was able to 
support 140 self-help projects with donations totalling 5.7 million francs. 
The Swiss National Day “Weggen” campaign attracted a lot of attention 
this year. For 16 years, for every special Swiss National Day “Weggen” 
bread roll and cervelat sausage sold by Coop, a portion of the sales 
proceeds has been donated to Coop Aid for Mountain Regions. In 2017, 
this raised a total of 150 000 francs, which Coop gladly matched to make 
300 000 francs. The retailer donated this sum to support the desperately 

needed rebuild of the alpine and residential building on Alp Stafelschwand in the canton of Obwalden.

As part of an interactive exhibition in Schloss Wildegg, Coop partnered with non-profit organization  
Pro Specie Rara to promote biodiversity in Switzerland. Coop donated nearly 200 000 francs to support 
an interactive exhibition at which, since June, visitors have been able to learn more about the castle’s 
gardens and Pro Specie Rara. By awarding various contracts to sheltered workshops, Coop also 
promotes the inclusion of handicapped people in the world of work. In 2017, Coop awarded contracts 
worth over three million francs to such institutions. In September 2017, at the suggestion of a Coop 
delegate, Coop staged the “Paper bags” fundraising campaign at sales outlets in Ticino. For one franc, 
customers could buy paper bags printed with drawings by residents of the Fondazione Provvida 
Madrein home for the disabled in Balerna. The campaign raised nearly 20 000 francs for the home.

34 000 
food samples are analysed 
each year at the laboratory 
in Pratteln

75 years

of Coop Aid for  
Mountain Regions
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In 2018, Coop is introducing the “Solidarité” label, which will highlight Coop’s collaboration with 
institutions and workshops that look after and employ disabled people. Already, 200 products are the 
result of such collaborations.

Coop is a partner of the Swiss Red Cross (SRC). In the year under review, with the SRC and other 
partners, Coop stepped up its commitment to the “2 × Weihnachten” (“Two times Christmas”) project 
to promote solidarity with disadvantaged people. In addition, since 2016 Coop has supported the 
SRC’s family platform as a main partner. The family platform offers families a multitude of courses 
and help, such as arranging babysitters and similar services.

Supercard, Supercardplus and Mondovino
Coop rewards its customers’ loyalty with numerous services and exclusive offers. The retailer’s 
Supercard is the Switzerland’s biggest customer loyalty scheme. In 2017, the card was again used by 
more than 3.2 million households. Redeeming Superpoints was made even easier in 2017. Supercard users 
can now convert their Superpoints directly into a loyalty gift card at any time, at the checkouts of  
Coop supermarkets, Coop City department stores and branches of Coop Building & Hobby, their Coop 
Restaurant, Toptip / Lumimart, Import Parfumerie, Christ, Interdiscount or Fust. The balance on the 
card can be used to make payments in all the aforementioned sales outlets. The amounts are converted 
to gift cards with a value between 10 and 100 francs, always in increments of ten. Loyalty points can also 
be converted directly into credit on a digital payment card in the Supercard App and used to make 
payments. 

The free Supercardplus credit card had 32 000 new customers at the end of 2017, making a total of 
around 442 000 users.

Mondovino, Coop’s wine club, has over 138 000 members in 2017. Mondovino employs a cross-channel 
strategy: customers can experience the club online, at more than 870 Coop sales outlets, at the 
annual Mondovino Wine Fair and, for a limited time, at the Mondovino pop-up stores in Wettingen 
Tägipark and Zurich Letzipark. To enhance the individual shopping experience, at the end of 2017 the 
wine club introduced a chatbot on the mondovino.ch internet platform. In addition, for the first time 
two brand shops were launched in the online shop, Casa del Vino and Riegger. Mondovino’s range  
of wines now extends to over 1 800 wines, including over 100 rare wines. The club remained popular 
among its members in 2017, as evidenced by the positive findings of market research. 

Advertising and communication
The online presence of Coop.ch met with a positive response in 2017: In order to address the needs 
of different target groups such as customers, job-seekers or media representatives more closely in 
future, Coop's website was restructured in 2017. It sets new benchmarks in particular in terms of 
responsivity. In a ranking by international consultancy firms Lundqvist and Comprend, Coop placed 
first among the 40 main non-exchange-listed companies in Switzerland. The company's transparency 
in the field of sustainability with its slogan "Actions, not words" merited special attention. Coop 
successfully broadened out its "Actions, not words" sustainability initiative in 2017. At the end of its 
third year, the comprehensive commitment to people, animals and nature encompassed 355 sustain-
ability-related actions. The centrepiece of communication was the weekly "Actions, not words" 
column in the Coop member press and the Internet platform of the same name. Also in 2017, for the 
third time in succession, the special "SI Green" publication by "Schweizer Illustrierte" was published, 
with a total of 66 pages. The sustainability initiative also reached a wide audience through TV 
commercials, numerous printed advertisements and online advertising.

Coop’s sponsorship activities focused on family in 2017. In total, Coop supports around 60 family 
projects throughout Switzerland. In the summer, for example, over 34 000 people attended seven 
event days as part of the “Coop Andiamo von schweiz.bewegt” series of exercise events, which 
was held for the third time since 2015. 2017 was the year of the first Coop Open Air Cinema (formerly 
Luna Open Air) at 20 venues. More than 200 000 visitors attended over 563 Coop cinema evenings.
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In an environment of declining print media usage, in 2017 Coop again maintained its position as the 
highest-circulation and most-read newspaper in Switzerland, as revealed by the annual survey by 
independent Swiss media research company Wemf AG. With an overall circulation of 2 588 060, the 
three weekly newspapers Coopzeitung, Coopération and Cooperazione have a readership of over 
3.4 million people. The Coop member press e-paper had a complete makeover and has been published 
in its new look since July 2017. PDF versions of the brochure supplements can now also be download-
ed for each week. For the first time in its history, to mark the Switzerland “experience” promotion,  
the Coop member press sported both a regional cover page and a regional cover story. In each of the 
21 sub-regions, it published a portrait of a different cheesemaker who produces cheese exclusively  
for that region. In a survey by Brand Predictor, the Coop member press ranked number two, behind 
daily newspaper “20 Minuten” in the Top 10 most popular media in Switzerland. The Coop member 
press was also active on social media: on Facebook, the editors-in-chief of the three editions of the 
Coop member press present a weekly video summary of the latest issue. 

Media Unit: Insects make headlines
In 2017, national and international media reported that Coop had become the first European retailer to 
include products containing insects in its range. The media conferences on the opening of Karma, the 
Pratteln production location and Sapori d’Italia were also widely reported. The Coop Media Unit issued 
a total of 47 media releases, sent invitations to 6 media conferences, dispatched 11 product mailings 
and answered 2 308 media enquiries in the year under review.

Successful on social media
Having commenced its social media activities in 2016, Coop enjoyed considerable success on social 
media in 2017. The interaction rate is even well above the industry average. The successful integration 
of social media in major campaigns, such as the “tss, tss” barbecue campaign, are particularly note-
worthy this year. Coop also scored its first viral hit, with its self-produced “Toblerone Prank”: the video 
campaign reached over a million users on Coop’s channels and attracted well over 8.9 million views 
overall. A number of new social media campaigns were also launched this year: Karma encouraged 
people to step out of their comfort zone with its #StepOut campaign on Instagram, while apprentices 
documented their daily life on the “coop.zukunft” Snapchat channel. Fooby, Hello Family and Mondovino 
as well as Coop@home, ITS Travel and the Coop Meeting Centre have been running their own social 
media channels since 2017.




