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To the top with sustainability
Sustainability is part of Coop’s corporate DNA and an 
element in all its relevant strategies. The focus is on 
sustainable products, the environment and climate 
protection plus commitment to employees and social 
projects. With its approach to sustainability manage-
ment, Coop is seeking to make a substantial contribu-
tion to the company’s success and the wider public.

Strong awareness of sustainability
After 26 years of clear commitment to sustainability, it has become a major part of Coop’s corporate 
DNA. The Coop Group has enshrined sustainability in its Articles of Association, its Corporate Profile 
and its missions and integrated it into all relevant strategies and processes. To give one example, 
sustainability targets are incorporated in the comprehensive target-setting process, the training of 
employees and in operating processes and procedures. 

Through its comprehensive approach to sustainability, the Coop Group seeks to set itself apart by 
delivering added value in the various markets, securing access to resources and making sustaina-
bility a shared value throughout the Coop Group. By doing this, Coop also ensures that the growing 
demands made by society and politicians are implemented efficiently and credibly throughout its 
business activities, thus making a contribution to the wider public interest. 

Coop’s main reporting channels for its numerous sustainability-related measures are the  
Coop Member Press, the Internet platform actions-not-words.ch and the integrated Annual Report  
of the Coop Group. The Sustainability Progress Report was published for the first time in 2017,  
and in future will provide an annual, detailed update on Coop’s sustainability achievements.

Holistic and highly relevant
Coop’s sustainability efforts are concentrated on areas in which Coop can achieve significant leverage. 
These areas are determined by internal analyses and have high social, environmental or economic 
relevance. When setting priorities, Coop draws on many different tools such as range screening, 
eco-audits, risk monitors and stakeholder dialogue. Societal expectations and political demands are 
also major factors when choosing priorities.

The key areas are reflected in Coop’s Sustainability strategy concept, which was overhauled in 2017. 
The concept describes how the issue of sustainability is managed at Coop and how sustainability is 
holistically integrated within the existing management system. The revised strategy concept is based 
on the three pillars of the sustainability strategy concept, which in turn builds on the foundation, the 
strategic basis. The three pillars represent the starting points that the companies of the Coop Group 
integrate into their business activities. All these elements come together to enable us to successfully 
implement the sustainability targets, yielding success for the company and benefiting the common 
good of people, animals and nature.

http://www.coop.ch/content/dam/act/themen/Nachhaltigkeitsbericht/COOP%20Fortschrittsbericht%20Nachhaltigkeit_E.pdf
http://www.coop.ch/content/act/en/principles-and-topics.html
http://www.coopzeitung.ch/startseite
https://report.coop.ch/app/uploads/Coop_GB16_en.pdf
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The strategic basis
Coop is a cooperative and promotes the economic and social interests of its members and its con-
sumers. Economic, environmental and ethical principles secure the cooperative’s competitiveness 
and continued existence. Sustainability is also pivotal to our Vision 2025+, in which Coop sets itself  
apart from its competitors through sustainable products and commitment to sustainability projects. 
The guiding principles of sustainability also contribute to this distinctiveness: they determine which 
principles apply to the implementation of overarching objectives and are used for internal communi-
cation throughout the Coop Group. 

Pillar 1: Sustainable products
Coop is committed to observing ambitious minimum requirements along the whole value chain, 
in all product ranges. In addition, Coop is involved in pioneering sourcing projects and long-term 
partnerships to promote organic farming, fair trade, animal welfare and biodiversity. The own-label 
sustainability brands and quality seals play an important role here, being the medium through  
which Coop sets itself apart with the most stringent standards in Swiss retail. Coop promotes sus-
tainable consumption, with conscious range selection, targeted customer information and a variety  
of advertising activities.

Pillar 2: Environmental and climate protection
The efficient use of resources and energy also contributes to cutting costs. Coop’s efforts focus on 
reducing energy consumption and making increased use of renewable energy, as well as the consist-
ent implementation of the “CO2-neutral by 2023” vision. Other important topics are packaging optimi-
zation, waste avoidance and recycling, responsible water management and sustainable construction. 
Coop is making special efforts in the area of logistics and goods transport.

Pillar 3: Employees and social commitment
Pillar 3 covers Coop’s commitment to employees and social projects with relevance to society.  
As an employer, Coop provides training for apprentices, a standardized, progressive collective employ-
ment agreement for the whole of Switzerland, now with even more benefits for families in particular, 
and a generous pension scheme. By supporting the organizations “Schweizer Tafel” (Swiss Table)  
and “Tischlein deck dich” (Table Be Set), Coop makes a substantial contribution to the responsible  
use of foodstuffs. Another key aspect is our commitment to Coop Aid for Mountain Regions and our 
collaboration with strategic partners such as the Swiss Red Cross (SRC).

Instruments and processes
These are the corporate tools for implementing the Coop Group’s sustainability targets. The instru-
ments and processes are derived from the basis, the multi-year targets and the three sustainability 
pillars. Their purpose is to implement sustainability targets in the most integrated, efficient way 
possible.

Strategic basis
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Coop Sustainability Fund
Coop finances projects from all three pillars through the Coop Sustainability Fund. Customers 
 experience the result of these projects, not just in Coop’s range but when doing their daily shopping. 
Promotions and events for employees and the public are a direct expression of the Fund’s innovative 
solutions to key social and environmental issues. Through pioneering work in the area of sustainability, 
Coop raises public awareness of sustainable consumption. The Coop Sustainability Fund currently  
has access to funds of at least 17.5 million francs a year to implement such projects.

Strategic anchoring in wholesale and production
All companies of the Transgourmet Group as well as the main Coop manufacturing companies have 
their own sustainability strategies. The strategies are geared towards Coop’s Sustainability strategy 
concept and each take account of the specific concerns as well as the realities of the relevant markets.

Overarching topics in the area of sustainability

The companies of the Coop Group continued their impressive track record on sustainability in the year 
under review. Below is a brief overview of the group-wide topics in the area of sustainability for 2017. 
News on sustainable projects from the individual business areas is assigned to the respective chapters.

Coop named the world’s most sustainable retailer for the second time
In April 2017, Coop was named the world’s most sustainable retailer for the second time. In a study, 
internationally recognized rating agency Oekom Research AG compared 148 international retail chains 
for sustainability in regard to social, environmental and economic aspects. More than 100 criteria 
were considered, and the agency assessed how sustainably the individual companies operate.  
What makes the result particularly gratifying is the fact that the Coop Group was assessed as a 
whole: the rating also included the Transgourmet Group with its international subsidiaries, as well  
as the acquisitions by Bell outside Switzerland. The Coop Group’s good performance in this study 
demonstrates that Coop is also a leader abroad in terms of its sustainability standards.

New strategy concept approved
The previous strategy concept for sustainability was approved back in 2010. Over the last seven years, 
the sustainability strategy has more than proved its merits as a basis for Coop’s philosophy. However, 
both the environment and the Coop Group itself have changed greatly in recent years. Therefore, in  
the year under review, the strategy concept was reviewed and adapted in a thorough process that  
also involved stakeholders. Primarily, the focus was on neatly establishing sustainability as a cross- 
disciplinary task in all management areas: line responsibility has been tightened up and the profile of 
sustainability, as central to increasing the company’s success and as a social contribution to the 
common good, has been brought into sharper focus. All the instruments for achieving these goals 
have also been reviewed and optimized.

The progress made with implementation is communicated in the Sustainability Progress Report, which 
is published online in May of each year at www.coop.ch/sd-report.

http://www.coop.ch/sd-report

