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Switzerland as a sponsor, Coop offered its customers enjoyable family experiences, such as the 
Coop Andiamo exercise event, which attracted 34 500 visitors. Coop also added to its family-related 
Internet offering. Since 2017, four bloggers have been writing about the subject of family on the 
website Hellofamily.ch. There are also recipes for cooking for and with children, some of them in 
partnership with Fooby. Hello Family’s Facebook group has over 35 000 members.

Successful with Coop Take-it and Coop Restaurants
In 2017, of the 206 Coop catering businesses, 14 Coop Restaurants and one Coop Take-it branch  
were upgraded to the new “Vista” catering concept. This brings the number of “Vista”-style catering 
businesses to 32 already. “Vista” applies the principle of market-fresh wholesale catering. This concept  
is all about freshness, high culinary standards and intense flavour, as well as spacious premises with 
attractive, modern lighting and a child-friendly layout. The “Cooking Fun for Kids” event format made its 
début in 2017. At 27 locations, groups of six to nine children had the opportunity, under professional 
guidance, to go shopping, visit the kitchen and storage area and prepare a healthy, child-friendly 3-course 
menu together. All the modernized locations posted substantial growth in sales and Coop Take-it and 
Coop Restaurants gained further market shares.

Product range diversity 

As well as stocking the biggest selection of national and international branded products, Coop also 
stocks numerous own-label brands for every customer need in all its sales formats. In food retailing 
alone, with over 50 000 products in the food and non-food segment it offers the greatest product range 
diversity in Switzerland. As well as own-label sustainability brands and quality labels, Coop also stocks 
other own-label brands that cover diverse customer needs and offer optimum value for money.

Coop is committed to fair consumer prices
Coop remained committed to low consumer prices in 2017. As well as investments in efficiency, tough 
negotiating strategies with suppliers also paid off. In logistics in particular, Coop identified scope  
for price cuts during the year under review. Coop invested over 40 million francs in lower retail prices in 
2017, while fluctuating raw material prices presented a challenge. Vanilla and dairy products, among 
other things, became more expensive. Conversely, various varieties of nuts, such as almonds, became 
cheaper. All price changes were advertised in the Coop member press.

OWN-LABEL TARGET GROUP BRANDS

OWN-LABEL SUSTAINABILITY BRANDS AND QUALITY LABELS 

OWN-LABEL STANDARD BRANDS

 For more information about Coop own-label brands, visit www.coop.ch/labels

http://www.coop.ch/labels
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Coop is the first retailer to introduce insect products
Where product range development is concerned, 2017 was very much a year of product innovation  
for Coop. In a bold further step towards sustainable nutrition, in August Coop became the first retailer 
in Switzerland to introduce insect products such as “Insect Burger” and “Insect Balls” in selected 
branches. Startup “Essento” manufactures the insect products in Zurich. On the back of extensive 
media coverage and global reporting, the first deliveries of the products were an instant sell-out. 
Deliveries to more branches and additions to the product range are planned in 2018. 

More vegetarian, vegan and allergen-free products in the range
A growing number of people are making a conscious choice to switch to a vegetarian and vegan diet. In 
response to this, as early as 2013 Coop launched the naturally vegetarian own-label brand Karma, 
which has proved extremely popular. The Karma range has now grown to around 200 items. All the 
products are certified with the V-Label, which means they are guaranteed vegetarian, and around  
70% of the products are vegan. The brand’s success speaks for itself: Karma saw its sales increase 
from 40.3 to 71.1 million francs in 2017. 2017 was devoted to further developing the product line and 
product innovations. Demand for allergen-free products is also growing steadily, in line with the 
general increase in food intolerances and allergies in society. So that the people affected do not have 
to compromise on their enjoyment of food, Coop’s range includes the “Free From” product line. Coop 
increased its sales of allergen-free products by over 10% in 2017. The range of branded lactose and 
gluten-free items has also been expanded. To increase confidence in its products, Coop had around 
180 own-label products certified by independent organization Service Allergie Suisse (SAS). In addition, 
for the first time Coop published the brochure “Wellbeing for the whole family”, which provides tips 
and tricks for a symptom-free life for people with food intolerances.

Growing focus on regional beer
Coop has a long tradition of championing regional products, as this criterion embodies like no other 
the diversity of Swiss products and Coop’s proximity to its customers. In 2017, this tradition found its 
strongest expression in beer: to mark the regional beer promotion, issue 30 of the Coop member press 
in July was published with 21 different cover photos. Depending on the sales region, these showed 
portraits of master brewers from each region, with their beer. Tasting sessions and promotions involv-
ing regional breweries were also held at selected sales outlets. The regional breweries offer a total of 
some 250 types of beer at Coop. The focus on regional products is a dominant feature of the 2025+ 
store concept, particularly where beer is concerned.

Pro Montagna celebrates tenth anniversary
Under its own-label brand Pro Montagna, Coop sells products from the Swiss mountains, to create and 
preserve jobs in those areas and support mountain farmers and production companies in the mountain 
regions in their efforts to protect the cultivated landscape. The ingredients are both sourced from,  
and processed in the Swiss mountains. The product line, which now comprises around 240 specialities,  
was first incorporated in the Coop range in 2007, initially with 50 products, and is characterized by 
regional products, craftsmanship and great flavour. Now, some 250 processing facilities and farmers 

contribute to Pro Montagna’s success. The brand celebrated its tenth 
anniversary in 2017. To mark the anniversary, customers experienced 
Pro Montagna both at points of sale and at numerous sponsored 
events – thanks to the eyecatching Pro Montagna play and experience 
bus. In its anniversary year, the own-label solidarity brand increased 
its sales by 40.5%. One highlight of the anniversary was the SBB 
locomotive sporting a Pro Montagna design, which Coop sent on a 
365-day tour of Switzerland with partner SBB. The Wengneralp 
Railway also had a special Pro Montagna makeover and the 2017  
Brig Yodelling Festival had a Pro Montagna theme.

However, Pro Montagna is not just the standard bearer for fair trade with mountain regions: the own- 
label brand has close ties with Coop Aid for Mountain Regions, an independent non-profit organization 
which celebrated its 75th anniversary in 2017. A percentage of each sale of a Pro Montagna product goes  
to Coop Aid for Mountain Regions. Since 2006, just under 48 million francs have been raised towards 
various projects that support infrastructures, through Coop Aid for Mountain Regions and from donations, 
to permanently improve the living and working conditions of Swiss mountain farmers.

CHF 48 m

to support  
the mountain regions
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Coop consolidates market leadership in sustainable products
Coop continued to consolidate its leading position in sustainable products this year, applying the 
most stringent sustainability standards in the retail sector. With its organic own-label brand  
Natura plan, Coop generated sales of around 1.1 billion francs in 2017 and achieved significant growth 
of 4.1%. This was enabled in no small measure by the introduction of just under 140 new Naturaplan 
products, including organic yoghurts with fruit and vegetables, a sugar-free organic iced tea and 
organic, fair trade luxury chocolate from a sustainable cultivation project in Ecuador. Coop now has 
close to 3 200 organic products in its range.

The strategic partnership with Demeter Switzerland, which 
began in 2016, was also stepped up. A growing number of 
Naturaplan products now satisfy the Demeter guidelines as 
well as the stringent bud guidelines. Regionally, Coop expand-
ed the Demeter range with products such as milk, butter, 
yoghurt, meat, bread, vegetables and wine in 2017. There was 
another Demeter first at Coop@home: at the end of Decem-
ber, virtual market stall “Vom Märt” was added to the online 
shop. Here, for example, customers can order (on a subscrip-

tion basis) four different Demeter meat packages with cuts from the same animal. This means that,  
as well as ensuring the highest animal welfare standards, the whole animal is used, to the benefit of 
sustainable meat consumption. With a view to Naturaplan’s 25th anniversary in 2018, a new advertis-
ing campaign was launched in September 2017, with a new claim. Under the motto “natural.right.
good.”, the retailer will celebrate the long success of the organic own-label brand with a whole host of 
activities involving customers and employees.

Own-label sustainability brands Oecoplan, Ünique and Pro Specie Rara also remain very popular.  
Oecoplan reported sales growth in excess of 3.8% in 2017. This was due in part to a large-scale 
campaign involving firewood, which Coop offered as an environmentally friendly and CO2-neutral 
alternative to fossil fuels. A “Panda Campaign” was also staged this year, stemming from the long-
standing strategic partnership between Coop and the WWF, in which employees dressed as pandas 
moved around the stores. The WWF supports a sustainable lifestyle and exclusively recommends 
Oecoplan products, hence the Oecoplan products are labelled with the WWF panda. Own-label brand 
Pro Specie Rara which, like the eponymous non-profit organization, is committed to preserving 
biodiversity in Switzerland, increased its sales by 30% in five years from seeds of regional and endan-
gered species. Since 2012, the Ünique brand has tripled its sales of fruit and vegetables whose 
appearance deviates from the norm.

Anniversary for sustainability partnerships
Coop in fact celebrated two anniversaries this year in its sustainable range. Coop has now been 
working hand in hand with the Fairtrade Max Havelaar organization for 25 years. The Seafood Group, 
established by Coop, the WWF and other partners, celebrated its tenth anniversary.

Coop added its first Fairtrade Max Havelaar-certified product, coffee, to its range in 1992. Today,  
the retailer stocks 875 Fairtrade products, making it the biggest Fairtrade range in Switzerland.  
Since the start of the partnership, Coop has paid Fairtrade premiums totalling 49.9 million US dollars.  
A total of 1.6 million small-scale farmers and workers benefit worldwide from Fairtrade. In honour  
of the 25th anniversary, in 2017 Coop announced an annual growth target of five percent and a sales 
target of 545 million francs by 2025 for the sustainability label.

The Seafood Group, which Coop established together with the WWF and other partners to promote 
sustainability in the catching and breeding of fish and seafood, has existed since 2007. Together, the 
project partners wanted to send a clear signal to fisheries, breeders and the market: in future, fish and 
marine products should come only from sustainable sources. For the 10th anniversary of the Seafood 
Group, Coop has now achieved this goal.

around 1.1 bn CHF

sales of Coop Naturaplan
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New online deli counter at Coop@home
The range in online supermarket Coop@home was successfully expanded in 2017 and now constitutes 
a fully-fledged online supermarket, complete with all the fresh and non-food ranges one would expect 
to find in-store. Switzerland’s first online butcher has become established, and the first Swiss online 
cheese counter, the Chäs-Hüsli, has been created. Chäs-Hüsli sells around 90 different types of 
cheese. In October, the online fish counter was added to the fresh range: with 65 products from 100% 
sustainable and WWF-certified sources, the fish counter offers an extensive range of fish and sea-
food. Coop’s Silbern, Dietikon and Crissier branches process the foods and deliver them directly to 
customers’ homes, without breaking the cold chain, thus guaranteeing freshness right to the door.  
At the end of December, virtual market stall “Vom Märt” went online, from which customers can order 
various Demeter products such as meat packs. The online counter has proved very popular with 
customers.

Coop is committed to sustainable textiles
Together with Greenpeace, Coop launched more measures in 2017 to detoxify the supply chain in  
its own-label textile brands. As well as disclosure of all upstream suppliers, dye works and equipment 
suppliers, direct business partners and upstream suppliers had to attend an intensive training  
programme with experts. There were also unannounced company audits and waste water checks.  
A product inspection in the autumn of 2017 found that Coop had been able to eliminate many of the 
chemicals on Greenpeace’s Detox List from its products. In so doing, Coop has gone much further 
than the statutory requirements and is moving one step closer to its goal of a non-toxic textile chain. 
Moreover, in 2017 Coop commissioned life-cycle assessment agency Quantis to carry out a life- 
cycle assessment of the various recycling and disposal measures for old textiles.

Coop develops water standard 
Given that agriculture accounts for around 70% of global water consumption, producers and market-
ers of agricultural products bear a particular responsibility. This year, Coop, in partnership with the 
WWF and the Global G.A.P. organization, became the world’s first retailer to develop its own water 
standard. The certification system regulates the sustainable use of water in the production of agricul-
tural products. The Coop water standard stipulates, for example, that legal sources are used, water 
consumption is documented and water management is continually improved. Coop applies the water 
standard to fruit and vegetable producers in countries and regions with water scarcity issues, starting 
with Spain and Morocco. The standard will subsequently be expanded to other countries and regions, 
such as South Africa, Peru, southern Italy and Mexico. By taking this measure, Coop is helping to 
ensure that enough water is available for homes, industry and agriculture in these growing regions in 
future.

Soy footprint calculated
Soy is an important crop, both as feed for livestock and, increasingly, as an ingredient in the human 
diet. Ever more frequently, however, valuable ecosystems are being destroyed around the world in 
order to free up land for its cultivation, making it all the more important to control the origin and 
cultivation of soy. To ascertain how much soy is present in the Coop supermarkets' food range and 
whether there is a need for action to improve sustainability in its cultivation, in 2017 Coop became 
one the first retailers in the world to calculate its soy footprint. The results were gratifying: just  
under 70% of the 41 000 tonnes of soy used in the Coop food range already originate from certified, 
responsible cultivation. This means soy producers make sparing use of fertilizers and pesticides,  
no forests or ecosystems are cleared or destroyed for soy plantations and minimum social standards 
are observed in production. We now intend to steadily increase this percentage. 
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Highlights from the food formats
The table below lists the highlights during the year under review, along with a factsheet on each specialist 
format. For more information about the Coop Group’s specialist formats, visit www.coop.ch/einkaufen.

 

 

Factsheet

The Coop super-
markets have the 
densest network  
of sales outlets in 
Switzerland

• 10th anniversary of Pro Montagna with strong sales growth
• Karma range increased to over 200 items
• 40 million francs invested in lower prices and extra freshness
• Successful launch of Demeter products under the Natu-

raplan own-label sustainability brand
• Wood-fired bread launched throughout Switzerland
• First megastore opened according to 2025+ store concept
• New culinary platform Fooby integrated into supermarkets
• 93% customer satisfaction in “Your opinion counts” survey
• Insect products introduced
• Reusable bags introduced for fruit and vegetables, made 

from FSC-certified cellulose

Factsheet

The number one in 
the Swiss conveni-
ence market

• Expansion of range of homemade sandwiches
• New Pronto shops at the stations in Morges, Sargans, Sierre 

and Sion and at eight filling stations
• "Snacking on the go” fruit ranges expanded
• Range of chilled beverages geared towards innovative 

“Ready to drink”, low-sugar beverages
• Expansion of cooling areas at more than eleven locations, 

meaning a bigger range of chilled fresh products
• Fresh juice extractors introduced at around 20 locations

Factsheet

Coop to go offers 
exclusive take-away 
products not 
available in any 
other Coop format

• Opening of seven sales outlets in 2017; there are now a total 
of 14 Coop to-go branches

• 60 exclusive new Coop to-go products launched 
• Over 20 innovations introduced
• Top sales figures per m2 achieved, with strongest location  

at over CHF 70 000 per m2

Factsheet

The online super-
market with the 
biggest selection 
and personal 
delivery to your 
front door

• Introduction of a meat counter in January 2017
• Cheese counter introduced in June 2017
• 350 Pick-up stations set up in Switzerland in July 2017
• Online fish counter since September 2017
• Launch of online market format “Vom Märt”
• Introduction of Animal World in October 2017

Factsheet

The new store 
format for  
vege tarian and  
vegan products

• First Karma shop opened at Zug station on 30.05.2017; 
more new shops due to open in 2018

• Loose sale of foods such as pulses, nuts and granola in 
pouring containers for customers to fill their own bags 
(avoiding packaging)

• Wide selection of exclusively vegetarian and vegan products 
in Switzerland; a one-stop-shop to cover all requirements 
for vegan and vegetarian products (all food groups are 
represented).

• Wide range of homemade convenience products (salad and 
morning snack bowls, smoothies and sandwiches).

http://report.coop.ch/app/uploads/Factsheet_Coop_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Coop_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Pronto_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Pronto_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Coop_to_go_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Coop_to_go_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Coopathome_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Coopathome_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Karma_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Karma_EN.pdf
http://www.coop.ch/einkaufen
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Factsheet

Coop’s Italian 
delicatessen store

• First Sapori d’Italia branch opened at Aarau station on 
02.11.2017

• 200 m2 of Italian specialities
• Freshly-made focaccia, cornetti al cioccolato and espresso 

in-store
• Range of the most popular Italian specialities and products 

for everyday use
• Own-label Sapori brand for Italian specialities introduced  

in the Coop range

Factsheet

Culinary treats 
every day, at fair 
prices

• Significant gains in market share in a fiercely competitive 
market

• Implementation of the new “Vista” catering concept in 
14 restaurants and one Take-it branch in 2017

• Acquisition of catering business in Mercato Cattori, Losone
• Opening of staff restaurant at Coop’s new Pratteln location
• Launch of new event format “Cooking Fun for Kids”

Factsheet

The fresh host at 
busy locations

• Positive sales trend at branches of Burger King and Marché 
Airport Zürich 

• Marché Catering receives permission to organize Calanda 
Oktoberfest in Chur, from 2017 to 2019

• Introduction of “Infused Water” beverage, made from water, 
fresh fruits and herbs

• Reopening of Marché Bellinzona Sud, Hotel Bellinzona Sud 
(formerly Mövenpick Albergo BenjamInn) and Marché 
Bellinzona Nord planned for 2018; as part of this, the 
Marché restaurants will be completely rebuilt and the hotel 
refurbished

• Further development of Marché and Cindy’s brands

Factsheet

The take-away 
format for Zopf,  
in all its versions

• Location in Bern proving highly popular and shows great 
potential for expansion

• More locations planned in Switzerland by 2020
• "Schoggi-Chnopf” most successful Zöpfli roll product
• Seasonal range introduced: tomato & mozzarella rolls in 

summer, raclette rolls in winter
• Themed Zöpfli rolls launched for Christmas, Bern’s annual 

“onion market”, Valentine’s day and Mother’s Day
• Special chocolate drink and chilled speciality coffee devel-

oped for Zopf & Zöpfli format

Factsheet

Switzerland’s 
number one for 
cooking and 
indulgence

• Launch of “Ready to cook” delivery service “Betty bringt’s” 
with ingredients and recipe

• Launch of “Betty Bossi mix” cookery magazine with recipes 
specially developed for the Thermomix food processor

• Launch of “Kochwerkstadt” family experience as part of the 
“Food Zurich” culinary event

• Expansion of international distribution of innovative  
kitchen aids

http://report.coop.ch/app/uploads/Factsheet_Sapori_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Coop_Restaurant_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Coop_Restaurant_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Marche_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Marche_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Zopf_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Zopf_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Betty_Bossi_EN.pdf
http://report.coop.ch/app/uploads/Factsheet_Betty_Bossi_EN.pdf



