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Strategy and operating  
environment
New formats and range innovations, and the use of 
digitalization for new cross-channel products and 
 services strengthen Coop’s position in the Swiss retail 
sector. In wholesale,with Transgourmet the Coop Group 
is aiming for both organic growth and expansion into 
new markets. Coop is committed to verticalization in 
the production of strategically important goods.

Profile of the Coop Group

Active in retail as well as wholesale and production
The Coop Group operates in the retail as well as wholesale and production sectors. In the retail sector, 
Coop operates supermarkets and various specialist formats in Switzerland. The Coop Group is the 
market leader in many of these formats. In wholesale, the Coop Group operates in Germany, Poland, 
Romania, Russia, France, Austria and Switzerland through Transgourmet. The Transgourmet Group is 
Europe’s second-largest cash & carry and food service company. In the production sector, the inter-
nationally active Bell Food Group is the biggest company in the Coop Group. In addition to Bell, the 
Coop Group also operates other manufacturing companies in Switzerland.

The Coop Group is a cooperative
The Coop Group has a history that goes back over 150 years and it has always been structured along 
cooperative lines. At the organizational level, it is divided into six regions and has some 2.6 million cooper-
ative members. For the Coop Group, the focus is on the customers – the members of the cooperative.  
It gears all its efforts to their needs. As a cooperative, the Coop Group does not strive to maximize profits; 
because of this, it plan sustainably for the long term.

Strategies and objectives

Aligned to the Corporate Profile
A shared vision, a shared corporate profile and company-specific mission statements shape the  
Coop Group’s day-to-day work and corporate culture. Our over 86 000 employees all share the same 
Group vision: “Together to the top”. The corporate profile is also the same for all sales formats and 
companies in the Coop Group. It shows how we perceive our work: close, diverse, distinctive, inno-
vative and partnership-oriented. The mission statements are set out for each company and each 
format individually and reflect its positioning in the sector and strategic focus. With their respective 
mission statements, the companies and formats make their contribution to the Group-wide vision 
and corporate profile.

Growth and internationalization
In terms of growth and internationalization, the Coop Group pursues two strategic thrusts. In retail,  
it is seeking to selectively optimize its network of POS in Switzerland and embrace new trends, by 
making adjustments to the ranges and launching new formats. Moreover, digitalization is helping the 
Coop companies to introduce new online shops and services and further expand the cross-channel 
offering. In this way, the Coop Group is strengthening its position on the domestic market. In whole-
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sale, it is opening up new markets in Europe, thereby expanding the market position of the Trans-
gourmet Group. This can be secured both through organic growth and through acquisitions.

Verticalization 
For goods of particular strategic importance, Coop is committed to verticalization, i.e. integrating 
manufacturing companies into its business activities. Whether meat from the Bell Food Group, water 
from Pearlwater, cereals from Swissmill or rice from Reismühle Brunnen: verticalization enables 
Coop to respond swiftly to new trends and exploit synergies between the Retail and Wholesale / Pro-
duction business areas. The inauguration of the new Coop locations in Pratteln (Basel-Landschaft) 
and Schafisheim (Aargau) is clear testament to the strategic relevance of verticalization. In Schafis-
heim, the biggest construction project in Coop’s history so far was completed in 2016: as well as  
an industrial bakery and confectioner accommodating the production of frozen food, the complex  
is also home to a facility for processing empties and a frozen food distribution centre. As part of 
LoBOS, its logistics and bakery strategy, in 2017 Coop began operating a production location in 
Pratteln, with production facilities for Chocolats Halba, Sunray and Cave. This close collaboration 
enables even greater efficiency in the area of sourcing and logistics, which in turn allows for lower 
consumer prices.

Digitalization
Coop is pursuing two main strategic thrusts what digitalization is concerned. First and foremost, 
digitalization should be used to even better meet customers’ individual needs and simplify the shop-
ping process. At the same time, it should make behind-the-scenes processes even more efficient and 
economical. The dominant themes here are “Improving digital ordering processes” and “Using cut-
ting-edge automation technology by centralizing logistics”. However, Coop also regards digitalization 
as an opportunity to adopt new business models. Right now, Coop is gaining valuable experience from 
the open online marketplace Siroop. The significance of digitalization is also behind Coop’s decision  
to become a main partner of Digital Switzerland.

Another particularly noteworthy focus is the cross-channel approach, combining online and in-store 
trading. In 2017, the Coop companies were among the leading Swiss companies in online trading. 
Almost all specialist formats have an online shop. Goods ordered online can either be delivered to  
the customer’s home or collected in person at the POS of the specialist format in question or at one  
of more than 1 100 Pick-up stations. Drawing on its wide network of POS, the Coop Group is system-
atically increasing the number of Pick-up stations in Switzerland. In total, the Coop Group operates 
42 online shops, 24 of those in retail and 18 in the Wholesale / Production business area.

Purchasing strategy
The Coop Group is strengthening its regional and local purchasing, particularly in Switzerland. Sus-
tainability is a key element – in purchasing at home and abroad. Working with producers in emerging 
and developing countries in particular, Coop is implementing a multitude of projects which involve 
high social responsibility and environmental standards. The projects also stabilize income and pro-
duction in those countries.

The Coop Group handles purchasing of food and non-food products in Asia through its subsidiary, 
Eurogroup Far East Ltd. This subsidiary also assists business partners in the Far East in implementing 
environmental and social responsibility standards. Coop subsidiary Alifresca is responsible for pur-
chasing fruit and vegetables in Spain and Italy. As well as providing customers with quality assurance, 
Alifresca delivers the goods to all of the Coop Group’s distribution points throughout Europe, ensuring 
the right quantities reach each market. Agecore, the purchasing alliance formed to promote the 
development of cross-border activities in the retail sector, is also seeking to create additional syner-
gies in purchasing. Besides the Coop Group, Edeka Germany, Eroski Spain, ITM (Mousquetaires / Inter-
marché) France and Conad Italy and Colruyt Belgium are members of the alliance. Agecore is one of 
the biggest international purchasing alliances in Europe.

Quality strategy
For over 110 years, Coop has been operating laboratories in order to satisfy stringent product quality 
requirements. Taking a risk-oriented approach, the laboratories test products for compliance with the 
statutory quality and safety requirements but, more than that, they check fulfilment of Coop’s own 
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stringent standards, at every stage of the product chain. In light of the strategic im portance of 
quality for Coop, a new Quality Centre with a cutting-edge, private laboratory was inaugurated in 
Switzerland in 2017, at the new Coop production centre in Pratteln. Business partners of Coop  
and Coop’s employees also play a crucial role in quality assurance. Coop selects reliable business 
partners who satisfy the quality requirements and whose manufacturing processes are certified to 
international standards. There are inspection concepts in place for own-label brands and officially 
recognized labels which serve to guarantee compliance with the relevant requirements. As well as its 
own inspection activities carried out by quality assurance experts, Coop also works with independent 
inspection agencies.

Goal-setting process
To ensure that long-term strategies give rise to effective measures each year, the Coop Group has, 
since 2001, had a uniform, top-down goal-setting process in place. Every year, it defines key objec-
tives that apply to the Group as a whole. Based on these goals, concrete measures are developed 
right down to the operational levels. With a view to the continuous further development of its sustain-
ability commitment, the Coop Group has set multi-year targets for all divisions covering the three 
pillars of its sustainability concept.

Economic and political environment

Current trends in Swiss retail
Swiss retail has failed to capitalize on rising consumer spending in Switzerland and inward migra-
tion. Both nominally and in real terms, retail sales on the Swiss market declined. The scale of  
the drop in demand for food over the last year was unexpected. Slightly higher prices overall were 
not enough to offset the downturn in demand. Nominal non-food sales increased in the Swiss  
retail sector for the first time since 2010 despite falling prices. In real terms too, there is an upturn  
in non-food sales, for the first time since 2014.

Drawing a direct comparison between Switzerland and the European Union, there has been a signif-
icant rise in prices in the EU in the last ten years, of just under 20%, whereas in Switzerland, prices 
have remained virtually unchanged, auguring well for a turnaround in the long term. In consequence, 
there has been no further rise in cross-border shopping. 

Developments in wholesale and industry
Wholesale and industry also failed to benefit overall from stabilizing consumer demand in Switzerland. 
Food wholesale was hit by initially falling sales in the Swiss catering sector and the intense competition, 
and pressure on margins took a toll on food producers. The pleasing economic trend continued in coun-
tries such as Germany, France and, in particular, Poland and Romania. In these countries, wholesale  
and industry benefited from the growth in private consumption. Russia, too, enjoyed a turnaround. The 
economy slowly picked up, with private consumption also returning to a growth path.

Coop is committed to an efficient transport infrastructure and liberal regulations
It is vitally important to Coop that everyday items are available to people in Switzerland always at  
the right time, in sufficient quantity and impeccable quality. In light of this, Coop is committed to a 
functioning and efficient transport and logistics system. Such a system cannot exist without liberal 
and efficient regulatory conditions, coupled with the usage-based, sustainable funding of road  
and rail. With its subsidiary Railcare, Coop itself operates an innovative rail company and is involved  
in groundbreaking projects such as “Cargo Sous Terrain”, which, from 2030 onwards, will connect 
Switzerland’s logistics centres and cities via a fully automated, underground network.

Coop is calling for the systematic further development of sustainable, market-oriented agriculture 
Coop supports Swiss agriculture and the “Agrarpolitik 2014–2017”. This must be systematically devel-
oped going forward, to ensure that Swiss agriculture maintains its lead in sustainable production. 
Coop itself ensures high standards in this regard and creates added value for our customers.  
It is therefore vital for Swiss agriculture to set itself ambitious targets for sustainability and animal 
protection. The Pesticides action plan and the sphere of animal welfare are two such areas.
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In sugar consumption, Coop is committed to freedom of choice and transparent information
In the debate about a new federal act restricting access to foods high in sugar and calories, Coop 
has voiced its strong support for its customers’ freedom of choice. Coop believes that transparent 
communication is the only way to ensure the responsible use of foods containing sugar. By providing 
clear nutritional information, Coop helps customers make informed choices. Furthermore, Coop has 
sponsored the “fit4future” initiative for more than ten years and supports both the national “action-
santé” aimed at reducing the sugar content of products as well as the “Gorilla” project to promote a 
healthy lifestyle among school pupils. Coop opposes a statutory tax levied directly on products, which 
would be an unwarranted intrusion on economic freedom and could be particularly disadvantageous 
to low-income households.

Coop is in favour of a liberal and EU-compatible data protection act
Thanks to the advanced digitalization of its economy, Switzerland has successfully positioned itself as 
a business centre in recent decades. With 42 online shops and various online products and services  
in the cross-channel segment, digitalization has also become a central and strategically relevant issue 
for Coop in recent years. As part of the consultation process leading up to the complete revision of  
the data privacy act, Coop has spoken out in favour of an EU-compatible solution. The Federal Council 
Dispatch on the matter suggests there will be a liberal, EU-compatible approach, which assures 
adequate data security.


