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Retail Business Area
With Coop.ch, Coop is revolutionizing its digital pres-
ence and adding even more sustainable and inexpen-
sive products to its already extensive range. Compre-
hensive measures are needed in all areas to tackle the 
Covid pandemic, which has seen demand surge at on-
line shops.

Coop’s retail business was greatly impacted by the Covid pandemic during the year under review. On 16 
March, the Federal Council ordered all non-food formats and restaurants to close, and restricted ranges 
in supermarkets. Over 1 000 sales outlets had to close and more than 13 000 employees suddenly 
found themselves unable to perform their usual activities. At the same time, demand in supermarkets 
and at the online formats surged, placing severe demands on employees at the sales outlets, as well as 
processes in the background. Employees in the supermarkets and in other areas showed tremendous 
dedication in rising to this challenge. During lockdown, they received support from their colleagues in 
the temporarily closed trading formats, the catering and restaurant business, and wholesale. This show 
of solidarity will long be remembered. At this difficult time, it was imperative both to protect employees 
and to safeguard the security of supply of foods and essential goods. 

In 2020, the Coop Group generated net sales of 19.1 billion francs in Retail, and its extensive network of 
supermarket sales outlets and their proximity to customers proved a tremendous asset. To some ex-
tent, the non-food formats were able to offset sales lost during lockdown with record sales at their own 
online shops. 

Sales formats and range

In the Retail business area, the Coop Group operates supermarkets as well as numerous specialist for-
mats for every customer need. At the end of 2020, it had 2 349 sales outlets throughout Switzerland, 
which is X more than the previous year. Coop also boasts a wide range of online shops and systemati-
cally combines online and offline trade (omnichannel). Almost all of Coop’s specialist formats now have 
their own online shops in addition to their brick-and-mortar stores. The 24 online shops in the retail 

segment in all achieved growth of 35.7% in 2020 compared with 
the previous year. 

Coop attaches particular strategic importance to its sustainable 
ranges. In 2020, Coop’s retail sales from sustainable products to-
talled an encouraging 4.8 billion francs, which was up 14.5% over 
the previous year (for details see www.coop.ch/sd-report). 
Sales of organic products alone came to 1.7 billion francs, which is 
an increase of 14.2% year on year. 

Supermarkets and food formats 

The Coop supermarkets generated net sales of over 12 billion francs in 2020. Coop once again gained 
many new customers and significantly increased its market shares. With 944 stores, Coop has the 
densest network of sales outlets in Switzerland. In the 2020 financial year, 22 new sales outlets were 
opened and 10 closed. Coop implemented the new store concept 2025+ in a total of 51 supermarkets 
in 2020, bringing the total number of new-style supermarkets to 157.

19.1 CHF billion

net sales in retail



21Retail Business Area
Coop Group Annual Report 2020

Covid safety measures in sales outlets
Protecting employees and customers is Coop’s top priority. The safety concepts which Coop was quick 
to develop proved effective in practice and became routine. In the entrance area, posters reminded 
customers of the requirement to wear face coverings. Disinfectants and disposable gloves were also 
available at the entrance. Daily cleaning of various surfaces, such as shopping trolleys, was stepped up. 
In the checkout area, plexiglass screens, floor markings and posters kept everyone safe. In addition, 
Coop used in-store radio to remind customers to maintain social distancing and wear a face mask. Em-
ployees protected themselves and everyone else by wearing their face coverings correctly.

Customers overwhelmingly grateful to sales staff
Buoyed up by words of encouragement and an outpouring of gratitude from customers, staff at the 
sales outlets went above and beyond during the Covid pandemic. Employees were very touched by the 
solidarity shown by customers, who wrote lots of letters and created many collages and drawings. 

Coop.ch wins Digital Champion Award 2020
To further improve the shopping experience, Coop launched omnichannel platform Coop.ch. The new 
website merges the existing websites of Coop@home, Coop.ch and Mondovino. At the heart of Coop.ch 
is the holistic shopping experience, from planning to purchase. Now, for instance, customers can write 
a shopping list and retrieve it on the new Coop app in store. From now on, the availability of all products 
and promotions will be shown in any branch of choice in real time. Customers can link the new platform 
to their Supercard account and take advantage of all the benefits of the extensive customer programme. 
The Click & Collect service also enables customers to conveniently order the products they want from 
home and collect them from 350 sales outlets. The website impressed the jury in the Digital Commerce 
Award, which named Coop.ch Digital Commerce Champion and, therefore, the best online shop in 2020.

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 40 000 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.

Flow of goods and maintaining optimum stock levels during the COVID-19 crisis
The Covid crisis triggered an unprecedented run on the food sales formats. Every day, the crisis team 
set up to manage the flow of goods had to anticipate the constantly changing situation with regard to 
purchasing, national and international logistics capacities, and sales-based ordering for the branches. 
Sometimes, radical and unconventional measures had to be taken at very short notice. To cope with the 
huge additional volumes of leader items, Coop created brand-new logistics platforms and put a tempo-
rary freeze on part of the range at the Wangen distribution centre. Although it wasn’t always possible to 
completely avoid gaps in the range, Coop was generally able to assure deliveries of a wide array of items 
to the sales outlets at all times. Coop continuously fulfilled its federal mandate of supplying the popu-
lation with food and essential goods.

Expansion of vegan and vegetarian range
Coop is continually expanding its range of vegetarian and vegan products. There are now more than 
1 200 products certified with the SwissVeg V-Label on Coop’s shelves. This includes around 1 000 ve-
gan products. The popular own-label brand Karma, which now comprises more than 300 products, is a 
key component of the varied range of vegetarian items. In addition to the naturally vegetarian Karma 
products, Coop also stocks a wide range of vegetarian and vegan cheese, milk, meat and fish alterna-
tives. At the start of 2020, Coop became the first retailer to launch the popular pea-based chicken al-
ternatives of Zurich’s ETH start-up “planted”. Other all-plant highlights in the range include The Green 
Mountain Burger, tuna fish substitute Vuna, a tartar, and raclette and meatloaf for baking at home.

Switzerland’s best plant-based burger
The Green Mountain Burger was inspired by the natural beauty of the Swiss mountains. It was developed 
and produced by Bell subsidiary Hilcona, in Landquart, Graubünden. The burger, which was launched in 
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April 2020, quickly made it to the top 5 of all plant-based alternatives in Coop’s range. The Green Moun-
tain Burger is made from yellow split peas and is convincingly similar to an original meat burger in ap-
pearance, consistency, and taste. It is therefore no surprise that, in October 2020, The Green Mountain 
Burger was named by the Kassensturz consumer protection TV programme as Switzerland’s best plant-
based burger.

Successful organic range and closer cooperation with Bio Suisse
Coop achieved further exceptional growth with its organic products in 2020. Sales of the Naturaplan 
organic own-label brand grew by 15.8% to 1.5 billion francs. In total, the Coop Group generated sales of 
2 billion francs from organic products; in retail sales, Naturaplan products already account for over 
13%. This makes Coop the undisputed market leader in Switzerland. The Covid crisis highlighted a 
growing desire among customers for the most natural and healthy foods possible. Due to the closure of 
restaurants, customers were preparing more of their meals at home, and seeking out natural and healthy 
foods with which to cook. Coop launched more than 150 new Naturaplan products in 2020, such as 
yoghurts and iced teas with no added sugar, wood-fired Butterzopf braided loaves, and new Demeter 
products such as olive oil, breads, and dried tomatoes. Coop has set itself the goal of achieving above-av-
erage growth and attaining organic sales of CHF 2.5 billion by 2025. Since the launch of own-label or-
ganic brand Naturaplan in 1993, Coop has adhered fully to the bud label awarded by Bio Suisse, whose 
guidelines are among the most stringent in the world. The enduring, successful collaboration between 
Coop and the Bio Suisse organization was renewed and consolidated in 2020, with the shared goal of 
greatly advancing the organic market in Switzerland over the next few years.

Extending cooperation with IP-Suisse
At the end of February 2020, Coop informed Naturafarm pork producers that responsibility for main-
taining the guidelines for this own-label animal welfare brand was being handed over to the farming 
organization IP-Suisse. The new guidelines set more stringent requirements for biodiversity and sus-
tainability. The products will continue to be sold under the Naturafarm own-label brand. Coop used this 
partnership as an opportunity to step up its sustainability in other areas, and is switching a variety of 
Swiss Qualité & Prix products, such as milk, cream, flour, bread and sugar, from conventional to inte-
grated production. These products bear the ladybird symbol, which is the IP-Suisse quality label that is 
synonymous with added value that includes: products that are entirely of Swiss origin, efforts to pro-
mote diversity, avoidance of pesticides whenever possible, and the careful use of resources.

 This list is a selection of the key own-label brands and quality labels. 
For more information about Coop own-label brands, visit www.coop.ch/labels

OWN-LABEL TARGET GROUP BRANDS

OWN-LABEL SUSTAINABILITY BRANDS AND QUALITY LABELS 

OWN-LABEL STANDARD BRANDS
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Prix Garantie range expanded
Coop increased the Prix Garantie range to around 1 000 items during the year under review. The new 
products are from all areas of the range: from apple spritzer and hummus to pesto and Zopf flour (a 
special flour used e.g. for plaited loaves). New items such as fajitas and avocados provide inspiration for 
family meals, and products such as falafel burgers and soya milks are suitable for vegetarian and vegan 
diets. Prix Garantie is therefore far more than just a basic range. All products must live up to the range 
promise: Prix Garantie is a range of good quality, low-price products. By expanding this range, Coop is 
taking even greater account of the needs of all customer groups, in particular families, and offering an 
increasingly diverse range of products at low prices. The packaging relaunch for existing Prix Garantie 
products is also under way, with new packaging that boasts an attractive culinary design with a premi-
um look.

Disposable face masks and fabric masks at Coop
Even in the early days of 2020, the Covid pandemic triggered increased demand for face masks. Procur-
ing and transporting disposable face masks proved challenging. Coop’s priority was to maintain high 
quality and social standards in production. Thanks to reliable partners and agile logistics, Coop was 
able to guarantee constant product availability. Coop was the first retailer to stock fabric masks and, 
since August, customers have been able to buy EMPA-tested and certified fabric masks. Customers 
benefit from an attractive and varied range that represents very good value for money. 

On track for success with flavoured mineral water
With growth of more than 50% nationwide, flavoured waters are the fastest-growing product group in 
the beverages category. They account for a market share of 17% of the mineral water market, and that 
figure is rising fast. The Coop Naturaplan own-label brands, which include lemon, mint, and cucumber 
flavours, are the leading flavoured sparkling waters in Switzerland. To build on this success, in 2020 
Coop launched a Swiss Alpina Plus line alongside Naturaplan which, with raspberry and elderflower 
flavours, offers an intense taste experience. The mineral waters produced by Coop’s own Pearlwater 
manufacturing facility in Termen (Valais) now account for more than 6% of total retail sales, and this 
percentage is also rising.

Coop is committed to lower consumer prices
In 2020 Coop remained committed to low consumer prices. Coop has reduced the prices of over 1 000 
products in several price-cutting rounds. These include branded articles and own-label brands, such as 
in the Prix Garantie range plus fruit and vegetables. In the year under review, Coop invested 145 million 
francs in lower sales prices. Coop announced all of the price adjustments in the Coop Member Press.
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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 special-
ist format. For more information about the Coop Group’s specialist formats, visit
www.coop.ch/einkaufen.

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

• Safeguarding the security of supply in the face of the Covid
challenge

• Rapid implementation of the COVID-19 safety concepts
• Strong gains in market share
• A high level of customer satisfaction and onward recommen-

dations
• Positive customer feedback with a modern rating tool for

branches
• Growth in the sustainable, vegetarian/vegan and organic

range
• Expansion of Prix Garantie range
• Expansion of IP-Suisse range
• Another 51 branches remodelled according to the new store

concept. At the end of 2020, 157 branches had been remod-
elled.

• 22 new sales outlets opened
• Product scanners using customer’s own smartphone availa-

ble in all branches

The number one in 
the Swiss conveni-
ence market

• Expansion: Five new filling stations with Pronto shops
• Reopenings: Six shops after major refurbishments
• Customers/customer satisfaction: Coop Pronto’s “For Fresh,

Fast Food” concept proved itself very well during the corona-
virus period too.

• Freshness strategy: Coop Pronto supplies around 60 shops
with additional “freshly made with love” sandwiches directly
from one of two production facilities.

• Reusable cups: Coop Pronto introduced a “coffee to go”
reusable cup. Customers who bring their own reusable cup
benefit from 5x Superpoints when purchasing a hot drink.

• Sustainable convenience: Coop Pronto bans single-use
plastic cutlery from its convenience packaging. Customers
are now offered sustainably produced reusable cutlery.

• One third of the shop network already has the new design:
around 105 stores are already equipped with the new look

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

• 10 out of 19 branches shut during spring lockdown
• Sales on a rising trend again post-lockdown
• St. Gallen City is the 20th branch and opens on Marktplatz

in Bohl in November
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Coop.ch Omnichannel 
platform with the 
biggest selection
and personal
delivery to
your front door

• Sales more than double during lockdown
• Sharp rise in new customers, particularly people working

from home
• Range of Top 100 products created during the Covid pan-

demic, for more rapid availability of items (in partnership
with Galliker Transport AG)

• coop@home becomes Coop.ch: omnichannel shop with
numerous features and functions

• Significant customer growth thanks to balanced range and
impressive, intuitive new shop

• Range now comprises 17 000 items, including a big wine
range with more than 2 000 different wines

• Award for Coop.ch: Switzerland’s Best Online Shop at the
“Connect - Digital Commerce Conference” in Zurich

The format for 
artisanal food, 
regional products 
and sustainability

• Covid takes a heavy toll on artisanal food format FOOBY; the
sales outlet is closed during lockdown

• Growth in working from home causes a decline in customer
footfall

• Thanks to customer proximity and feedback, ideas can be
quickly implemented and innovative solutions developed in
the concept store

• Core business remains the range of products freshly made
in-store

• Expansion of regional product range and of expertise in
vegan and vegetarian alternatives

• Creation of new terrace for consumption of food in situ, in
response to a lot of customer feedback

The trendy store 
format for vegetari-
an and vegan 
products

• Slight decline in customer numbers due to Covid pandemic
• Range continually expanded with new vegetarian and vegan

products, fresh salads, sandwiches and smoothies made on
the premises

• Second Karma store opens on Neuengasse in Bern in June
• Trial of Greenbox concept: freshly prepared salads and

muesli are sold in reusable packaging. The customer pays a
CHF 5 deposit, which is refunded when they return the bowl
to the point of sale.

Coop’s Italian 
delicatessen store

• Three out of five branches closed during spring lockdown;
customer footfall declined

• Sales trend rising again
• Range continually being expanded with lots of Italian speci-

alities and delicacies, fresh focaccia, insalata or panini made
on the premises

• Sapori Circle, the sixth store, opens in November at Zurich
Airport



26Retail Business Area
Coop Group Annual Report 2020

Culinary treats 
every day, at fair 
prices

• Closure of Coop Restaurants during lockdown
• 1 500 Coop Restaurant employees swiftly and successfully

deployed in sales, logistics and manufacturing
• Significant market share gains compared with main competi-

tors
• More new plant-based products, such as Planted Chicken,

jackfruit etc.
• Launch of customer satisfaction survey via Supercard app
• Roll-out of new take-it concept
• Liquid waste measurement in all restaurants to reduce food

waste
• Pilot of anti-food waste app Too Good To Go

The refreshing host 
at busy locations

• 400 Marché employees swiftly and successfully deployed in
sales, logistics and manufacturing at Coop

• Complete revamp of Marché café and Marché take-away at
Zurich Airport

• New Marché take-away opens at Würenlos shopping service
area

• Complete revamp of Marché café in Bursins (formerly Zigolini
Café)

• Guest areas in Martigny and Gunzgen Süd extensively
refreshed and upgraded

• Marché filling station shop in Glarnerland remodelled
• Remodel of all Burger King franchise branches
• Opening of the 4th Zopf & Zöpfli outlet in Letzipark shopping

centre

Switzerland’s 
number one for 
cooking and 
indulgence

• Successful launch of “Betty cooks with you!” recipe initiative
after the start of lockdown: 120 recipe books containing over
12 000 recipes available free online

• E-commerce business (recipe books and kitchen aids) and
magazine subscriptions perform very well.

• Successful start to cooperation with digital customer service
solution Guuru, with sharp rise in customer enquiries during
lockdown.

• Development of over 1 000 food products for all Coop
own-label brands

• Launch of “Glutenfrei leben” (Gluten-free Living) magazine,
with gluten-free recipes and a wide array of topics relating to
carefree living without gluten.

• Launch of a world first: the click-by-click biscuit press
• Launch of “Gesund abnehmen” (Lose weight the healthy

way) app, with tasty recipes for easy calorie tracking at
home and out and about.

• Development of over 1 000 recipes for Fooby and Little
Fooby
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Non-Food specialist formats

During the lockdown, from 16 March to 27 April, all non-food specialist formats had to close. Over 1 000 
sales outlets and more than 13 000 employees were affected. Immediately after the closure of the sales 
outlets, Coop set up an internal job centre to arrange work for the staff from the non-food formats in the 
sales outlets, logistics and manufacturing. This unparalleled solidarity enabled us to cope with the chal-
lenges of the supermarkets that remained open, as well as logistics and manufacturing. In November 
and December, the cantons of Geneva (from 2 to 23 November), Solothurn and Aargau (from 27 Decem-
ber) again closed sales outlets with non-food products. Thanks to the already well-established om-
nichannel strategy, the loss of sales in physical stores suffered by the individual formats was, to some 
extent, cushioned by the sharp rise in sales of the respective online platforms. Thus, despite the clo-
sures, the non-food formats generated net sales of over 7.2 billion francs and succeeded in further in-
creasing their market shares. Coop remains a strong presence in home electronics. This segment in-
cludes the specialist formats Interdiscount, Microspot.ch, Dipl Ing. Fust and Nettoshop.ch. In 2020, the 
net sales of the four formats totalled around 2.1 billion francs, which is an increase of 41 million com-
pared with the previous year. Consequently, the Coop Group was also able to strengthen its market 
leadership in this area.

Non-food staff deployed in supermarkets during lockdown
The lockdown ordered by the Federal Council resulted in the closure of the non-food formats for 8 weeks 
from 16 March 2020. Only the Coop Vitality pharmacies remained open, maintaining their daily commit-
ment to customers’ health. Owing to the closure of the sales outlets, thousands of staff were rede-
ployed in other areas of Coop, such as the supermarkets, logistics, and customer service. By pulling 
together, throughout this challenging time Coop continued to fulfil its mandate of providing the popula-
tion with basic supplies across all formats. The health and safety of employees and customers were 
paramount at all times. On 27 April 2020, Building & Hobby markets very successfully resumed trading, 
followed by the remaining non-food formats on 11 May 2020.

Strong demand for online shops during Covid
Thanks to heightened demand, the online shops of the trading formats set new records in recent months, 
particularly on Black Friday/Singles Day. At Building & Hobby, orders quadrupled in the space of one 
week in spring. With people working from home, Interdiscount experienced increased demand for com-
puters, laptops, headsets etc. and Microspot.ch recorded an increase in all areas of the non-food range 
after the stores closed. The new logistics platform in Jegenstorff enabled the increased order volume to 
be accommodated. At Livique and Lumimart, online sales rose steadily from the start of lockdown, ex-
ceeding the previous year four or fivefold. Import Parfumerie recorded a record number of orders on 
Easter Monday. Although the Coop Vitality pharmacies remained open, customers placed far more or-
ders than usual in the online shop. At The Body Shop, hand soaps and hand creams were the biggest 
sellers, and in some instances were responsible for a fourfold increase in online orders from March on-
wards. In the first week of April, Christ Watches & Jewellery shone, with record orders leading to a daz-
zling result. Thanks to the new automated warehouses in logistics, Dipl.Ing. Fust AG fulfilled the very 
high number of customer orders on a daily basis. As Switzerland’s biggest online retailer of household 
appliances, Nettoshop reflected the spirit of the times during the Covid crisis, enjoying very high cus-
tomer demand.

Rebranding: Livique making good headway
Livique has performed very well in recent years, with growing sales and market shares. Its repositioning 
and rebranding has established Livique as a modern, inspirational furnishing provider in the mid-price 
segment. The Covid crisis has heightened the need among customers to make themselves comfortable 
at home and invest in an attractive living environment. Thanks to telephone consultations and a huge 
surge in online sales, Livique’s sales held steady at a high level during lockdown, and increased at a fast 
pace once the stores re-opened. One year after its rebranding, the still-young Livique brand has achieved 
considerable recognition, which was boosted further in 2020. The larger range of customizable furniture 
and the expansion of the Etoy and Heimberg locations have kept Livique on an upward trajectory.
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Coop Vitality now delivers prescription-only medicines
Medicines available only on prescription can now be easily and quickly ordered online from Coop Vitali-
ty. An option not previously available for prescription medicines, this has now been an option for the 
past year thanks to the online mail-order pharmacy. To use this free service, customers must first leave 
the original prescription at a Coop Vitality pharmacy, or use the prescription upload facility online. They 
use their online account on the Coop Vitality website to then easily order their medicines. Repeat orders 
can be placed at any time. Subject to availability, online orders received before 11.30 a.m. are delivered 
by post to the customer’s home one to two working days later.

Sustainable parcel packaging machine for Interdiscount and Microspot.ch
An innovative, fully-automated packaging facility enables more efficient and sustainable parcel dis-
patch from the logistics centre in Jegenstorf. The new system, which is able to prepare a customized 
shipping parcel for any product, will remove the need for fillers in future. The 24 metre-long and 16 
metre-wide machine processes up to 600 parcels, packaging them all in sustainable recycled card-
board. Now, the only manual action is placing the items on the feed belt to the packaging machines; all 
the other processes are automated. The finished parcels are carried on a conveyor belt via a parcel 
chute to the loading area. Coop chose a regional manufacturer as its partner for this innovative system. 
The packaging machine was put into operation in autumn 2020.

Fust Group biggest provider of household appliance servicing 
With more than 500 service professionals employed by the Fust Group (Fust, Service7000, Schubiger 
Haushalt) making visits to customers on a daily basis, Fust is the biggest Swiss provider of installation 
services and servicing for household appliances. Fust primarily serves private customers, with appli-
ance deliveries and repairs throughout the home which cover the whole range of household and multi-
media appliances, as well as complete kitchen and bathroom remodels. The services provided by Ser-
vice7000 and Schubiger Haushalt are geared to the specific needs of property managers and the rental 
properties they look after. Continuing Fust’s commitment to digitalization, a proprietary Internet portal, 
along with a handy smartphone app for quick service reports further simplify customer interaction. 

Highlights from the Non-Food specialist formats
The table below lists the highlights during the year under review, along with a factsheet on each special-
ist format. For more information about the Coop Group’s specialist formats, visit
www.coop.ch/einkaufen.

Number one in the 
Swiss consumer
electronics market

• Covid-related closure of sales outlets during lockdown
• Strong online growth of 40.4% due to lockdown
• 50th anniversary celebrated with attractive customer offers
• High customer satisfaction increased
• 3 new stores, 6 remodels
• Launch of attractive flat-rate mobile package with Coop

Mobile Plus
• Nationwide launch of same-day delivery with “Annanow”
• Further expansion of logistics services thanks to extended

logistics facility, new packaging machine, and parcel chute

Switzerland’s 
online shopping 
centre

• Up to fourfold increase in sales during lockdown
• Market position further consolidated
• Number of purchasing customers increased
• Ever-growing range now comprises around 500 000 items
• Reopening of showroom at Zurich main station in a new

location, with a new look
• New, fast contact option introduced for customers, using

Spoty chatbot
• E-commerce logistics expanded with new packaging ma-

chine



29Retail Business Area
Coop Group Annual Report 2020

The second-largest 
department store 
chain in Switzer-
land

• Covid-related closure during lockdown (except food)
• Further gains in market share
• High level of customer satisfaction according to market

research
• High level of customer acceptance of self-service checkouts

for cosmetic and personal care products
• Integrated Coop-to-go branch opened in Coop City St. Gallen
• New “Bellacasa” store concept implemented in Au Centre

Lausanne and Coop City, St. Gallen
• New ceiling concept, enhanced customer-friendly checkouts

in Non Food and new cloakroom concept in St. Gallen
successfully implemented

Switzerland’s 
leading building 
supplies store

• Covid-related closure of sales outlets during lockdown
• Strong growth of 88.3% in online business
• Expansion of online dispatch logistics
• Market leader in DIY stores
• Market share expanded
• Increase of 16% in Oecoplan sales
• 100% of Christmas trees from Switzerland
• Pilot of machinery hire
• Intensified social media activities, launch of Building &

Hobby Instagram channel
• Winner of the Digital Commerce Award with “Best Feature”

(location and shelf-specific product localization)
• Opening of Oftringen combined store
• Roll-out of modern online customer ordering option with

expanded range in all sales outlets
• Launch of immediate delivery from 18 sales outlets
• Further development of environmentally-friendly pesticide

range, in partnership with the School of Agricultural, Forest
and Food Sciences HAFL, Bern

• New advertising presence

The provider of 
customized furnish-
ing solutions

The first choice for 
lighting

• Covid-related closure of sales outlets during lockdown
• Telephone consultations/sales during lockdown
• Strong growth of brick-and-mortar business despite Covid
• Sales growth of 116.6% at online shops
• Strong gains in market share
• Huge increase in recognition of the Livique brand
• Successful repositioning on the market: establishment of

Livique as an expert in home furnishings in the mid-price
segment

• Opening of new Livique store in Etoy

• Lumimart is the market leader for lighting
• Smart home exhibitions developed and rolled out at Lumi-

mart
• Relaunch of “Lumicard” B2B programme and launch of

“Livique Professional”



30Retail Business Area
Coop Group Annual Report 2020

The leading Swiss 
provider of prestige 
perfumes

• Covid-related closure of sales outlets during lockdown
• Market leader in the prestige beauty market in Switzerland
• Significant market share gains, particularly in personal care

and make-up
• Sales growth of 68.7% in the online shop
• Higher overall customer satisfaction
• Substantial increase in regular customers in “The Member

Club”
• Redesign of online shop with the focus on mobile pages and

a more modern look
• 23.3% increase in range of items in online shop;
• Planning and roll-out of “New Generation” store concept at

Winterthur station and in Vevey, Centre St. Françoise, St.
Gallen City

• Opening of a new branch in the Neumarkt shopping centre in
Zurich-Altstetten

• Once again omnichannel leader on the market according ORI
Study 2.0

The prime destina-
tion for watches 
and jewellery

• Covid-related closure of sales outlets during lockdown
• Lockdown accelerated online growth by 83.8% in all product

categories
• Successful resumption of in-store trading after lockdown,

with pleasing sales growth year-on-year
• Further rise in customer satisfaction with all-round pres-

entation and after-sales service (expertise and friendliness)
• Persistently strong growth in genuine jewellery for the Christ

own-label brand and third-party fashion brands
• Once again omnichannel leader according to ORI Study 2.0

in the “Jewellery & Watches” category
• New Christ presence implemented in more branches,

successful remodels of the St. Gallen and Bern Wankdorf
branches

Just the job: 
number one for 
electrical house-
hold appliances 
and upgrading your 
kitchen or bath-
room

• Covid-related closure of sales outlets during lockdown
• Relevance of online channel much greater due to effects of

Covid pandemic, strong growth of 76.3%
• Market share gains in electrical appliances
• High level of customer satisfaction based on market re-

search by GfK and own customer survey (Net Promoter
Score)

• Successful launch of a modern ERP solution
• New logistics centre proves a resounding success
• SAP-based business processes and numerous new peripher-

al systems modernized
• Instant appointments for home delivery during sales conver-

sation
• Points of sale: 2 modernizations, 1 closure
• Strengthening and focusing the range of services for proper-

ty managers under the Service7000 and Schubiger Haushalt
brands.

Watches & Jewelry
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The biggest online 
shop for household 
appliances with 
personal advice and 
service

• Demand increased due to Covid, online growth of 23.8%
• Higher customer satisfaction ratings
• Garden, tableware, mobility and leisure ranges expanded
• More new support services (delivery slots, extended warran-

ty) across whole range
• Delivery times further shortened

Everything that is 
good for your 
health, from 
prescription 
medicines to 
beauty products.

• Increase of 9.1% in net sales
• 127.9% sales growth in online business
• Introduction of online ordering and shipping for prescription

medicines
• Gains in market share
• Expansion of pharmacy network with three new stores in

Langenthal Tell, Vich and Chur Quader, as well as two
takeovers in Bubendorf and Gossau

• Roll-out of new store concept at four locations: Oerlikon,
Oberwil, Rickenbach and Arena St. Gallen

• Launch of “Primary Care” (initial medical advice) and
dispensing of prescription medicines (without prescription
from doctor)

• Increase in sales of generics and own-label brands

The natural and 
sustainable cos-
metics
company

• Covid-related closure of sales outlets during lockdown
• 106.5% sales growth in online business
• Relaunch of e-shop with new design and functionalities
• Start of roll-out of international brand rejuvenation pro-

gramme
• Target: most sustainable beauty retailer by 2030
• Community trade plastic programme in India: in the second

year, The Body Shop removes 550 tonnes of plastic from the
environment

• Successful collection campaign benefiting Swiss women's
shelters

The market leader 
in Switzerland, with 
a modern network 
of Coop filling 
stations

• Market share: additional market shares gained
• Hydrogen: opening of two facilities at the beginning of 2021

in Crissier and Berne. Two more facilities planned during
2021

• AdBlue fuel pumps at 50 locations

For warmth and 
well-being

• Popular online shop: share of online orders increased to
50%

• Low-emission eco-heating oil: percentage of customers rises
to 69%

• myclimate: option of CO2 offsetting
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Coop’s hotel group • Hotel Baslertor/Victoria Basel and Savoy Bern closed from 
15 and 20 March respectively due to Covid

• Opening of Pullman and Victoria restaurants on 11 May
• Reopening of Hotel Baslertor and Savoy on 2 June, followed

by Hotel Victoria on 9 June
• “Märthof” project, a 4-star boutique hotel in the heart of the

historic old town of Basel, scheduled to open in summer
2021

• Employee training on guest interaction and a service mind-
set: we are BâleHotels and our ethos is warm hospitality

• From 1 January, Restaurant Les Quatre Saisons also oper-
ates as a pop-up restaurant (events, trade fairs, Advent)

• ISO 9001 recertification obtained until 2022

The travel agent 
owned by Coop and 
Rewe – Switzer-
land’s leading 
direct seller of 
beach holidays

• Like the rest of the travel sector, ITS Coop Travel saw busi-
ness decimated by the Covid pandemic

• High customer satisfaction with Covid crisis management
• Successful adjustments to range due to travel restrictions
• Further development of e-commerce tools

Leading fitness
provider in Ger-
man-speaking 
Switzerland

• Despite a full lockdown for two months, membership grows
by 3.6%

• Introduction of extended opening hours of 111 hours per
week at more than 50 locations

• Free online courses during lockdown
• Another 8 locations added, bringing the total from 48 to 56

facilities
• Proprietary member software implemented

Tropical house with 
a restaurant

• Tropenhaus Frutigen had to shut during lockdown.
• Significant increase in added value from caviar (up 16%) and

sales per guest in the catering area (up 12%)
• Pleasing customer feedback with 98% points for recommen-

dation and expectations met, all other values above 90%
• Whitefish production stepped up and pike perch production

scaled back
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Logistics, IT and property

Exceptional situation in logistics due to Covid
In 2020, Coop’s logistics came under severe pressure due to high demand during the pandemic. The 
strain reached a peak in the spring. Unlike the usual peak times at Christmas and Easter, for which Coop 
spends months preparing, suddenly and without warning record volumes had to be moved for the super-
markets and for online sales. Both employees and the logistics infrastructures worked flat out. At the 
same time, we had to make sure that Logistics itself remains fit for purpose and is able to guarantee 
maximum infection protection for staff. Thanks to the various, prompt measures taken by the Logistics 
crisis team, the huge challenges were overcome. For example, Coop repurposed distribution centres 
which, in normal circumstances are responsible for non-food ranges, in order to handle the logistics for 
the sharp rise in demand for items such as toilet paper, tinned foods, dried yeast, disinfectants, etc. 
Where possible, suppliers stepped up direct deliveries to the sales outlets. The employees of the closed 
non-food formats and restaurants were a great help during lockdown...

Hydrogen and biogas trucks
To further improve sustainability, Coop has increased its truck fleet with more vehicles equipped with 
innovative drive technologies. In 2020, Coop added 2 trucks with cutting-edge hydrogen technology and 
3 gas-powered trucks to its fleet.

Novel hydrogen trucks
As a hydrogen pioneer, Coop stays ahead of the game and, in October 2020, began operating one of the 
world’s first mass-produced hydrogen trucks, followed by six more models of this type. A fuel cell gen-
erates electricity from the hydrogen in the tank, which powers the truck’s electric engine quietly and 
with zero emissions. Only hydrogen is used, which is produced using renewable electricity from hydro-
power. This enables Coop to save around 80 tonnes of CO2 per year, per truck and amass more experi-
ence in this field of propulsion. Since 2016, Coop has been operating the first public hydrogen filling 
station in Hunzenschwil (Aargau) and, together with the association H2 Mobilität Schweiz, is pursuing 
the target of creating a nationwide network of hydrogen filling stations throughout Switzerland by 2023. 
Switzerland’s main transport axes should be covered by the start of 2021, and six hydrogen filling sta-
tions began operating in 2020. 

Sustainable biogas trucks
In 2020, Coop purchased two semi-trailer trucks and one triaxial 26-tonne truck that are powered by 
biogas. As well as far lower particulate and CO2 emissions, the reduced noise they create is an advantage 
over convention diesel engines. There are many advantages to using biogas as a fuel. Even driving with 
normal CNG (Compressed Natural Gas), CO2 emissions are reduced by 20% compared with a diesel vehicle.

Delivery service for vulnerable groups during Covid
To offer customers in the vulnerable age groups aged over 65 during the spring lockdown the option of 
having essential foods and hygiene products delivered to their home by volunteers, in the space of just 
a few days IT developed a special online ordering portal, incorporated this in logistics processes, and 
set up a dedicated call centre. Initially, customers could download the order list as a PDF and order by 
phone or e-mail. The goods were prepared in the closed Coop City branches and registered on specially 
converted tills. As time went on, Coop added more functions, including an order form for electronic orders.

IT introduces Office 365
As part of the upgrade of Office licences, Coop completed the switch to Office 365. The switch involved 
7 500 users from administration, began at the end of 2019, and was completed in March 2020 – just in 
time for lockdown and the Confederation’s recommendation to work from home. Very quickly, Office 
365 and, in particular, the Teams platform – which can be used for video and voice calls from home, 
chats, file sharing, the creation of task lists and so on – became an essential tool for Coop employees. 
People working from home were also supported by additional technical capacities. In autumn 2020, the 
roll-out of Office 365 began for the sales outlets, all of which now have a modern tool complete with the 
hardware needed for video conferences.
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Automated people counting system in sales outlets 
Limiting customer numbers in stores was one Covid measure that Coop had to implement at very short 
notice in March 2020. Within a few days, a “Coop Clicker App” was programmed and distributed to staff. 
As a next step, Coop quickly evaluated and introduced an automated people counting system, which 
uses sensors at entrances and exits to record people’s movements and indicates on a traffic light 
whether the next person in the queue can enter the store. By the end of 2020, Coop had introduced 
these people counting systems in around 560 sales outlets.

Sustainability in Coop real estate
Energy efficiency and the production of sustainable energy are key considerations for Coop when  
planning and implementing its real estate projects. Therefore, all of Coop’s buildings meet the Minergie 
requirements, and heating systems reliant on fossil fuels are no longer installed. 21 000 m2 of new  
photovoltaic systems were installed in 2020 in line with the target.

Parking with Superpoints
Customers can use their Superpoints to pay parking charges in no fewer than 11 Coop car parks. They 
also benefit from the automatic opening of the barriers when they enter and exit. The project will be 
rolled out to more locations in 2021. 

Digitalization of construction projects
Starting in 2020, all new construction projects are planned and delivered using BIM (Building Informa-
tion Modelling). Using virtual 3D prototyping, this method is used for the networked planning, execution 
and management of projects. All the relevant construction data are digitally modelled, combined and 
recorded. The project-specific BIM data provide an overview of the entire life cycle of a construction 
project, and when construction is complete are used by Facility Management for maintenance. 

Real estate projects
In 2020, Coop started a total of 7 real estate projects and completed 19, including 3 new builds, 1 ex-
tension, 6 remodels and 9 modernizations/renovations. The Covid pandemic had little impact on con-
struction activities and lead times. 

Head Office Basel
On 18 December 2020, Coop concluded the complete renovation of its head office at Thiersteineralle 12 
in Basel. The modernization involved upgrading office space on floors one to twelve, relocating the ca-
tering facilities and repurposing the area as office space on the 13th floor, a new catering area on the 
ground floor of Thiersteinerallee 14, the complete replacement of technical installations and elevator 
systems, and the replacement of the entire façade with 1 900 m2 of photovoltaic elements, which have 
an output in excess of 82 000 kWh.

Aclens
The construction of the “Cinque” project in Aclens proceeded according to schedule in 2020. As part of 
this logistics project, among other things a new building was constructed which will house a new 
12 400 m2 empties collection centre, 8 300 m2 of new office space for the Romandie sales region, and a 
Coop Restaurant . Energy will be generated by a waste heat utilization system and some of the electric-
ity requirements will be met by a 1 850 m2 roof-mounted photovoltaic unit. In June, a 57 metre-long, 
125 tonne footbridge was also built between the existing distribution centre and the new building. The 
new building will be commissioned in stages from July 2021. The distribution centre in La Chaux-de-
Fonds will close as of the end of September 2021 and the Renens one from the end of October 2021. 

Oerlikon
After renovation work lasting 12 months, the Center Eleven shopping centre in Oerlikon celebrated its 
reopening on 25 February 2020. In the shopping centre, customers will find 3 200 m2 of Coop retail 
space, a 3 500 m2 Building & Hobby store, along with an Interdiscount, a Coop Restaurant, a newsstand 
stocking a range of flowers, and a space occupied by a third-party tenant. The upgrade of the mall and 
communal areas creates a light and friendly atmosphere. With LED lighting, an attractive new colour 
scheme and electric charging stations, the shopping experience for customers begins in the under-
ground car park.
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Lugano Pregassona
After 2 years under construction, in April 2020 the “Minerva” building in Lugano Pregassona was ready 
for occupation. The 16 apartments are spread over four floors in the building, and all have a parking 
space in the underground car park plus a separate cellar compartment. They have been built to modern 
specifications, and are bright and flooded with light, making them highly sought-after on the housing 
market. All the apartments have already been let.

Uzwil
After around 14 months of refurbishment work, the Coop shopping centre in Uzwil celebrated its full 
reopening on 28 May 2020. In the mall area, along with the contemporary store format of Coop, Coop 
Restaurant, Dropa Drogerie, Vögele Shoes and the Orru hair salon, customers can enjoy a complete 
shopping experience. A new escalator connects the underground car park with the retail outlets, im-
proving customer access. The building meets the Minergie construction standard. The building’s outer 
shell now has attractive timber cladding and energy supply is supported by a 2 200 m2 photovoltaic 
system on the flat roof. Heating is supplemented by a highly efficient heat pump. 

Castione
The sales outlet in Castione underwent a phased modernization between the start of May 2012 and mid-
2020, and the Coop retail space was increased to 1 500 m2. Architecturally, the building has a fresh, 
timeless and elegant appearance thanks to the distinctive and protruding canopy construction and the 
wooden façade. 1 100 m2 of photovoltaic panels have been mounted on the roof to generate electricity 
and help reduce CO2 emissions. 

Vich
The Coop in Vich opened on 19 August 2020. The former sales outlet has been remodelled, and the 
Coop Retail space increased to 2 300 m2. The building also houses a Vitality pharmacy, a Coop Restau-
rant and a refurbished underground car park with 100 parking spaces for customers. Some of the elec-
tricity required is produced by a 1 500 m2 roof-mounted photovoltaic unit. 

Le Noirmont 
The Coop sales outlet in Le Noirmont opened for business on 25 November 2020. Right at the entrance 
to the village, where there was once a filling station and an old barn, there is now a new, timber-clad 
sales outlet with 480 m2 of Coop retail space and 23 outdoor parking spaces. On the upper floors are  
12 apartments and a GP surgery. The new building was constructed to the Minergie standard and fitted 
with 300 m2 of photovoltaic panels.

Broc
The Coop in Broc opened on 2 December 2020. On the site of what used to be a public car park, there is 
now a new sales outlet with 420 m2 of Coop retail space and 18 outdoor parking spaces. On the upper 
floors are 14 apartments. 

Bévilard
The sales outlet in Bévilard celebrated its opening on 9 December 2020. From March 2020, a temporary 
sales outlet was opened in the centre of the village, while part of the former sales outlet was demol-
ished. The Coop retail space was increased to 570 m2 and fitted with 300 m2 of photovoltaic panels on 
the roof.
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Additional services

Comprehensive quality management
In 2020, implementing the new food legislation remained a quality management priority, with further 
changes as part of the Confederation’s so-called “Stretto” package. The ordinance necessitates chang-
es to the labelling of all products by 2021. As the basis for implementation, the Coop Guideline on La-
belling was revised. Among other things, the guideline stipulates how the origin of raw materials and 
nutritional information are to be disclosed on Coop own-label brands. Coop’s disclosures regarding the 
origin of animal-derived raw materials voluntarily exceed the legal requirements and are transparently 
shown if they make up at least 10% of the food.
Since 2012, all sales outlets offering counter service have been audited and certified by independent 
inspection body q.inspecta for compliance with quality requirements. A total of 407 sales outlets were 
successfully audited in 2020. These audits were in addition to the 1 800 or so internal quality-control 
audits conducted by Coop. 
In its own laboratory, Coop tested around 31 000 random samples from the food and non-food seg-
ments for compliance with the requirements. This involved checking more than 915 000 criteria. Owing 
to the growing supply of fresh products made at the sales outlets, hygiene monitoring is also becoming 
ever more important in this area. 
Even when faced with the difficulties created by Covid, stringent monitoring of key aspects of food and 
product safety was maintained, demonstrating that we were able to uphold high quality standards at all 
times.
As part of its risk management in the area of product quality, Coop devoted a great deal of time in 2020 
to issues surrounding the safeguarding of the supply chain for critical raw materials. Furthermore, Coop 
clarified the requirements for critical product groups in the non-food segment and made these available 
to potential suppliers in automated form. Updated e-learning courses covering sales and purchasing 
expertise were mandatory for employees throughout Switzerland.

Social commitment
Coop again pursued numerous projects that embodied its social commitment in 2020. Through the 
Coop Sustainability Fund alone, Coop invested around 16.85 million francs in charitable projects. For 
information about other projects besides those listed below, visit actions-not-words.ch

Commitment to Bio 2.0: 20 million invested in research projects so far
As early as 1993 Coop began working closely with the Research Institute for Organic Agriculture (FiBL). 
To date, Coop has invested more than 21 million francs in numerous projects run by the FiBL and in 
organic agriculture. This has enabled research into modern cultivation methods for organic cotton for 
Naturaline textiles. The cooperation also helps establish substitute products for copper and, by making 
targeted use of precision farming, ensure the financial viability of small-scale, diverse agriculture. Fur-
thermore, effective organic remedies are being created for citrus greening, a disease which affects or-
anges, so that customers can enjoy a glass of organic orange juice with their breakfast. With the help of 
the FiBL, organic cultivation is also enabling Coop to make its coconut and palm oil more sustainable. 
The partnership has also given rise to various products for the Naturaplan own-label brand, including 
an award-winning organic Prosecco and Swiss organic honey.

Home delivery service with SRC during Covid
In the spring, during the pandemic, customers aged 65 and over were able to order food and hygiene 
products by phone or e-mail from Coop City department stores and Coop supermarkets in a number of 
towns and cities. Volunteer helpers from the Swiss Red Cross (SRC) delivered the orders to their homes 
the next working day. The free delivery service was offered in Bern, Olten, Zurich and Lausanne.

Coop is enabling the rehabilitation of Alp Kohlschlag
This year, all of the proceeds from Coop’s “1 August rolls” campaign are going towards the remodelling 
and expansion of Alp Kohlschlag in Mels, St. Gallen. Each year, the Alp processes around 125 000 litres 
of milk and 18 000 kilograms of cheese. Investment in the alpine dairy, the cheese cellar and the resi-
dential building is urgently needed in order to safeguard this intensive alpine agriculture in future. Coop 
is donating 304 657 francs to support the rehabilitation and expansion of the Alp. Coop Aid for Moun-
tain Regions has been dedicated tor better living and working conditions for the mountain populace for 
over 75 years. Every franc donated goes entirely to self-help projects in the Swiss mountain region, as 
all the administrative costs are borne by Coop.
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Successful bioRe school projects.
Since 1995, under the Naturaline own-label brand Coop has been producing textiles from organic cotton 
which are made for the range fairly, using environmentally-friendly methods and according to bioRe’s 
social and environmental standard. For the right to an education and as part of the holistic Naturaline 
approach, since 2011 Coop has been supporting three successful school projects in the central Indian 
region Madhya Pradesh. These directly benefit the producers of organic cotton for Naturaline textiles 
and the region’s farming communities. At present, more than 1 200 children of farming families and 
disadvantaged children are taught in 18 village schools up to 5th grade. In 2014, a secondary school 
was set up on the bioRe School Campus to provide follow-on education. 600 students currently attend 
lessons there. The campus is also home to a state-recognized vocational training centre at which young 
people have the opportunity to learn a locally relevant vocation such as mechanic, fashion designer, or 
organic farmer. 

“Blühende Schulen” flower planting project for schools
With the “Blühende Schulen” school project, in partnership with Bio Suisse Coop raised awareness of 
treating nature with care while also promoting biodiversity. One approach involved planting flowers in 
school gardens, creating new sources of food for bees and other insects. To this end, in the last five 
years schools have been given 5 400 free planting kits containing organic herb seedlings and seeds for 
native wild flowers. The project has raised awareness in 5 905 school classes and among 84 000 school 
pupils, teachers, and helpers. 

Full plates thanks to Tischlein deck dich and Schweizer Tafel
Since 2005, Coop has donated a considerable amount of date-expired food, which is still in perfect 
condition but can no longer be sold, to the Schweizer Tafel (Swiss Table) and Tischlein deck dich (Table 
Be Set) social organizations. They distribute the food to social institutions or directly to needy people in 
Switzerland. By doing this, Coop fills more than 12.6 million plates of people in poverty (as of 2020). 
Coop supports this commitment with donations of food and also financial contributions: each year, 
around 2 510 tonnes of food and 300 000 francs are donated to the two organizations. In logistics, 
Coop provided space in its warehouses free of charge, making a significant contribution towards reduc-
ing food waste.

Support for people in poverty with the “2xChristmas” campaign
Once again this year, Coop supported the “2xChristmas” campaign run by the Swiss Red Cross for peo-
ple in poverty in Switzerland. Coop sold around 8 000 donated parcels containing products worth 
160 000 francs. Via Coop.ch, 1 059 parcels were sold, containing products worth 82 970 francs. In ad-
dition, Coop supported the campaign by donating products worth around 402 000 francs (retail value).

Coop supports Swiss Red Cross and helps people in need
The SRC is supporting people who have fallen on hard times due to the Covid pandemic. This includes 
handing out Coop gift cards worth two million francs. Coop is additionally donated Coop gift cards 
worth CHF 150 000. Furthermore, Coop encouraged readers of the Coop member press to use donation 
coupons to donate money or Superpoints. In total, 2 617 coupons were redeemed over five weeks, 
equating to a donation of CHF 74 450. Between April and June, Coop Supercard holders donated Super-
points worth CHF 98 500. 

Communication and advertising

Customer Service replies to over 800 000 enquiries
Customer Service dealt with over 800 000 customer enquiries in 2020. As well as general questions 
about Coop, the Coop Member Press and Supercard, the majority of our customers’ questions were 
about Covid-related matters, such as restrictions on the range, which also affected our “Herb Garden 
Adventure” marketing campaign. However, sustainability-related topics, in particular reducing plastic, 
remain very important to our customers. Our marketing campaigns, advertising campaigns and collec-
tion promotions continue to attract a lot of interest. We are receiving a growing number of enquiries 
about digital services (promotions, coupons). Pricing and range selection are still two of our customers’ 
main concerns.
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National information platform during Covid for all employees
In March, the employee information portal Coop.ch/gemeinsam was created, on which Coop has brought 
together all the important information about the Covid situation. The platform ensured that the infor-
mation reached all employees in the sales outlets, logistics, production, administration and staff on 
short-time working at home. In addition, Coop published pictures, videos, stories and statements from 
its sales regions and formats on the site. During lockdown, the Coop Member Press also produced a 
daily video format for employees. The “Coopzeitung bi de Lüt” format took the daily pulse of the Coop 
Group and visited different people within the company. The editors asked how people were finding the 
Covid situation and how they were coping with the major challenges.

Families benefit from loyalty programmes
Coop continued to reward its customers’ loyalty in 2020, with a total of four collection promotions. 
Once again, the focus was on families with children, who enjoyed free products. The “Herb Garden Ad-
venture” and “Wilderness Adventure” promotions, in partnership with the WWF, turned the spotlight on 
sustainability issues. The Hello Summer promotion with products related to water was a hit with cus-
tomers. During the Christmas build-up, for the first time Coop took an integrated approach with Coop’s 
Christmas communication team, telling the story of “Nevi the snow monster” in its “Let it snow” cam-
paign. All four promotions proved extremely popular, generating substantial additional sales.

Supercard remains very popular
The Supercard remains the most-used and most popular loyalty programme in Switzerland. Coop is 
continuously refining the Supercard as a service brand, offering its customers more and more new ser-
vices relating to the Supercard, including digital ones, which offer added value for customers.

New staff magazine to mark anniversary
The Coop Group’s staff magazine is celebrating its 20th anniversary with a relaunch: as well as the lay-
out, the concept has also had a complete overhaul. The old name “Coop Forte magazine” has been 
shortened to “Forte”. “Forte” now has a more modern appeal, with more images and more diverse con-
tent. Strategic topics also feature more heavily and there is a greater focus on the regional sections. 
Furthermore, its handy format and modern editorial design are designed to appeal more to younger 
employees.

Social media adds more channels and keeps people informed during Covid
The Covid pandemic also had a big impact on social media. In spring, for instance, the social media 
team responded swiftly to what was going on in the Coop supermarkets and actively informed social 
media users about rules, changes, and safety concepts, as well as responding to customer questions 

and feedback. The merger of Coop.ch and 
coop@home also presents new opportunities 
for e-commerce on the social channels. In ad-
dition, the channels were expanded: Hello 
Family is now on Instagram too and, in Janu-
ary, Coop became one of the first Swiss com-
panies to have a TikTok presence, enabling it 
to respond even more specifically to the vari-
ous target groups.

Coop and 20 Minuten jointly launch “Coopzeitung Weekend”
The Coop Member Press which, with around 3.2 million readers (WEMF Mach-Basic 2020-2) is the big-
gest weekly newspaper, and 20 Minuten which, with over 1.8 million readers (WEMF Mach-Basic 2020-2 
is the most widely-read daily newspaper, are launching a magazine to get the weekend off to a perfect 
start: “Coopzeitung Weekend”. The newspaper is published once a week, on Friday, as a 16-page paper 
within a paper, in the centrefold of 20 Minuten. “Coopzeitung Weekend” delivers lifestyle and trend 
topics to the young and young-at-heart. With content such as creative recipes, lifestyle and sustainabil-
ity tips, ideas, competitions and puzzles and a layout based on the Coop Member Press, the newspaper 
is geared primarily towards a young target group. The articles are written by the new Weekend editorial 
team, comprised of journalists from the German, Italian and French language editions of the Coop Mem-
ber Press. Ad sales are also handled by Coop.

20 years

“Forte” staff magazine
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Coop Member Press publishes special pages on Covid
During lockdown, the three Coop Member Press publications published lots of special pages of useful 
information from Coop on the subject of Covid, as well as tips, puzzles, games, and special articles for 
anyone who had to stay home and was in need of some distraction. 

Cooking fun for children during Covid
In March, during lockdown, Coop launched “Little Fooby”, a recipe platform for parents to cook and bake 
with their kids. What is unique about Little Fooby is that the recipes show which cooking steps can be 
carried out by the children themselves and the tasks for which they need their parents’ help. After just 
a short time, Little Fooby has become very popular with parents of young children.

Coop Mobile Plus: the new, unlimited subscription
In September, Coop launched “Coop Mobile Plus”, a new and attractive mobile subscription, which of-
fers customers unlimited phone calls, messaging and browsing in Switzerland and Liechtenstein. To 
mark the launch of “Coop Mobile Plus”, when a new subscription was taken out, Coop gifted six months 
of charges and offers attractive discounts on all smartphones at Interdiscount and Fust. In December, 
Coop introduced a particularly attractive flat-rate package for employees of the Coop Group. Since 
2019, Coop Mobile has been using the Swisscom network, which is regarded as the best in Switzerland. 

Sponsorship in the great outdoors
The sponsorship sector was particularly badly hit by the Covid rules in 2020. As Coop sponsorship com-
mitments such as the Coop Gemeindeduell events and the Coop Open Air Cinemas took place outdoors, 
they went ahead successfully with the appropriate safety measures in place. Unfortunately, many of 
Coop’s sponsorship projects had to be cancelled or postponed to 2021 because of the strict regulations 
imposed by the Confederation. 

Media Unit: Covid pandemic dominated 
As one of Switzerland’s most relevant media offices, Coop’s Media Unit further intensified dialogue with 
journalists in 2020. Consequently, heavy media coverage of Coop news continued in the year under re-
view. The appointment of Joos Sutter as the new Chairman of Coop’s Board of Directors and the an-
nouncement of the new Chairman of the Executive Committee attracted particularly great interest in the 
media. Journalists also reported widely on the launch of the new omnichannel platform Coop.ch. Sus-
tainability-wise, communication priorities were reducing plastics, the circular economy, and hydrogen. 
The number one topic in media work as, of course, the Covid pandemic, attracting a record of 250 media 
enquiries a week. During the year under review, Coop’s Media Unit issued 30 media releases, placed 
close to 50 new and proactive topics, gave and attended around 100 interviews and responded to 2 769 
media enquiries – a new record, and an increase of over 1 100 enquiries compared with the previous 
year.




