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•• ToTo satisfy consumer demand forsatisfy consumer demand for natural andnatural and
humanely producedhumanely produced foodfood

•• ToTo demonstratedemonstrate the Coopthe Coop Group's commitmentGroup's commitment
to theto the environmentenvironment and to humaneand to humane animal animal 
husbandryhusbandry

•• ToTo offeroffer genuine alternativesgenuine alternatives for farmersfor farmers inin
tomorrow's  market environment tomorrow's  market environment 
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Agricultural policy environmentAgriculturalAgricultural policy environmentpolicy environment

•• AgriculturalAgricultural policypolicy (AP) 2002 (AP) 2002 -- an an importantimportant
interiminterim stepstep

•• TheThe bilateral bilateral agreements withagreements with thethe EU will bringEU will bring
aboutabout a a degreedegree of  of  liberalization  liberalization  and and improve improve 
export prospectsexport prospects

•• LiberalizationLiberalization andand thethe systematic gearingsystematic gearing of of 
agricultureagriculture to to consumer needs isconsumer needs is a a challengechallenge
and an and an opportunityopportunity for producersfor producers andand thethe tradetrade



Coop Coop NATURAplanNATURAplan::
Core elementsCore elements
•• FoodFood productsproducts of theof the highest standard possiblehighest standard possible on on 

a largea large scalescale inin Switzerland with regardSwitzerland with regard toto qualityquality
plus natural and humaneplus natural and humane productionproduction

•• Priority givenPriority given to Swissto Swiss agricultural productsagricultural products
•• Sparing useSparing use ofof processing stepsprocessing steps
•• NoNo useuse ofof genetically modified starting materials or genetically modified starting materials or 

animal feedanimal feed
•• AdherenceAdherence to theto the guidelines is monitoredguidelines is monitored by by 

independentindependent control bodiescontrol bodies



Coop NATURAplanCoopCoop NATURAplanNATURAplan

•• PlantPlant--basedbased andand dairy productsdairy products: organic: organic
production confirmed withproduction confirmed with thethe bud emblembud emblem (in(in
conformity withconformity with BIO SUISSEBIO SUISSE guidelinesguidelines))

•• Fresh organically produced meat withFresh organically produced meat with thethe bud bud 
emblememblem
(BIO SUISSE(BIO SUISSE guidelinesguidelines/ 61 / 61 sales outletssales outlets))

•• MeatMeat andand eggs from particularlyeggs from particularly humanehumane animal  animal  
production production 
((animals with accessanimals with access toto rangerange))



Coop NATURAplan salesCoop NATURAplanCoop NATURAplan salessales
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Market shares for organic produce (CHF m)Market shares for organic produce (CHF m)
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OrganicOrganic products account forproducts account for largelarge share share 
of of salessales ofof important productsimportant products ((examplesexamples))

Pasteurized milk 35 %
Carrots 30 %
Long-life vegetables 22 %
Fresh convenience foods 21 %
Bread specialities 20 %
Baby food 20 %
Muesli/cereals                  17 % 



Growth of organicGrowth of organic farmingfarming inin SwitzerlandSwitzerland
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How often do consumers buy products of 
organic farming and humane animal husbandry?
HowHow oftenoften dodo consumers buy productsconsumers buy products of of 
organicorganic farmingfarming and humaneand humane animal husbandryanimal husbandry??

at least once a week

once a fortnightless than once a 
fortnight

never

daily/several times a 
week

48 % of interviewees buy organic products regularly

Source: IHA -GFM, 2000

8 %8 %

27 %27 %

13 %13 %27 %27 %

25 %25 %



Main reasons for buying ecologically
acceptable and humanely produced products
MainMain reasons for buying ecologicallyreasons for buying ecologically
acceptable andacceptable and humanely produced productshumanely produced products
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