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Our Purpose is to champion a better 
way of doing business for you and 
your communities. We announced 
our new Co-op Membership rewards 
at our AGM in May – the benefits 
will be available from 2016; and by 
2018, we plan to return more than 
£100m a year to our Members and 
their communities. And building on 
our campaigning heritage, we’ve 
launched our latest campaign to 
tackle loneliness.

1% 
of the value of Co-op brand 

products or services that Members 
buy will go to a local cause, as part 

of our new Membership offer
More on page 6

8,989
colleagues took part in community 
activities in work time (2014: 7,746)

More on page 3

80,000 
colleagues and Members voted, 

and helped decide on our  
Charity Partnership with the  

British Red Cross to respond to  
the hidden epidemic of loneliness 

in our communities
More on page 10

£1.8m 
We work with and support  

the wider Co-operative 
Movement, contributing  

£1.8m in 2015 (2014: £1.8m)
More on page 12
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http://www.co-operative.coop/our-ethics/charity-partnership/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf


Co-op Way reporting 20152

Introduction Ethical trade and 
human rights

Community  
and society

Environment and 
resource use

Business ethics 
and behaviour

Our people Sustainability 
management

Supporting UK communities
Concern for community is enshrined in our co-operative principles. Creating 
benefits for the communities in which we work is key to creating lasting social 
value, which will ultimately benefit our Members and our business. 

Investing in our communities 
We continue to invest in our communities, not least through the increased engagement of our colleagues. 
And as part of our new Membership offer, we’ll be investing 1% of the value of the Co-op branded products 
or services that Members buy in local causes.

How are we doing?

£5.8m  
invested in UK 
communities  
(2014: £8.3m).

8,989  
colleagues took part  
in community  
activities in work  
time (2014: 7,746).

829 
stores have Community 
Pioneers to support 
their local communities 
(2014: 500).

1% 
of the value of Co-op 
brand products or 
services that Members 
buy will go to a local 
cause as part of our new 
Membership offer.

Total community 
investment 
Our activities in 2015 led to  
a total investment of £5.8m  
in UK communities. 

1.  Donations by Members, colleagues, customers and suppliers are known as ‘leverage’.
2.  As a co-operative we have, for many years, funded community investment from our profits. No dividend payments were made during 2014 and 2015 

due to reduced profits, and, as a result, our community investment was lower than in previous years. The amount of cash and colleague time that we 
invested in UK communities increased slightly in 2015 compared to 2014 (see graph). However, our overall community investment was lower than in 
2014, due to a lower level of leverage through the Co-operative Foundation as it sets out its new strategy (page 6).
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UK community investment (£m) 

8.3 R

UK community investment (£m)

2014 2015

Cash 1.5 1.6

Colleague time 0.9 1.0

Gifts in kind 0.8 R 0.8

Management costs 0.3 0.2

Leverage1 4.8 2.2

Total 8.3 R 5.82

 

Where data has been restated, for example when a methodology for calculating data 
has changed or an inaccuracy identified, this is indicated by the following symbol: R
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http://www.coop.co.uk/corporate/aboutus/the-co-operative-group-values-and-principles/
www.coop.co.uk/localcommunityfund
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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2015 target Progress against 
target

2016 target

Continue to be 
socially inclusive, 
maintaining a 
physical presence  
in every postal area 
in the UK

Target achieved

Volunteering in our communities  
When our Members work ‘on the ground’ in partnership with other 
community enterprises (be it the British Red Cross or other local 
organisations), they can add real value and be the catalyst for change.

Colleagues are entitled to two days each year to spend in the community 
during work time. We also have a range of community policies, through 
which we encourage colleagues to play a full and active role in the 
community; we support colleagues when they take part in community 
activities and carry out civic duties; and we engage with our communities 
by offering valuable work experience opportunities. During 2015, 
8,989 colleagues (2014: 7,746) from across our businesses took part in 
community activities during work time, equating to a donation of time 
worth £1.0m (2014: £0.9m). 

These activities included:

–  formal volunteering through our volunteer programme, delivered  
in partnership with the Co-operative Foundation; 

– setting up and running community projects; and 

–  locally organised activities throughout our businesses, including our 
Community Pioneers, Community Pilots (see page 5) and community 
outreach from our Funeralcare business.

Colleagues involved in 
community activity in work time 

2014 2015

Number of 
colleagues 

7,746 8,989

Number of days 
invested (hours)

8,090 
(60,674)

9,629 
(72,219)

Value of staff time 
(£m)

0.9 1.0

 

Funeralcare initiatives 
Our Funeralcare business is closely engaged in the communities it 
serves, and supports many locally inspired initiatives. It also supports 
national initiatives, including ‘Be Safe Be Seen’, providing reflective 
badges for school children, along with road safety advice; and the 
production and distribution of DVDs and books to help children cope 
with bereavement (see Our story). 

UK communities International 
communities

Campaigning Co-operation Healthy living Food and farming

http://www.co-operativefuneralcare.co.uk/about-us/besafebeseen/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Our story: Support for bereaved children
Bereavement affects many children. In the UK, a parent 
of a dependent child dies every 22 minutes, leaving 
41,000 children without a parent each year.

To help bereaved primary school children come to terms 
with the loss of a loved one, our Funeralcare business 
produced four animated films looking at the issues young 
people face when a parent or grandparent dies. 

Teaming up with Child Bereavement, Trauma and 
Emotional Wellbeing Service, we’re offering these free 
films to schools, medical professionals, community groups 
and bereaved families. The four films include: ‘Our Year 
Since Dad Died’ and ‘Our Year Since Gran Died’. This 
follows the success of our Amy and Tom books, which 
similarly help bereaved children. More than 25,000 of 
these books have been given away across the country. 

Carrier bags and community funding  
We’re putting the proceeds of the carrier bag levy 
directly back into the communities where the funds 
are raised. What’s more, we’ve committed to add all 
profits from our reusable bag range to the proceeds 
of the carrier bag levy.

In Wales, the levy has been in place since 2011, and 
our proceeds have been supporting Welsh Wildlife 
Heroes, in partnership with Wildlife Trusts Wales. 

All money raised from the legal charge in Northern 
Ireland goes to the Northern Ireland exchequer, to 
distribute to good causes of their choice.

The levy has been in place in Scotland since October 
2014 and has resulted in 80% fewer bags being given 
away. Furthermore, we were able to raise a total of 
over £750,0003 for community projects within the first 
year. Members and colleagues voted for 570 local 
good causes to receive awards of £595,000 and for 
three national partners to receive £172,000. Funds 
will be dispersed in 2016 and further details provided 
in our 2016 report. 

The levy has been in place in England since October 
2015, and details will be provided in our 2016 report.

3.  The £750,000 raised through the Scottish carrier bag levy is not included within our overall community investment figure (£5.8m), as it was not 
distributed during 2015. It will be included within our 2016 figures.

2015 target Progress against 
target

2016 target

Invest money 
from our entire 
carrier bag 
range in UK-wide 
community 
projects, above 
and beyond 
investment made 
in community 
projects through 
the carrier  
bag levy 

On track Invest money 
from our entire 
carrier bag 
range in UK-
wide community 
projects, above 
and beyond 
investment 
made in 
community 
projects through 
the carrier  
bag levy 

UK communities International 
communities

Campaigning Co-operation Healthy living Food and farming

http://www.chums.uk.com
http://www.chums.uk.com
http://www.co-operativefood.co.uk/food-matters/carrier-bags/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Community Pilots  
Our ambition is to create the UK’s leading local 
community model to support and enable the 
initiatives that matter most to our Members in their 
local area. We launched 50 Community Pilots in the 
second half of 2015 to evaluate how our Members 
and colleagues can best deliver our Purpose locally. 
These pilots are helping us develop our community 
engagement approach (see Our story opposite).

Many of the pilots were led by Member Pioneers, 
who established Co-op Local Forums – local 
informal groups bringing together Co-op Members, 
colleagues and local community groups to deliver 
community events and activities.

We also expanded our in-store ‘Community Pioneers’ 
programme to 829 stores by the end of 2015 (end 
2014: approximately 500). 

Communities First   
We are the only UK retailer to be delivering the 
Communities First programme, which is part of 
the Welsh Government’s anti-poverty strategy. 
Communities First works with residents and local 
agencies in four areas of Wales4, to support: 

–  community health, such as promoting healthier 
lifestyles through exercise and nutrition awareness 
and supporting emotional wellbeing; 

–  poverty and prosperity, including developing 
volunteering pathways to help improve work-ready 
skills and job confidence; and 

–  family and individual learning, through the provision 
of adult learner courses, apprenticeships and 
literacy and numeracy support.

2015 target Progress against 
target

2016 target

Extend our 
Community 
Pioneers 
programme 
to at least 650 
stores and local 
communities 
and invest in 
the ongoing 
development 
of our existing 
Community 
Pioneers, by 
delivering a 
training and 
development 
programme to 
500 Pioneers 

Close to target Extend our 
Community 
Pioneers 
programme 
to 1,100 stores 
and local 
communities 
during 2016

4.  In West Wales (Pembroke Dock), in North Wales (Rhyl and Denbigh) 
and in South East Wales (with two teams in and around Abertillery in 
Blaenau Gwent). 

Our story:  
Community Pioneers
Community Pioneers are designated colleagues who are 
allocated additional hours (two hours every week) and 
budget, to engage and support their local communities 
– for example, organising fundraising events and 
providing meeting places for community groups. 

Pioneers are provided with a planning and ‘how to’ 
toolkit, community training and in-store communication 
tools to support their work. They are empowered 
to decide what community groups to support by 
consulting customers and colleagues so that activity  
is locally relevant (within broad guidelines). 

We’re continuing to roll out our Community Pioneers 
programme – by the end of 2016, we aim to have 
Community Pioneers in 1,100 of our Food stores. 
We’re also evaluating the benefits that the programme 
brings to local communities as well as the business. For 
example, during 2015, Community Pioneers supported 
655 Community Groups, and raised £97,679.

In 2015, we started to invest in the development of our 
Community Pioneers to help them to build confidence 
in their role, focus activities beyond fundraising and 
overcome barriers they may be facing. A total of 
350 colleagues, including 266 Community Pioneers 
attended a development day. And as a result, 86% 
reported that they have increased confidence in their 
Community Pioneer role, and 67% of community 
activities are now beyond fundraising.

UK communities International 
communities
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http://www.coop.co.uk/mycommunity/about/co-operative-local-forums/
http://gov.wales/topics/people-and-communities/communities/communitiesfirst/?lang=en
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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The Co-operative 
Foundation   
The Co-operative Foundation is our charitable 
foundation. We appoint Trustees who make 
independent decisions, in line with the Foundation’s 
own charitable objectives. The Foundation works in 
partnership with us to provide opportunities for Co-op 
colleagues to volunteer with community projects.

The Foundation’s ‘Truth about Youth’ programme 
concluded in 2015. This major initiative aimed to 
challenge and change negative perceptions of young 
people. Through a five-year investment of £5m from 
the Foundation, more than 100,000 young people led 
or participated in projects presenting their positive 
contributions to society. 

2015 target Progress against 
target

2016 target

Establish a 
go-forward 
position for the 
Co-operative 
Foundation, 
including an 
appropriate 
management 
structure, 
Trustee body, 
strategy and 
funding

Close to target Appoint Trustees 
in line with 
agreed new 
board structure. 
Conduct 
stakeholder 
consultation, 
develop three-
year strategic 
plan and 
launch new 
programmes

Looking forward   
In autumn 2016, we’ll launch our new Membership 
offer, which will reward Members and their 
communities for trading with us (as detailed in the 
Membership section). As part of this, we’ll give 1% 
of the value of the Co-op brand products or services 
that Members buy to a local cause. Members will be 
able to choose the cause they want to support. This 
year, causes are being nominated by colleagues, but 
in future we’ll want our Members to decide which 
causes can take part.

2015 target Progress 
against target

2016 target

Launch our new 
Membership offer, 
including a donation 
of 1% of the value of 
Co-op brand products 
or services bought by 
Members to local causes

During 2015, a new Trustee board composition was agreed for the Foundation and a new 
Foundation Manager was appointed. The Foundation is now developing a new strategy, in 
consultation with various stakeholders, that will build on the legacy of this work. Draft goals are: 

–  building a UK-wide network of partners, working and learning together to prevent the next 
generation from growing up lonely;

–  strengthening and championing the role of young people’s voices in shaping their 
communities; and 

–  stimulating new models of collaboration between communities, which can be adapted  
to help tackle other 21st century challenges.

UK communities International 
communities

Campaigning Co-operation Healthy living Food and farming

http://www.coop.co.uk/our-ethics/resources/foundation/
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf#page=11
http://causes.coop.co.uk/terms-and-conditions/
http://causes.coop.co.uk/terms-and-conditions/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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International 
communities
We have a responsibility and an opportunity to have 
a positive social impact. This includes supporting 
producers of the goods we sell, and their communities 
worldwide. And through campaigns and voluntary giving 
schemes, we can help our Members, colleagues and 
customers across the UK to support and engage with 
international communities.

Support, where it’s needed  
With our Members, colleagues and customers, we continue to support communities overseas.  
For example:

–  we raise funds through sales of our Co-op brand Fairbourne Springs bottled water to fund  
clean water projects in rural Africa; 

–  our portfolio of carbon offsetting projects generates tradable carbon credits to ‘offset’  
unavoidable emissions;  

–  our ‘Beyond Fairtrade’ projects deliver benefits beyond what the Fairtrade premium alone can  
deliver; and

– we raised funds for the Disasters Emergency Committee (DEC) Nepal Appeal.

How are we doing?

£1.1m1  
provided to overseas 
communities in 2015  
(2014: £1.2m). And a further 
£2.8m Fairtrade premium  
for our Fairtrade producer 
communities.

1.5 million 
people with improved access  
to clean drinking water since 
2007, as a result of funding 
through Fairbourne Springs 
bottled water.

£45,000 
Approximately £45,000 raised  
for the DEC Nepal Appeal.

1.  As well as referring to our donations of cash, this figure also includes money raised by others, for example our Members, colleagues and customers, 
as well as the contribution of colleague time in running or supporting our activities.
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https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf#page=7
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf#page=11
http://www.dec.org.uk/appeal/nepal-earthquake-appeal
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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2015 target Progress against 
target

2016 target

Continue to 
raise money 
through sales 
of Fairbourne 
Springs bottled 
water to raise 
vital funds for 
global poverty 
charities

Target achieved Continue to 
raise money 
through sales 
of Fairbourne 
Springs bottled 
water to raise 
vital funds for 
global poverty 
charities

Fairbourne Springs   
For every sale of Fairbourne Springs, our Co-op 
brand bottled water, three pence per litre is donated 
to The One Foundation to fund clean water projects 
in rural communities across Africa. Since the start of 
our partnership with The One Foundation in 2007, we 
have raised £6.4m, funding improved access to clean 
water for over 1.5 million people; £745,000 was raised 
during 2015 (2014: £651,000). 

We look to link projects with our own supply chain 
where possible. For example, we’ve been supporting 
‘access to water’ projects in our Fairtrade tea and 
sugar producer communities in Malawi. 

Additionally, in 2015, following the DEC Nepal Appeal, 
we used funds from the sale of Fairbourne Springs 
water to provide a one-off donation of £30,000, 
helping local organisations in Nepal to get clean water 
where it was needed most, as fast as possible, and to 
help provide long-term solutions to the crisis. 
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http://www.onedifference.org/en_UK/the-one-foundation/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Campaigning for  
a better society 
We’ve been campaigning since our formation in 1844. Our business 
was built on what you could consider to be our first campaign – to sell 
wholesome food that was weighed and measured fairly. Since then, we 
have campaigned on many issues of concern to our Members: from 
women’s suffrage, to fair trade to climate change.

Focusing on what our Members care about 
When deciding on which issues we should campaign, we look to be guided by our Members. We talked to 
tens of thousands of Members in 2014 and they told us of the issues they cared about most.

In 2015, almost 80,000 Members and colleagues voted, which led to us adopting a campaign to tackle 
loneliness, and forming a charity partnership with the British Red Cross. One in seven of our Members and 
customers told us that they regularly feel lonely, and 35% of Members know someone in their community 
who is lonely. We have started fundraising to tackle loneliness in communities throughout the UK. 

How are we doing?

No. 1  
The general public recognises  
us as the number one UK 
business on campaigning1. 
 

80,000 
Members and colleagues voted, 
and helped decide on our 
Charity Partnership with the 
British Red Cross to respond 
to the hidden epidemic of 
loneliness in our communities. 

 
£2m
By June 2016, we’d already raised 
£2m of our £3.5m fundraising 
target to tackle loneliness with 
the British Red Cross. 

1. ICM Omnibus survey (2016). A total of 2,000 people, representative of UK population.
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http://www.co-operative.coop/our-ethics/charity-partnership/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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80,000 
colleagues and Members 
voted in summer 2015, 
and helped decide on our 
Charity Partnership with the 
British Red Cross

We’re planning to  
respond to the hidden 
epidemic of loneliness  
in our communities 

Together we’re planning to reconnect tens of 
thousands of people with their communities

of our Members and 
customers regularly 
feel lonely (and 35% 
know someone in 
their community who 
is lonely)

1 in 7

Part of our response  
is to fundraise 
£3.5m to tackle 
loneliness with the 
British Red Cross

29% increased 
risk of heart disease 

32% increased  
risk of a stroke

Being lonely or 
socially isolated 
is reported to be 
associated with:

Loneliness is reported to 
be as bad for your health 
as well-known risk factors 
such as obesity

£3.5m 

Our campaign to tackle  
loneliness and isolation

UK communities International 
communities

Campaigning Co-operation Healthy living Food and farming

Colleagues fundraising for our Charity Partnership  
with the British Red Cross.

https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Our story: Helping a 
bereaved client 
Campaigning to tackle loneliness and isolation is right for 
us to champion. It reflects what many of our colleagues 
do day-in, day-out, by voluntarily going over and above 
their everyday jobs. 

At a time of bereavement, many of us can experience 
loneliness for the first time and have no one to turn to. 
When Sue Stanton, one of our Funeral Directors, made 
contact with a client in relation to the collection of her 
husband’s ashes, she found that the client had become 
isolated. She had no relatives or friends and could no 
longer venture outdoors. This had made her deeply 
distressed about finally laying her late husband’s ashes 
to rest. 

On learning that her husband had a love for the sea and that this was where she had hoped his final resting place 
would be, Sue, along with colleague Kyle King, arranged special access for her to scatter her husband’s ashes at the 
end of the North Pier in Blackpool. They then took her for coffee and a chocolate eclair before taking her home with  
a bunch of flowers. 

But it didn’t end there. Our colleagues stayed in touch and have helped her to reconnect with the community, by 
including her in activities they arrange. Their client has said that they provided her with real friendship and conversation, 
that she will never forget their kindness, and can now rest knowing her husband has reached his final destination.

Tackling loneliness and 
isolation: campaigning 
To support those experiencing loneliness, we set 
ourselves the target of raising £3.5m by January 2017. 
By June 2016, we’d already raised £2m. 

Our aim is not simply to raise funds, but also to 
campaign to make a long-lasting difference on the 
issue of loneliness through our businesses and by 
engaging our colleagues, building on the work  
they already do (see Our story below). 

To do this, we commissioned a new study so that we 
can better understand loneliness. We’re looking at 
the potential triggers at different life stages, including 
new mums, people in midlife, retirees and those who 
have experienced bereavement. 

This research will inform how we can respond through 
our fundraising, volunteering, campaigning and our 
businesses. We will release our findings in 2016, and 
our campaigning activities will continue into 2017.

2015 target Progress against 
target

2016 target

Encourage 
Members and 
colleagues to 
vote to choose 
a national issue 
that is relevant to 
our communities, 
on which we will 
fundraise and 
campaign with a 
charity partner

Target achieved Launch a 
campaign 
to make a 
long-lasting 
difference on 
the issue of 
loneliness

Raise £3.5m by 
January 2017 to 
support those 
experiencing 
loneliness

UK communities International 
communities

Campaigning Co-operation Healthy living Food and farming

https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Co-operation between  
co-operatives
A co-operative is a group of people acting together to meet the common 
needs and aspirations of its members, sharing ownership and making 
decisions democratically. The focus of co-operatives is not to make profits for 
shareholders, but to create value for members – which is what makes us unique. 
Today, one billion people are members of co-operatives around the world and 
membership in the UK has risen from 15.3 million in 2012, to 17.5 million in 
2016 – almost a quarter of the UK’s population. We are one of the largest  
co-operatives globally. 

Looking after each other 
The sixth Co-operative Principle calls for ‘co-operation between co-operatives’. Aligned to this principle, 
where we can, we work with and support the wider Co-operative Movement.

How are we doing?

£1.8m 
We paid £1.8m to support representative  
bodies of the Co-operative Movement, including 
Co-operatives UK (2014: £1.8m).

 

4,850 
pupils attend eight academy schools in  
Manchester, Leeds and Stoke-on-Trent  
sponsored through the Co-operatives  
Academies Trust (2014: seven schools).

2016 AGM Motion: support for 
the Co-operative Movement
A Council motion was tabled at our 2016 AGM, welcoming our work 
with other co-operatives and the wider Co-operative Movement. 
It also called on us to include a statement in our Annual Report, 
highlighting how we’ve applied the sixth Co-operative Principle to 
our activities each year and developing relevant Key Performance 
Indicators in this area. 

98.89% of Members who voted, voted in favour of the motion.  
Read more detail here. 

Financial support 
In 2015, we paid £1.8m to support 
representative bodies of the Co-operative 
Movement. The largest portion was for 
Co-operatives UK, the national trade body 
that campaigns to promote, develop and 
unite co-operative enterprises. Other 
beneficiaries included the International  
Co-operative Alliance, the Co-operative 
Party, Co-operative College and  
Co-operative News. 

UK communities International 
communities

Campaigning Co-operation Healthy living Food and farming

http://www.co-operative.coop/corporate/aboutus/the-co-operative-group-values-and-principles/
http://co-operative.academy/
http://co-operative.academy/
http://www.co-operative.coop/membership/its-your-business/agm-landing-page/2016-motions-results/
http://www.uk.coop/
https://ica.coop/
https://ica.coop/
https://party.coop/
https://party.coop/
https://co-op.ac.uk/
http://www.thenews.coop/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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We also aim to support these institutions by providing 
directors and representatives for their governing 
bodies, drawn from our Members’ Council and senior 
management. New directors and representatives will 
be appointed in 2016 for Co-operatives UK, Co-op 
Press and the Co-operative Foundation. 

Other initiatives include helping Co-operative News 
to further develop its digital news service. We are a 
Founder Member of the Co-operative Heritage Trust, 
a charity that we continue to support financially and 
through the assignment of historically significant 
archive material.

In 2015, we agreed with Co-operatives UK that it 
would take over the funding of some smaller  
co-operative organisations, which we had previously 
supported directly. We’ll provide additional funding 
to Co-operatives UK in 2016, for this purpose.

Through Federal Retail and Trading Services Limited 
(FRTS), we provide services for our own business and 
around 120 other Independent Member Societies. 
These services cover (where appropriate) collective 
buying, marketing and distribution. As FRTS is run 
on a cost recovery basis, it does not generate any 
profits. From 2016 onwards, FRTS will take over our 
membership of Eurocoop.

2015 target Progress against 
target

2016 target

Expand the 
Co-operative 
Power Energy 
Club further, to 
include a greater 
number of 
organisations

Target achieved

Transfer our 
business archive 
into the National 
Co-op Archive in 
Holyoake House, 
Manchester

Provide support 
to Co-op News 
to become 
more financially 
self-sufficient 
by providing an 
improved digital 
service to  
its readers

Co-operatives Fortnight 
We supported Co-operatives Fortnight in June/July 
2015, mobilising our Members to celebrate all  
things co-op.

For Co-operatives Fortnight 2016, we ran a social 
media campaign and also provided support for 
our Members and colleagues to organise their own 
activity to support the ‘Big Co-op Clean’ in their 
communities – demonstrating why co-operatives are 
‘local, loved and trusted’, by volunteering to clean up 
local areas.

Financial support for representative bodies of the 
Co-operative Movement (£m)
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2014 2015

Cash 1.5 1.6

Colleague time 0.9 1.0

Gifts in kind 0.8 (r) 0.8

Management costs 0.3 0.2

Leverage1 4.8 2.2

Total 8.3 (r) 5.82

 

UK community investment (£m) 

8.3 R

We continue to operate the Co-operative Power 
Energy Club, a facility offered on the back of  
our bulk purchase arrangements, procuring  
energy and providing a range of energy services  
for 40 organisations throughout the UK, including  
15 co-operatives and five charities.
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http://www.uk.coop/
http://www.coop.co.uk/our-ethics/resources/foundation/
http://www.thenews.coop/
http://www.co-operativeheritage.coop/
https://beta.companieshouse.gov.uk/company/09166412
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Co-operative academies 
As of March 2016, we sponsor eight academy 
schools in Manchester, Leeds and Stoke-on-Trent 
through the Co-operative Academies Trust. The 
eighth academy, in Manchester, joined the Trust in 
March 2016. Through these academies, we offer 
support to students and staff, including access to 
resources, high-quality governors, work experience 
placements, training and leadership development. 
The improvements achieved by all our academies 
in recent years have continued, with all but one now 
recognised as ‘good’ by Ofsted. In addition, the 
Co-operative Academies Trust has been identified 
as making a very strong difference for the most 
disadvantaged pupils1 (see Our Story below).

1.  Chain Effects Report (2015), The Sutton Trust.

Our story: The  
Co-operative Academy  
of Manchester 
The Co-operative Academy of Manchester has cemented 
its position as the best attended school in the city 
following the publication of national truancy data. The 
academy not only recorded the best attendance figures 
in Manchester, but came 61st out of 3,372 schools across 
the country.

This marks a complete transformation for the school, 
which only five years ago gained notoriety as one of  
the worst in the country for truancy. In 2010, as the 
former Plant Hill High School, persistent absences were 
high and the students were 10 times more likely to be 
absent than the national average. The school re-opened 
as the Academy in September 2010 and is part of the  
Co-operative Academies Trust.

Stephen Brice, Principal of the Co-operative Academy of Manchester, said: 

“I am proud that the Academy is now firmly established as an important part of the community  
and has contributed to the regeneration of the area by raising aspirations for Blackley families. 

“The success of the Academy is due in no small measure to the tremendous support we receive 
from The Co-operative Group, which offers numerous opportunities to both students and staff 
and provides very high-calibre governors, who offer not only their professional expertise, but also 
exceptional leadership qualities.”

2015 target Progress against 
target

2016 target

Continue our 
sponsorship of 
the Academies 
programme via 
the Co-operative 
Academies Trust

Target achieved Continue our 
sponsorship of 
the Academies 
programme via 
the Co-operative 
Academies Trust, 
to support its 
target to grow  
to 14 academies  
by 2018

UK communities International 
communities
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http://co-operative.academy/
http://www.cam.coop/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Encouraging  
healthy lifestyles
The UK population consumes too much saturated fat, 
added sugars and salt and not enough fruit, vegetables, 
oily fish and fibre; and the proportion of adults who are 
obese increased from 13.2% in 1993 to 26% in 20131. 
Driven by our belief that healthy options should be 
accessible to everyone, we continue to improve the 
nutrient profile of Co-op brand food and seek ways to 
make the healthiest choice the easiest choice for our 
Members and customers. 

We’ve led the way on honest labelling and healthy choices 
over the years. For example, we were the first retailer to 
label calories and fat content per serving on the front-of-
product packaging and grams of salt on the reverse; and 
we were the first retailer to ban the sale of alcopops.

Helping Members and customers  
make better nutritional choices 
We’re continuing to reduce salt, sugar and saturated fat in our products and improve their nutrient profile. 
To help customers make healthier food choices, products in Co-op brand ‘low fat’ and ‘reduced’ ranges are 
no more expensive than standard equivalent lines. We are also committed to the responsible promotion of 
the food and alcohol that we sell. 

How are we doing?

87% 
of Co-op brand products  
met 2017 salt reduction targets 
set by the UK Department of 
Health (2014: 85%).

 
73%2 
of added sugar has been 
removed from Co-op brand 
chilled drinks – equal to 142 
million teaspoons of sugar3. 

Portion size 
guide introduced  
on juice cartons to help 
customers stick to public  
health recommendations.

1. Public Health England.
2. Remaining sugars are naturally present in the fruit juice.
3. Based on annual sales.
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https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Nutritional content 
Salt
Specific salt reduction targets have been set by the UK Department of Health for 2017. We have 
signed up to these targets, and aim to ensure that all relevant Co-op brand products meet them, 
subject to quality, shelf life and food safety constraints. 

Although these constraints are a challenge across the industry, we continue to work collaboratively to 
reach new technical solutions. At the end of 2015, 87% of Co-op brand products with a salt category 
complied with these targets. 

In March 2016, we exhibited our salt reduction work at the Consensus Action on Salt and Health 
(CASH) Salt Awareness Week parliamentary reception.

Sugar
We continue to focus on reducing sugar 
content, particularly in those product 
categories that contribute most to sugar 
in our diet, and where we can make the 
biggest difference. 

We also launched a snacking range 
that offers a healthier alternative to 
sugar confectionary, and supported the 
Change4Life 2015 Sugar Swaps campaign, 
via in-store, printed and digital media.

We will continue to target sugar reduction in 
key categories in 2016, including breakfast 
cereals, drinks, cooking sauces and 
flavoured milk. We will also introduce a new 
range of sugar-free soft drinks with added 
vitamins to be sold in chiller cabinets.

We presented our progress at the first Sugar 
Awareness Week parliamentary reception 
held by Action on Sugar in December 2015. 

Performance recognition:
First retailer to remove added sugar 
from entire range of chilled juice drinks 
and dilutable drinks.

2015 target Progress against target 2016 target

Ensure that 
Co-op brand 
healthier range 
products are no 
more expensive 
than standard 
equivalent lines

Target achieved Ensure that Co-op 
brand healthier 
range products are 
no more expensive 
than standard 
equivalent lines

Ensure that 
the nutritional 
content of Simply 
Value products is 
at least as good 
as standard 
equivalent lines4

Target achieved

Continue to 
target salt, 
saturated fat 
and sugar 
reductions in key 
products, while 
maintaining 
food safety and 
product quality

Target achieved Continue to target 
salt, saturated fat 
and sugar reductions 
in key products, 
while maintaining 
food safety and 
product quality. 
Focus will include 
drinks, breakfast 
cereals, flavoured 
milks and sauces

4.   The Simply Value range is being dropped. We monitored this target until mid-2015, at which point the nutritional value of the range was at least as good 
as standard equivalent lines.
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http://www.actiononsalt.org.uk/
http://www.nhs.uk/Change4Life/Pages/change-for-life.aspx
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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5. Remaining sugars are naturally present in the fruit juice.
6. Based on annual sales.

Nutritional labelling  
and promotions  
Clear front-of-pack labelling can help consumers 
make informed purchasing decisions about the 
food they buy. We have consistently led the way 
in labelling, and remain committed to providing 
customers with open and honest food information.

During 2015, we introduced a handy measuring 
guide on juice cartons to help customers stick to the 
Department of Health recommended portion size for 
fruit juice. 

We ensure a minimum of 30% of our food and drinks 
promotions are for healthier offerings. 

We reduced the sugar in our 
Co-op brand cornflakes, frosted 
flakes, golden nut cornflakes  
and choco-rice breakfast  
cereals by an average of 

13%

This equates to  
an average sugar 
content reduction 
across the range  
of 73%5 – removing 

142 million
teaspoons of sugar  
over a year6

We removed  
all the added 

sugar from our 
entire range of 
Co-op brand 
chilled juice 

drinks

We reduced sugar 
content in our Co-op 
brand range of low  

fat yogurt by  
an average of 

23%

5
a day

Low
fat

High
fibre

Reducing sugar in our 
products in 2015

UK communities International 
communities

Campaigning Co-operation Healthy living Food and farming

https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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2015 target Progress against 
target

2016 target

Ensure at least 
30% of Co-op 
brand food 
products that 
carry traffic-light 
labelling are 
healthy

Target achieved Ensure at least 
30% of Co-op 
brand food 
products that 
carry traffic-light 
labelling are 
healthy

A minimum of 
30% of food 
promotions will 
be for healthier 
offerings

Target achieved A minimum of 
30% of food 
promotions will 
be for healthier 
offerings

Proportion of Co-op brand products carrying 
traffic-light labelling that are ‘healthy’7

2012 2013 2014 2015

% of products 38 40 40.5 42

 

Proportion of promotions for healthier8 products 

2012 2013 2014 2015

% of promotions 33 32 32 32

 

2015 target Progress against 
target

2016 target

Support our 
customers to drink 
responsibly by 
running alcohol 
awareness 
campaigns and 
offering customers 
a choice of lower 
alcohol and alcohol-
free products

Target achieved

Alcohol 
We will continue to support our customers to drink 
responsibly by running alcohol awareness campaigns 
and offering customers a choice of lower alcohol and 
alcohol-free products.

In 2015, we supported the UK alcohol awareness 
charity, Drinkaware, with over £200,000 of funding, 
along with in-kind support and support for the ‘Cut 
Back and Feel Better’ campaign in 2015. All our  
Co-op brand products and external communications 
relating to alcohol carry Drinkaware messaging. 

7. Healthy is defined as a product that carries no red ‘traffic lights’.
8.  Healthier products are defined as: fresh produce, bread, pure fruit juice, canned fruit and vegetables in water or fruit juice, lean protein, plain pasta, 

rice and noodles, products meeting the Food Standards Agency nutrient profiling criteria used by Ofcom, or healthier alternatives such as products 
from the low-fat and reduced range, and products branded as ‘light’. Food promotions exclude non-food grocery and beers, wines and spirits. 

Performance recognition:
Co-op Food was awarded the ‘most 
ethical retailer’ award at the Drinks 
Retailing Awards for the second 
year running, for its market-leading 
commitment to the responsible retailing 
of beers, wines and spirits.
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https://www.drinkaware.co.uk/
http://www.drinksretailingawards.co.uk/drinksretailingawards2016/en/
http://www.drinksretailingawards.co.uk/drinksretailingawards2016/en/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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2015 target Progress against target 2016 target

Encourage Members to increase their 
consumption of fruit and vegetables 
through targeted incentives such as 
money-off coupons

Target achieved

Fruit and vegetables  
We will continue to encourage customers to increase their consumption 
of fruit and vegetables. We do this through actions such as Green Dot 
labelling and 5-a-day messages across digital and printed media channels. 

During 2015, we introduced our ‘Fresh Three’ – a new promotional offer 
that gives customers a choice of three fresh fruit and vegetable products 
at low prices, with the Fresh Three changing every three weeks. 

We also continued our smart coupon scheme to promote fruit and 
vegetable purchases among specifically targeted groups of Members, 
alongside price promotions on fruit and vegetables. 

Public Health Responsibility Deal  
We were a signatory to the Government’s Public Health Responsibility Deal 
from 2011 to 2015, when the initiative concluded.

FRESH

3
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https://responsibilitydeal.dh.gov.uk/about/
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Food and farming: 
respecting  
animal welfare 
We know that animal welfare is important to  
our Members and customers, and we’re 
committed to providing products from animals 
that have been reared to good welfare standards. 
Our commitment extends to our stance on  
animal testing.

Supporting good animal welfare 
All our Co-op brand fresh1, frozen2 and prepared3 meat and poultry products are produced, as a minimum,  
to Red Tractor Farm Assurance Scheme4 standards (a UK accredited body) or equivalent when sourced 
outside the UK5. We have also developed additional requirements that apply to our Co-op brand products6. 
Read more on our animal welfare policies.  

How are we doing?

93% 
compliance with our animal 
welfare measures achieved by 
our farming group farms. 

£125m
of products sold from animals 
reared to higher welfare 
standards (2014: £130m).

100% 
of Co-op brand shell egg sales 
were free range or organic, and 
we only use free-range eggs 
as ingredients in Co-op brand 
products (2014: 100%).

1.  Fresh poultry, meat and fish are defined as raw poultry, meat and fish maintained in a chilled environment in their raw condition and which will require 
full cooking. Fresh meat and poultry include beef, lamb and pork joints, steaks, chops, mince, burgers, sausages, bacon and gammon; whole chickens 
and turkeys; and chicken and turkey steaks, fillets and portions. Fresh fish includes farmed and wild caught fish and further prepared products  
(eg, fishcakes). From 2013, fish data does not include shellfish such as prawns, mussels and scallops.

2.  Frozen poultry, meat and fish include all raw poultry, meat and fish maintained in a frozen environment in their raw condition and which will require  
full cooking.

3.  Prepared products are defined as: i. raw poultry, meat and fish that have undergone a further process (for instance, products that have been cooked, 
roasted, breaded, glazed or barbecued); and ii. meat and poultry used as an ingredient in another product (eg, ready meals, pies, pizzas, fishcakes  
or sandwiches). 

4.  The Red Tractor Mark seeks, among other things, to assure consumers that basic animal welfare standards have been met in food production. In the 
UK, it covers production of beef, lamb, pig meat, chicken and milk products (find out more here). Independent third-party auditors are used to check 
compliance with the requirements of the standards. Turkey is produced to the Quality British Turkey standard (find out more here). 

5.  Compliance with UK farm assurance standards was assured for all Co-op brand UK-sourced fresh shell eggs and milk, and all primary turkey, beef, lamb, 
chicken, pork, pig meat for sausage and bacon, and salmon. While compliance with farm assurance standards is similarly stipulated for other meat and 
poultry products (eg, continental meats) and products that contain meat or poultry ingredients, evidence of application is more difficult to secure. 

6.  Livestock can only be transported a maximum of six hours and all livestock reared for Co-op brand products must be stunned prior to slaughter.
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http://assurance.redtractor.org.uk/
http://www.co-operativefood.co.uk/food-matters/farming-food/animal-welfare/
http://assurance.redtractor.org.uk/
http://www.britishturkey.co.uk/about-us/quality.html
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Assessing animal welfare  
in our supply chain  
All farms that supply our meat, dairy or poultry products may be subject 
to announced and unannounced visits or audits by us or an appointed 
independent audit body to check compliance with national standards 
and our own-brand welfare standards. 

In 2015, we undertook 228 (2014: 445) meat, poultry 
and dairy inspections to look at product quality, 
safety and legality. We visited another 233 sites such 
as farms, hatcheries and abattoirs to monitor animal 
welfare. These visits included annual audits carried 
out on our farming group farms. 

Animal welfare in our farming groups
We monitor the welfare of animals in our farming 
groups through: 

–  monthly Key Performance Indicator (KPI) data  
from farms and abattoirs that shows the impacts  
of our animal welfare standards; 

–  independent audits against our ‘Health, Welfare 
and Quality’ pillar (see Backing British food  
section); and 

– site visits. 

In the event that there are compliance issues or 
animal welfare concerns, we follow procedures 
outlined in our Agricultural Escalation Policy.  
We review each issue on a case-by-case basis  
and implement appropriate management action 
plans where necessary.

Our customers expect us to be open and honest. 
In 2015, we committed to reporting on farmers’ 
compliance with our animal welfare measures in our 
farming groups. This data on input (eg, stocking 
densities), outcome (eg, lameness) and quality  
(eg, level of bruising) is recorded for each species 
from our farming groups on a monthly basis. 

We are working with our suppliers and farmers to 
improve farm compliance with our animal welfare 
measures. In 2015, overall compliance was 93%. Our 
chicken farmers had an overall compliance of 77% 
and we are working closely with our suppliers and 
farmers to improve their compliance to our measures. 

Animal welfare KPI data from our farming groups: 
levels of compliance, 2015 (%)

Species Input 
(compliance 
with Co-op 

sourcing 
standard)

Outcome 
(animal 

health and 
wellbeing) 

Quality and 
consistency 

(product 
quality) 

Overall 
measures

Beef 100 97 93 97

Chicken 90 64 78 77

Dairy 97 94 99 97

Lamb 100 99 91 97

Pork 100 92 89 94

Overall 97 89 90 93

2015 target Progress against 
target

2016 target

Report the 
impact of our 
farming group 
animal welfare 
standards  

Target achieved Report input, 
outcome and 
quality and 
consistency 
measures 
relating to 
animal welfare 
from all farms 
in our farming 
groups on an 
annual basis 

Assess ourselves 
against external 
animal welfare 
benchmarks

Performance benchmark:  
In 2014 and 2015, we  
achieved a tier-two rank in the  
Business Benchmark on Farm 
Animal Welfare.
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http://www.bbfaw.com
http://www.bbfaw.com
https://assets.contentful.com/e9kh4gwm1iyv/51owoQFZDG86iE6wwC6gyy/b4e82bc6053a9eeb96e00fd39111abd5/Co-op_Sustainability_Report_2015_1-INTRO.pdf
https://assets.contentful.com/e9kh4gwm1iyv/7kixiH7GKW4ceIi4sUAMKK/32888756da44c06bea8a7e6abc1976df/Co-op_Sustainability_Report_2015_2-ETHICAL.pdf
https://assets.contentful.com/e9kh4gwm1iyv/3UWgyHwuA8aymiO4QisWiQ/da4e5953e3d43251199b422bcedfd9fb/Co-op_Sustainability_Report_2015_4-ENVIRONMENT.pdf
https://assets.contentful.com/e9kh4gwm1iyv/44zbfORg7KKAYma6kAWWW8/c96d36500dc7d657146d0ebac64418cf/Co-op_Sustainability_Report_2015_5-BUSINESS.pdf
https://assets.contentful.com/e9kh4gwm1iyv/WaGBbWMHiSgWq4QYUYO82/fc80b90bcc7bf954b5e910dcfdc5d6f9/Co-op_Sustainability_Report_2015_6-PEOPLE.pdf
https://assets.contentful.com/e9kh4gwm1iyv/5yrmvRbSgwKG8Q4uSK2Aea/828bdbed18ef1a2850abc9cbd1e79760/Co-op_Sustainability_Report_2015_7-SUSTAINABILITY.pdf
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Research and development
In 2015, we began work with Food Animal Initiative (FAI), an independent consultant, to 
review our livestock standards and welfare reporting, and to guide our research into key 
animal welfare issues. Its independent review of our animal welfare assurance and impact 
measurement can be found online. 

We also held our first research and development day in December 2015, providing an 
opportunity to share our research findings with key suppliers and FAI, and to identify  
further projects.

 
7. Food Standards Agency.

Our story: Campylobacter
Campylobacter is a bacterium that naturally occurs in 
chicken (and the wider environment), and is the most 
common cause of food poisoning. We’re committed to 
reducing campylobacter in the food we sell and we work 
closely with our farmers, industry partners and the Food 
Standards Agency to achieve our aims. 

We have a dedicated farming group for chicken and 
all our fresh chicken is British. This allows us to have 
good oversight in our supply chain. We also work 
collaboratively with our British farmers and suppliers to 
trial methods to reduce the level of campylobacter in 
chickens. An example is our investigation, together with 
our supply partner, into how a process called thinning 
affects the prevalence of campylobacter in chickens.

Thinning is a standard practice in chicken production, 
whereby chickens are removed from sheds to be 
processed when they meet different weight profiles 
that correspond to different product requirements. 
This allows the remaining birds to grow larger without 
exceeding the required stocking densities.

Through our research, which took place from November 2013 to October 2015, we found that poultry houses where 
thinning was not practised had lower rates of campylobacter prevalence. We continue to support research in this area 
with our supplier.  

Overall, in our supply chain we have seen a 19% reduction in the number of campylobacter positive skin samples 
across all chicken sold from February 2014 to December 20157. We reward the chicken farmers in our farming group 
that meet our standards on campylobacter and our other set criteria that include animal welfare, good husbandry 
practices, biosecurity and food safety. 
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http://www.faifarms.com/
http://www.co-operativefood.co.uk/food-matters/farming-food/animal-welfare/
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Sales of higher  
welfare products
Our aim is to create high-quality products that  
have been produced to good animal welfare 
standards and that our customers can afford, 
regardless of their budget. 

Eggs and milk  
Since 2008, all shell eggs sold (Co-op brand and 
branded) are free range, as a minimum, and we  
only use free-range eggs as ingredients in  
Co-op brand products. In 2015, 98% (2014: 98%) of 
Co-op brand shell eggs sales were RSPCA accredited. 
The other 2% (2014: 2%) of shell eggs sold were 
certified organic.

We have a farming group dedicated to supplying  
the equivalent of approximately 82% (2014: 95%) of 
Co-op brand assured milk. 

In 2015, we saw a healthy increase in standard milk 
sales. Although the proportion of our overall milk 
sales that came from our farming group dropped  
in 2015, the volume of milk it produced increased. 
Our farming group maintains welfare standards, 
is compliant with our grazing policy10 and submits 
monthly Key Performance Indicator data (see page 21). 

8. In addition, we sold £185m of Co-op Elmwood higher welfare in 2012.
9. In addition, we sold £157m of Co-op Elmwood higher welfare in 2013.
10.  A proportion of the milking herd (dependent on veterinary advice and taking into account grazing and weather conditions) should have adequate 

access to pasture during the grazing season.

Higher welfare sales for fresh, frozen and prepared 
products (£m) 

2012 2013 2014 2015

Sales of RSPCA 
Welfare Freedom 
Food, organic, 
outdoor bred and 
traditional breeds

£818 £839 £130 £125

Our Co-op brand Elmwood higher welfare standards were removed from 
our chicken, turkey and pig meat products in 2013, and are excluded 
from the figures shown in the table. 

Co-op brand eggs and milk: proportion of sales  
by welfare standard, 2015

Welfare standard

National 
Dairy Farm 

Assured 
Scheme

RSPCA 
Welfare 

Freedom 
Food free 

range

Certified 
organic

Milk 95% No standard 5%

Eggs 0% 98% 2%

2015 target Progress against 
target

2016 target

Continue to ensure 
that shoppers 
operating on a 
variety of budgets 
have the opportunity 
to support higher 
baseline animal 
welfare standards, 
and that all shell 
eggs and egg 
ingredients in Co-op 
brand products are 
at least free range

Target achieved
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Fresh poultry, meat and fish
The chart below shows the proportion of Co-op brand protein sales by protein type.

Co-op brand fresh meat, poultry and fish: 
proportion of sales by welfare standard (%)

Red Tractor Farm 
Assurance

RSPCA Welfare 
Freedom Food

Chicken 98 2 (free range)

Turkey 100 (Quality British 
Turkey standard)

0

Beef 100 0

Bacon 81 19

Pork 100 0

Sausage 33 67

Lamb 100 0

Fish n/a (as includes  
wild caught)

62

 

Poultry
In May 2014, we increased the stocking density of our fresh 
standard chicken from 34kg/m2 to 38kg/m2. This is in line with 
UK Red Tractor Farm Assurance standards. 

Our premium fresh chicken is RSPCA Welfare Freedom Food 
free range accredited11. We require our chickens raised for 
meat (broilers) to have environmental enrichment (such as 
straw, sawdust, bales) and we monitor welfare outcomes from 
our chicken farms in our farming group.

All Co-op brand fresh turkey is produced to the Quality British 
Turkey standard.

11. Requires lower outdoor stocking densities compared to other conventional free-range standards.

Co-op brand fresh meat, poultry and fish:  
proportion of sales by protein type (%)
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4% Lamb
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Pig meat
All Co-op brand fresh pork and pork sausages are produced, as 
a minimum, to Red Tractor Farm Assurance standards and all  
Co-op brand bacon is produced, as a minimum, to UK-
equivalent farm assurance standards. During 2015, all fresh mid-
tier12 sausage products continued to be produced to outdoor-
bred standards13. In January 2016, we removed outdoor-bred 
standards from fresh standard pork and mid-tier pork sausage 
products and transferred them to indoor rearing standards.

During 2015, the ingredients for all premium bacon and pork 
sausage products continued to be produced to RSPCA Welfare 
Freedom Food standards14 from outdoor-reared traditional 
Hampshire breed pigs. In January 2016, we transferred 
premium bacon products from RSPCA Welfare Freedom Food 
outdoor-reared standards to RSPCA Welfare Freedom Food 
outdoor-bred standards.

Until September 2015, all premium cooked meat products 
continued to be produced to RSPCA Welfare Freedom Food 
standards. From this date, they were transferred to Red Tractor 
Farm Assurance standards.

Beef 
All Co-op brand fresh beef is assured to Red 
Tractor Farm Assurance standards. 

Animals are either reared outdoors on grass 
pasture with access to shelter during harsh 
weather, or on grass pasture during summer 
and in open-sided barns on silage during 
the winter. 

The ingredients for all premium beef 
products are produced from Scottish 
Aberdeen Angus breed cattle or Hereford 
breed cattle originating from England, 
Wales or Northern Ireland.

12. Butcher’s choice range. Standard pork sausage products are produced to Red Tractor Farm Assurance standards.
13. Piglets are born and weaned outdoors.
14.  RSPCA Welfare Freedom Food outdoor-reared standards stipulate piglets are born and reared outdoors until around 40kg (around three months of 

age – half their lifetime). Pigs are housed post-weaning on solid floors with straw litter and materials that encourage natural behaviours such as rooting, 
pawing, mouthing and chewing, and provided with natural light. Pigs are weaned at a minimum of 28 days. Pigs are stunned using controlled gas 
methods only, which allow the animals to remain in groups and are more effective than electrical stunning permitted by conventional systems.
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http://www.redtractor.org.uk/choose-site
http://www.rspcaassured.org.uk
http://www.rspcaassured.org.uk
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Fish
Farmed fish accounted for 34% of the fresh fish used 
in Co-op brand food products in 2015; the remainder 
was wild caught.  

In 2015, all Co-op brand fresh Atlantic salmon and 
smoked salmon were sourced according to RSPCA 
Welfare Freedom Food15 standards, which exceed 
those of conventional farm assurance, stipulating 
lower stocking densities and higher water quality.

All other Co-op brand farmed fish, shellfish and 
molluscs are sourced from farms certified by  
Global Aquaculture Alliance (GAA/BAP)16, 
Aquaculture Stewardship Council (ASC), Marine 
Stewardship Council (MSC) or Global Good 
Agricultural Practice (Global GAP), or are farmed 
organically (no feed inputs).  

All sources except those above were removed from 
our business during 2015. Our Responsible Fish 
Sourcing Policy requires that all farmed finfish are 
stunned using an approved method prior to slaughter. 

Lamb 
Our Co-op brand lamb is sourced on a seasonal basis 
to UK farm assurance scheme standards or equivalent 
Red Tractor Farm Assurance standards (40%) and 
New Zealand farm assurance scheme standards 
(60%). All fresh lamb is reared outdoors on grass 
pasture with access to shelter during harsh weather. 

The ingredients for all premium lamb products are 
produced from Cambrian breed Welsh hill lamb. 

15.  RSPCA Welfare Freedom Food standards for farmed salmon stipulate a maximum stocking density for seawater enclosures of 17kg/m2, with  
15kg/m2 site maximum. Fish must be kept in water regularly monitored to specified quality parameters – including oxygen, free ammonia, carbon 
dioxide, temperature, pH, nitrate and suspended solids. Salmon must only be fasted for the absolute minimum period to meet food hygiene 
requirements and not more than 72 hours. Mutilations, including tagging, are not permitted. Standard farm assurance standards do not specify limits 
for water quality levels, frequency of monitoring, stocking densities or fasting times.

16.  2, 3 or 4 star only. 2 star = processor and farm certified, 3 star = processor, farm and hatchery certified, 4 star = processor, farm, hatchery and  
feedmill certified.

Our aquaculture sources in 2015

Atlantic salmon (Scotland) All Scottish salmon is certified 
to the Global GAP scheme – 
including salmon used as an 
ingredient in our food products. 
Additionally, all our fresh salmon 
and smoked salmon is certified 
to RSPCA Welfare standards

Basa (Vietnam) All sources are ASC or Global 
GAP certified

Seabass (Turkey) All sources are Global GAP  
certified

Mussels (Scotland) Source is MSC certified

Mussels (Chile) Source is uncertified, but 
working towards certification 
late 2015/early 2016

Tiger prawns (Indonesia) Organic, certified by Naturland

King prawns (Vietnam, 
Thailand, Indonesia, 
Nicaragua and Honduras)

All sources are ASC or GAA/BAP 
certified

UK communities International 
communities

Campaigning Co-operation Healthy living Food and farming

http://www.rspcaassured.org.uk
http://www.rspcaassured.org.uk
http://gaalliance.org/
http://www.asc-aqua.org/
https://msc.org/
https://msc.org/
http://www.globalgap.org/uk_en/
http://www.globalgap.org/uk_en/
http://www.redtractor.org.uk/choose-site
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Household and toiletry product sales (£m) 

2011 2012 2013 2014 2015

Household 21.7 21.0 21.1 17.1 16.0

Toiletries 5.2 6.4 5.6 5.4 4.2

 

17.  Toiletries are classified as cosmetics under the EU Cosmetic Directive 76/768 in which a cosmetic product is any substance or preparation intended for 
placing in contact with the various external parts of the body with a view exclusively or principally to cleaning them, perfuming them or protecting them 
in order to keep them in good condition, change their appearance or correct body odours. In 2013, an EU-wide ban was introduced on the sale and 
import of cosmetic products and ingredients tested on animals after March 2013.

18.  Humane Household Product standards define household products as: disinfectant, bleach, dishwasher products, floor and furniture polish, cleanser 
and cleaner, toilet products, washing-up liquid, air freshener, washing powder, laundry tablets and fabric conditioner.

2015 target Progress against 
target

2016 target

Continue to 
take a lead on 
the issue of 
animal testing 
of cosmetic 
and household 
products

Target achieved Continue to 
take a lead on 
the issue of 
animal testing 
of cosmetic 
and household 
products

Animal testing of toiletry and household products 
None of our Co-op brand toiletry17 or household18 

products or their ingredients have been tested on 
animals since 1985 and 1997 respectively. 

All Co-op brand products continue to carry Cruelty 
Free International’s (CFI) rabbit and stars logo. 
CFI conducts audits every three years to monitor 
compliance and conducted an audit of our products 
in 2014.

In 2015, our Co-op brand toiletry products and key 
Co-op brand household and laundry products were 
available in every one of our Food stores.
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https://www.crueltyfreeinternational.org/
https://www.crueltyfreeinternational.org/
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Food and farming:  
backing British food
Supporting British producers matters to us – not just because it contributes 
to the UK economy and employment, but because our customers and 
Members expect it. 

Supporting British farming 
We’re making big strides towards offering more home-grown produce for sale in our stores;  
we’re extending our farming group model and progressing our local sourcing initiative. 

More than 2,750 UK farms and suppliers provide us with meat, poultry and dairy products, 
fresh produce and prepared products. Of these, almost 400 farmers make up our six dedicated 
farming groups for beef (two groups, supplying Hereford and Aberdeen Angus for the premium 
product range), chicken, pork, lamb and dairy. 

We are committed to spending £1.5bn to source Co-op brand meat, produce and dairy  
products from the UK between 2015 and 2018. In 2016, we plan to make progress in offering 
more home-grown produce for sale in our stores. Further details can be found in our  
in-depth Backing British Report. 

How are we doing?

100% 
Co-op brand fresh beef, 
chicken, sausages, duck, 
turkey, eggs and milk were 
British (2014: 100%).

 

£14m 
invested in British  
agriculture.

 

50 
local manufacturers and 
micro-producers were  
signed up to supply our  
stores across Yorkshire.
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http://www.co-operativefood.co.uk/globalassets/policy/british/cop67-brit_pr_report_singles_aw.pdf
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Sourcing British protein 
We seek to use as much British produce as possible  
in our Co-op brand and branded fresh ranges. 

In 2015, our beef, chicken (including breaded 
chicken), ham (except continental varieties), pork, 
sausages, duck, turkey, eggs and milk was 100% 
British, as was our Co-op brand fresh salmon 
(including smoked salmon), yoghurt and butter. 

In our Co-op brand sandwiches, chilled ready meals 
and pies, we used 100% British meat, except when a 
continental meat variety was used (eg chorizo). Our 
Co-op brand cheese used British milk, except when 
the cheese was a continental variety. 

In 2016, we will extend our British lamb season, and 
will stock three lamb lines that are exclusively British, 
year-round.

2015 target Progress 
against 
target

2016 target

Extend the British lamb season 
and stock three lamb lines that 
are exclusively British all  
year round

Invest a total of £1.5bn to 
source ‘own-brand’ British 
meat, produce and dairy 
products from the UK between 
2015 and 2018

2015 target Progress  
against 
target

2016 target

Launch new farming groups 
to cover eggs, turkey and 
standard beef and lamb

Our farming groups   
We established our six dedicated farming groups in 
2014. Working with our farming groups helps us to 
address several key supply chain aspects, including:

–  environmental impacts and animal welfare;

– long-term investment and improvement; 

– our relationships with farmers; and 

–  the visibility and complexity of the supply chain. 

Members of the farming groups can also share 
knowledge and best practice.
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Performance measurement 
The farms in our farming groups are audited19 annually by an independent welfare body, against 
our five pillars of achievement, and are rated Bronze, Silver or Gold according to their performance 
across these pillars.

19. Dairy farms were not audited against the pillars in 2015 because they are paid a premium determined by a ‘basket model’ on every litre of milk they sell.
20.  Each of the five agricultural pillars contains four elements. To be classed as ‘passing’ a pillar, farms must achieve a minimum level of performance (three 

out of the four elements).
21. Includes premium paid to farmers in our farming groups, along with other investments, such as research and development.

For a farm to be rated Bronze,  
the first two pillars (Health, welfare 
and quality and Co-op brand) must 
be met20. The other three pillars 
(Sustainability, Environmental and 
Ethical and training) determine 
whether a farm is classed as 
Silver or Gold. We expect farms 
to progress through the pillars 
to Silver or Gold, for which they 
receive further incentives. 

We are committed to helping  
to progress and raise the 
standards of the farms within  
our farming groups. 

In 2015, 15% more farmers 
achieved Bronze, Silver or Gold 
for their compliance against the 
pillars than in 2014, and 10% 
achieved the Gold Standard. And 
in 2015, we invested over £14m21 
into British agriculture through our 
farming groups. 

Read more on animal  
welfare assurance.

Farming group performance (%) 
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Local sourcing and local networks 
In 2016, we will roll out a new UK-wide local sourcing initiative to support hundreds of  
small or start-up food producers, initially in the North of England and then further afield. 

This is off the back of a successful trial in Yorkshire, which helped break down the barriers 
that small food firms face when getting a national food retailer to stock their goods  
(see Our story below). 

Love British Food campaign
Love British Food is the national campaign dedicated to promoting 
British food and educating consumers about the benefits of buying 
British. We are the official sponsor of Love British Food’s British Food 
Fortnight in September/October 2016. British Food Fortnight is an 
opportunity for people who work in the national food and drink industry 
to celebrate their profession and promote the benefits of buying and 
eating British food. 

Our story: Local sourcing  
in Yorkshire
Our customers have told us they want to buy local 
products at their local Co-op store. Products made in the 
vicinity of our stores are valued by customers wanting to 
support locally produced foods, which often help define 
and reflect a region. 

We responded by teaming up with scores of new Yorkshire 
suppliers to test a new initiative. The unique local sourcing 
initiative has been designed to break down the barriers 
that have previously made it difficult for small companies 
to supply large national organisations. 

We signed up more than 50 local manufacturers and micro-producers to supply our stores across Yorkshire, with a wide 
range of over 150 locally produced items, including eggs, bakery, ice cream, sweets, chutneys, pies, sausages and beer. 

We have had to work closely with these smaller suppliers in order to understand and unlock the logistical issues, which  
in the past have prevented local firms from providing relatively small amounts of their quality products to our nearby stores. 

Championing locally produced goods resonates well with our Purpose – to champion a better way of doing business for 
you and your communities.

UK communities International 
communities

Campaigning Co-operation Healthy living Food and farming

http://www.lovebritishfood.co.uk/
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