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One out of three 11-year-olds in 

and 

the needs and 
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EDUCATION & LIFESTYLE

THE CHANNEL ISLANDS CO-OPERATIVE SOCIETY
Free Fruit for Kids Campaign
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The Goodness Gang
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THE CO-OP, UK 
Fruit & Vegetable Pledge
The Co-op signed the Public Health Responsibility 
Fruit and Vegetable Pledge in March 2011 which 
commits to 

. 

Launch of a website which promotes the 

Fresh Three

Peas Pledge Campaign
Since October 2017
pledging partner in the 
Please campaign.
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S GROUP, FINLAND 

COOP ITALY 
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COOP DENMARK 

COOP SWEDEN 
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reduced every week in order to make them 

EROSKI

THE CHANNEL ISLANDS CO-OPERATIVE SOCIETY

“Healthy Habits”

“Throughout 2017, we’re going to show you how 
you can make small but easy changes to your daily 

can, without adding any unnecessary sugar, 

a 

 which 
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COOP DENMARK 

EROSKI, SPAIN 
Imagine Food
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COOP ITALY  
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in over 7

  

Values 

COOP DENMARK 
Coop Recipes
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COOP ITALY 

a 

Alimentazionebambini

COOP ESTONIA

 #healthy.
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COOP NETHERLANDS 
Coop Netherlands also launched a similar website, 
called keukentafel.nl, which collects and gives a 
vote to new recipes. 

COOP SWEDEN
Coop Sweden has also created one such website 

the type of meal, its cost, or whether children are 
involved or not. Given that Coop Sweden has been 
awarded as the greenest food chain in Sweden, 

minimum. 

S GROUP, FINLAND 
The S Group’s “Yheishyvä Ruoka” provides 
consumers with an easy online access to a 

designed to help consumers meet their daily 
dietary needs by allowing them to browse recipes 

by dish and ingredient (e.g. gluten-free, 
lactose-free recipes) and then to calculate the 

website.

THE CO-OP, UK 
Similarly, the Co-op in the UK launched the website 
dinner4tonight, which aims at inspiring consumers 

cooking. Consumers have the choice between 
“leisurely cooking” and choosing dishes that are 
“ready in minutes”.
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Food-O-Meter 

COOP DENMARK 
Coop Denmark’s Food-O-Meter collects data on 

THE CO-OP, UK 
The Co-op has lent its support to the UK 
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COOP DENMARK, COOP NORWAY, 
COOP SWEDEN, COOP ICELAND

THE CO-OP, UK

COOP ITALY

5 Source of Source of

LowLow
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for whom a special line, Club 4-10, has been 
created”. The “Iconamovimento” [movement icon] 

are needed to burn a certain amount of the 
product.

COOP DENMARK 
Coop Denmark is part of the Whole Grain 

(here). For instance, in breakfast cereals and 

 complemented by the 

we recommend a moderate 

The Heart Symbol 

S GROUP, FINLAND 

symbol on their product must make sure the 

content is also taken into account. More than 1200 
products currently bear this symbol in Finland, 

The Heart Symbol system was 
launched by the Finnish Heart 
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being served in restaurants. Awareness of the 
symbol is high among consumers who declare 
buying products with the Heart Symbol (73.9% of 
female consumers and 54.8% of male consumers).

EROSKI, SPAIN 

displayed on the front of the pack of most  

percentage of daily needs that those grams per 

THE CO-OP, UK 

product packaging and grams of salt on the 

consumers to quickly discern whether the food has 

how this contributes to their recommended daily 

been included on recipes featured in both print 
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PRODUCT REFORMULATION

Although sugar, fats, and sodium (contained in 

human body, high intakes of these nutrients may 
be harmful. For instance, high intakes of salt can 
cause high blood pressure, which in turn increases 

order to maintain and improve the health and 
wellbeing of their consumer-members, consumer 

content of these nutrients in their own-brand 
products. 

Healthy Product Ranges and Ready-to-eat Meals

COOP DENMARK 
“Dit Valg” [Your Choice] is Coop Denmark’s own 
brand of healthy products, which all bear the 
keyhole logo. Coop has 60 “DitValg” products and 
hopes to increase this range in order to make it 
even easier for consumers to purchase healthy 
products for breakfast, lunch, and dinner. Coop 
Denmark also developed the C brand which makes 
it easier to live healthily. The C brand consists of 
healthy meals that are ready to eat, heat, cook, or 
put in a salad bowl. 

COOP ESTONIA
In 2016, Coop Estonia started to produce healthy 

can now be found in Coop Estonia’s stores with the 
Fitlap logo. The aim is to improve ready-to-eat 
meals so that they are not only delicious but also 

COOP ITALY

what they put on their plate is constantly 
increasing. More and more Italians are guided, in 

well-being. Bene.si is a range of products that meet 
the guidelines of a balanced and healthy diet 

product lines have been developed: (1) the 

“free from” products which do not contain a 
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certain nutrient such as lactose or salt, and (3) 
gluten free  products. The Bene.si range includes, 

with reduced sodium, low-fat ice cream, as well as 
frozen ready-to-eat 
extending the Bene.sìrange. The new line proposes 

"free from" products, e.g.without gluten or 
lactose.

COOP JEDNOTA, SLOVAK REPUBLIC 

This range includes many products ranging from 

juices, and more.

EROSKI, SPAIN 

products that are healthier compared to similar 

containing less fat and salt are made with 

includes 
60% less sugar compared to similar products and 



accessible price and to prompt Coop Italy 

COOP ITALY 
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COOP ITALY 
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COOP NORWAY 

RSPO  

COOP SWEDEN 

S GROUP, FINLAND 

THE CO-OP, UK 

THE CO-OP, UK 

 The Roundtable for Sustainable Palm Oil (RSPO) is a joint initiative of stakeholders involved in the 
production of palm oil. It sets criteria for sustainable palm oil production, as well as requirements for 
traceability. 
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EROSKI, SPAIN 

COOP NORWAY 

COOP DENMARK 

COOP ITALY 

THE CO-OP, UK 

COOP SWEDEN 
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ADVERTISING & MARKETING
among its consumers, Coop Sweden has embarked 

Änglamark, Coop, and X-tra brands, including 

either taste or quality. In some products, such as a 
Coop Ketchup, the salt content was more than 

The CO-OP UK

amount of salt in its own-brand products. Work 

targets became mandatory for all new and 

renewed. As part of this commitment, salt 

targets of the UK Department of Health.

S GROUP, FINLAND 

smartphone app to all of their stores under four 

data, including personal health data, but it also 
composes recipes according to the personal 
preferences of its users. It includes smart shopping 

food components for personal recipes.
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Healthy shopping lists in e-store

COOP ESTONIA
In 2016, Coop Estonia launched eCoop, the e-store 
for food. Customers can create and save their own 
shopping lists, but in order to help them make 
healthier choices Coop Estonia has prepared 
weekly examples of healthy shopping lists in 

Development. Planning all the healthy meals a 
week ahead is now easier than ever, literally only a 
few clicks away.

Ban of Ch
Children on HFSS Foods 

THE CO-OP, UK 
The Co-op has removed all children’s equity 
characters from own-brand packaging categorised 
as being high in fat, sugar or salt (or HFSS foods), 

occasion products. With this decision, the Co-op is

 

reducing “pester power” related to unhealthy food 
that children  exercise on their parents. In terms of 

or adjacent to children’s pages in newspapers. All 

directly at children will exclude HFSS foods. 
Furthermore, the Co-op has banned the sale of all 
high fat, sugar or salt products from checkout 
stands and kiosks instead selling sugar free 
gum/mints, medicated sweets and healthy 
snacking mixes on them. Lastly, the Co-op will not 

stores, any high fat, sugar, and salt products aimed 
t children.

The Danish Meal Partnership 

COOP DENMARK 
The Danish Meal Partnership (DMP) is a 
public/private partnership that includes 17 

focuses on equity in health and on the part of the 

healthier. Its purpose is to be a centre for 

about healthier meals. Coop Denmark is member 
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people an opportunity to exercise with a video 
trainer by using the app whenever and wherever, 
mark their other trainings and gain points for every 

and get discounts on several products.

Sponsoring Sports Teams

COOP ISRAEL 

commitment to strengthening the community. 

“Hapoel Jerusalem”, a leading basketball team in a 

COOP ESTONIA

through the campaigns like “Perfect workout”

Overweight and obesity are due to an imbalance 
between calories eaten which exceed the calories 

Fitness app Fit 100

COOP ESTONIA

projects under the partnership (e.g. on nudging 

work together to improve food knowledge and 

the greatest challenges in this respect, i.e. early 
school leavers, children, and the elderly.



have much in common, including values such as 

families. Find out more here.

Vårruset Race

Coop Sweden is the main sponsors of “Vårruset”, 

“Vårruset”, a 5-kilometres-long race held in 21 

women ran “Vårruset”. For a group of six people 
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S GROUP, FINLAND 

reach of all families in the area, since using them 
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