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Dear all,
I am very proud to announce Coop as the case company for the 2021 CBS Case  

Competition Invitational.

As Denmark’s only customer-owned retailers of consumer goods, our ambition  

is to be the ones who focus most on the customers and who make the most  

significant positive difference for them.

Therefore, I see this collaboration with the CBS Case Competition as a unique  

opportunity for bright young people like you to present your suggestions  

on how Coop can maintain this ambition by using strategic and responsible  

initiatives to captivate the young generation.

That said, for more than 150 years it has been part of Coop’s DNA to show  

community spirit, because ever since the establishment of the first consumer  

cooperative, it has been essential for us to care for our customers, co-owners,  

employees and the surrounding communities.

This has resulted in a number of various initiatives with one thing in common:  

They made a real impact for the Danish consumer through cleaner goods,  

environmental benefits and knowledge. This is our agenda, and we are enorm- 

ously proud of it. However, we can always do better. We must continuously  

evolve digitally, responsibly, and innovatively to be even more agile and com- 

petitive in the future. 

 

In this endeavor, one of the challenges we are facing is to stay relevant and  

connected to the young consumers of Denmark, which is vital to remaining at  

the forefront of the agenda. We need to find a way to connect and build long- 

lasting relationships with them, which requires new perspectives from talen- 

ted people like you. 

I am very excited to see what this case competition can bring through your in- 

put and ideas, and I sincerely hope that this challenge will allow you to apply and  

develop your academic and professional skills. I thank you in advance for your  

engagement in helping us become even more customer oriented.

Kind regards,

Kræn Østergaard Nielsen

Kræn Østergaard Nielsen
Chief Executive Officer

“We need to find a way to connect  
and build long-lasting relationships with  

the young consumers in Denmark,  
which requires new perspectives from  

talented people like you”
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Setting the stage
Today, more than ever, consumers demand sustainable products and con-

venience as they make their way through the shopping aisle of their local  

grocery. Responsibility – whether towards the environment, society at large,  

or own body and mind – is at the top of the shopping list, and the ways in  

which customers make their purchase is constantly changing. The player  

who wins the basket of this conscious consumer is the one with respon- 

sibility and innovation as an integrated part of their business.

With a total of 1,025 stores in Denmark, Coop is one of the largest grocery 

retail chains in the country, and, as a result, is also one of the most recog- 

nized brands. Coop was one of the first companies in Denmark to put respon- 

sibility and sustainability on the agenda and has played a vital role in further 

driving responsibility in the industry with its vision of bringing good meals, 

responsible produce and smart choices to the people.

This manifestation of Coop in the retail scene and the public eye is exempli- 

fied by the fact that 16% of the Danish workforce has once been employed  

at Coop. As such, Coop has successfully built a strong connection with the  

Danish population. Coop is formally referred to as a cooperative, which means 

that it is owned by its members. In fact, Coop has a total of 1.9 million members 

and owners – representing 1/3 of the entire population. It is possible for anyone 

to become a member through one of the Coop channels; thereby enabling 

everyone to play a part in more sustainable retail and food consumption. 

16% 

of the Danish work- 
force has once been  
employed at Coop.



6

High store density, changing consumer demands and a dominating discount 

segment are, however creating a grocery market characterized by a flat 

growth rate and pressured margins. A demand for convenience is changing 

the instore experience entirely while ever more consumers are rejecting 

their local grocer for new online channels. This trend has only accelerated 

with Covid-19.

This shifting consumer demand is, to a large extent, driven by the increasing 

relevance of the young generation as key agents of societal change, and sub- 

sequently their purchasing power as a highly active and aware generation. 

Being both a customer, employee and possible owner of the future, the young 

generation will be a defining voice in how the future of retail will look.

Despite a significant ability to lead the sustainability agenda in Denmark, Coop 

is facing challenges in connecting with the young consumer while dealing with  

a new frontier in e-commerce. Winning in e-commerce and attracting the young  

generation is vital to remain at the forefront of a highly competitive and chang-

ing landscape. Coop has, therefore, reached out to you as a representative of 

the young generation.

Morten Viktor
Senior Vice President, Digital and E-commerce

“For Coop to remain relevant in the  
minds of the consumer, continuous  

innovation has to be at the core of our  
operations. Through an openminded  

approach, we will push the limits.”



You are asked to address the following problem statement:  
What strategic and responsible initiative(s) must Coop implement  

to successfully engage with the young generation and reach  

a total revenue growth of 5% over the next five years?  

Problem statement

In addition to this, Coop asks you to  
address the following:
 

 How can Coop leverage the knowledge and  

 values of the young generation and adapt  

 to their demands as consumers?

 How should Coop further develop the  

 omnichannel experience of young consumers  

 to strengthen their market position within  

 e-commerce?

 How can Coop motivate the youth to play  

 an active role in the development of its future  

 business model with a focus on sustainable  

 retail and food consumption?

 

 How can we measure the impact made  

 from pursuing a youth strategy?

5%
GROWTH

Coop has asked you to formulate a five-year business plan that 

delivers on their goals of engaging the young generation and 

reaching a 5% revenue growth. In formulating your solution, 

you are encouraged to be innovative and creative. A successful 

strategy should be in line with Coop’s values and effectively 

balance financial viability with responsibility. Bearing in mind 

the complexity of its organization, Coop asks you to carefully 

prioritize which challenges you deem most relevant to solve in 

the next five years. 

5
YEARS

7
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In addition, Coop also operates Coop Bank and Coop 

Invest. Core to the business is operating as one unified 

organization with the 1.9 million members as the  

primary focus.

Introducing Coop
The history of Coop began with the idea of creating a consumers’ coope- 

rative. The primary objective was to obtain better and cheaper products. 

Inspired by the first cooperatives in England, Hans Christian Sonne started 

the movement in Denmark in 1866 by establishing the first Danish consumer 

cooperative. Following this, the first merger of Danish cooperatives, FDB, 

was established in 1896 by Severin Jørgensen. From the beginning, respon- 

sibility was core to the FDB organization and is, as a result, still an essential  

part of Coop.  

 

In 2002, Coop Norden was established as a Nordic collaboration between 

FDB and Norwegian and Swedish counterparts. Coop Norden quickly be-

came the largest Nordic grocery retailer. However, the organization was  

split up in 2007 when Coop Denmark A/S became a separate entity owned  

by FDB. In 2013, FDB and Coop Denmark A/S was merged into one, major 

cooperative named Coop. 

9

Today, Coop consists of six grocery retail chains:  

fakta, Coop365, SuperBrugsen, Dagli’Brugsen,  

Kvickly and Irma as well as the online channels  

Coop.dk Mad (Food) and Coop.dk Shopping.
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Timeline

Establishment of  
the first consumer  
cooperative in  
Denmark. FDB opens first  

Kvickly store.

FDB starts selling 
organic products.

FDB launches own 
consumer brands, 
some of which still 
exist today.

 
Coop launches its “food 
manifest” – a strategy  
of increasing health,  
improving food options 
and making more  
sustainable choices.

FDB acquired 84 Fakta  
and Bonus stores. This  
brought discount shopping  
into the portfolio of FDB  
and increased the market  
shares significantly.

Through its principles of promoting 
health, society and sustainability, FDB 
is the first organization to announce 
the food pyramid, promoting healthy 
eating throughout the Danish society.

Merger of  
consumer  
unifications  
to FDB.

Irma becomes  
part of FDB.

Coop Mad  
launched as  
Irmatorvet.

Coop establishes  
Coop Bank.

FDB establishes SuperBrugsen, Dagli’Brugsen  
and LokalBrugsen, who all focus on high quality  
food and local presence. SuperBrugsen also  
provides lower prices on organic food to provide  
the consumers with a better option of buying organic.

Coop app launched  
on October 1st.

With a mission  
of enhancing  
consumer infor- 
mation, FDB 
launches a maga- 
zine, which still 
exists today  
under the name 
Samvirke.

1866

1896
1928

1976

1982

1991-1995

2010

2013

2016

1897

1961

1981

1987

Coop Shopping 
launched as  
Nettorvet. 

1999

Coop Denmark  
A/S and FDB is  
are merged into  
one organization:  
Coop.

2013

Coop introduces its  
new store concept, 
Coop 365.

2020

2014

10
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Since 1866, Coop has been functioning as a democratic consumers’ coopera-

tive with more than 1.9 million members. Membership consists partly of indi-

vidual persons, private and public institutions with an estimated ownership 

share of 60%. Smaller, independent retail cooperatives across the country 

control the remaining 40%.

Coop Amba
Coop Amba serves as the parent holding company, with Coop Bank, Coop  

Invest and Coop Denmark as the three operating subsidiaries and primary 

areas of business. The objective of Coop Amba is to organize consumers  

and members based on the common interests of the entire cooperative.

Out of the total 1,025 Coop stores, nearly 600 have a democratically elected 

board. Within these 600 boards, there are 3,700 board members who then 

elect the 126 representatives in Coop’s National Council, which is the highest 

authority in Coop. The Council elects the general board of directors in Coop 

Amba and therefore has a significant say in developing the corporate strategy 

of Coop, as Coop Amba ultimately determines the management of the three 

operating subsidiaries. Under this ownership structure, anyone who wishes 

to influence Coop and its business model can do so by running to become a 

board member. The only requirement for doing so is being a member of Coop.

As follows, the ownership structure of Coop is unique to the industry and 

makes it possible for everyone to voice their opinion in relation to responsible 

consumption and food consumption in general. As a result, Coop is driven by 

the mass consumer, and many Danes may have an ownership stake in the  

corporation, both knowingly and unknowingly.

This ownership structure allows  
us to be even closer to our customers 

and think long term to stay ahead  
- a unique advantage that should  

not be taken for granted” 

“

Mike Dranov
Chief Executive Officer, Coop Amba

Ownership structure  
& stakeholders



However, this ownership structure also creates unforeseen challenges de- 

pending on the boards’ composition. If the boards do not see eye to eye  

with the mass consumer, and the mass consumer does not voice his or her 

opinion, the optimal solution cannot be reached. The key is therefore to  

motivate the consumers to voice their opinion, but also to ensure that the 

feasible solutions are implemented afterwards. 

In addition, there are clear advantages to this democratic structure; Coop 

can focus on long-term strategies and decisions in a way that would have 

been challenged if we were a public entity. As a result, Coop has made sig- 

nificant investments in, for example, new digital and sustainable solutions.  

Historically, Coop has always been a frontrunner in responsible business.  

This can partly be attributed to the membership structure, as this provides 

consumers with a channel to raise questions and concerns with the manage-

ment team. The significant impact of Coop members in guiding the future 

agenda has also played a critical role in developing the goal of becoming  

climate positive by 2030.

Coop Bank
Coop Bank was founded in 2013 with the objective of providing transparent 

and easy-to-use private banking products, with a particular focus on respon-

sible financing and loans. Coop Bank currently has 159,849 customers. Coop 

Members can acquire an account and card without enduring any additional 

fees.

Coop Invest
Coop Invest is the group’s investment company with activities in property 

& real estate, venture capital and general capital allocation. The corporation 

acts as a financial buffer for the entire group.

Coop Invest’s primary investment activities remain in real estate in Denmark 

with a focus on both construction, acquisition, rental and eventually sale of 

commercial property. Within venture capital there is a particular focus on 

companies within retail or in line with the overall values of the group.

13

National Council (126)

Coop Amba board (10+2)Elected by 
members

Employees

Cooperative councils  
(app.300)  

Retail store councils
300  

Members  
(1,9 mio)

Coop Amba

Coop Bank  
board

Coop Denmark  
board

Coop Invest  
board

Coop Bank Coop Denmark Coop Invest

Coop’s management  
structure
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Coop Denmark 
Coop Denmark is one of the largest chains of retail and grocery stores in 

Denmark, and consists of both independent privately-owned consumer co-

operatives and Coop-owned stores. The independent cooperatives operate 

on a franchise agreement with Coop Denmark. This entails that the individual 

stores benefit from the predefined store concepts of Coop Denmark, inclu- 

ding branding, store layouts and assortments, as well as the benefit of having 

shared administrative service functions centralized within Coop Denmark.  

The administrative costs are distributed in solidarity and according to size, 

meaning that Coop Denmark contributes approximately 2/3 of all associated 

costs and the independent cooperatives just 1/3. 

Throughout, all Coop stores enjoy the benefit of strong purchasing power,  

as the prices of purchasing goods are negotiated on behalf of the entire group. 

While Coop Denmark acts as wholesaler, the agreement further states that no 

profit can be made from the intertrade between the two parties. Equally, all 

franchise stores are committed to: 

1) retail a fixed assortment of goods and products, 

2) exclusively purchase through the Coop cooperative and 

3) ultimately comply with the general concept and brand of Coop.  

 

For the remainder of the case, the focus will lie on the retail operations  

of Coop Denmark, and you do not need to consider Coop Bank and Coop  

Invest any further in developing your solution.
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We are very proud to have co-created 
our CSR strategy with our members. 
From the thousands of messages we 
received, we got a sense of the great 

aspiration of our members.” 

“

Signe Frese
CSR Director

Sustainability  
at the core
With responsibility and sustainability having been top priorities since its be- 

ginning, Coop has a long history of launching goal-oriented CSR strategies.  

This is exemplified in Coop's recently published “Responsibility Magazine” 

describing 185 historical responsibility actions dating from 2020 all the way 

back to the founding of Coop in 1866. The most recent strategy has signifi- 

cantly helped move consumption in a more sustainable direction. Amongst 

the goals of the strategy, one primary objective was to double the sale of 

organic goods before 2020, which has proudly been achieved. The core ini- 

tiative to achieve this goal was reducing prices on organic goods drastically.

Through our unique organizational structure, customers have always been 

able to voice their opinions to management, which has contributed to making 

Coop one of the most sustainable organizations in Denmark. Given so, build-

ing on thousands of submitted ideas and recommendations from members, 

Coop launched an ambitious new CSR strategy in December 2019.
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Time to act
As Coop embarks on this new decade, its environmental and social responsibil-

ities will be grounded in a new strategic direction; Time to act. The objective of 

the strategy is to unfold how a grocery store can have a truly positive impact 

by its presence. Coop seeks to be responsible in relation to both the planet and 

society in a way that generates value for both members and employees. 

This strategy is considered a key lever for achieving Coop’s overall goal of 

becoming climate positive by 2030, and already by 2025 reduce Coop’s emis-

sions by 75%. Coop further aims to lower emissions from suppliers, transporta-

tion and consumers by more than one million tons of CO2 per year. These goals 

will, however, only be realized by incorporating new and innovative initiatives 

across the Coop chains.

1.  For you and your family

 Coop seeks to build the foundation for the consumers  

 to be able to live healthy while busy, and to have the   

 opportunity to choose organic products while avoiding  

 being exposed to dangerous chemicals in the products  

 they consume. 

2. For the community

 Coop wishes to embrace the interests of the commu- 

 nity as a whole by strengthening consumer ownership,  

 local life and animal welfare.

3. For the next generation

 This goal aims to leave a balanced planet for the next  

 generation by focusing on Coop’s footprint as well as  

 its customers. Therefore, Coop has set a goal of beco- 

 ming Denmark’s most sustainable grocery chain.

The “Time to act” strategy introduces 12 focus areas  

that have been developed in collaboration with Danish 

consumers. These are based on the following key  

guiding principles.
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Timeline of major responsibility achievements and goals

Introducing the 
world’s first food 
lab – thereby 
becoming the first 
to test the content 
and quality of the 
sold products. 

All Coop chains conceal 
tobacco in stores.  
This led to the Danish 
government passing  
a law in December 
2019 for all grocery 
chains to conceal  
tobacco in their stores. 

Goal of being 
climate positive. 

Coop launches “follow your own CO2  
footprint” in the Coop app. This has  
made the news all over the world with  
papers such as the Washington Post  
bringing the story.

Winner of  
Sustainable 
Brand Index. 

1926
World’s first 
supermarket 
chain to introduce 
organic products 
to its stores. 

Introduces first 
regulations on 
animal welfare  
in Denmark.

1981

1930
2014
2016
2018
2019
2020

Coop builds a
coffee roastery  
in Kenya to promote  
farmers' living  
conditions.

2016

2019

2030

Cage eggs  
banned by Irma.

1994

2020

Goal of reducing  
emissions by 75%.

2025

Establishment of 
GoCook, an educa- 
tional program for 
school children to 
learn about food in  
a responsible and 
sustainable manner.

2006

Coop bans  
fluorinated  
compounds  
in all stores.

2015

Coop launches  
a crowdfunding  
platform to  
support food  
innovators and  
entrepreneurs.

2017

19
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One organization,  
multiple brands
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Coop’s fleet of stores is built on five different store concepts that span 

across the market. This allows Coop to differentiate the stores between  

the high- and low-end segment as well as on size and width of product  

assortment. At the far ends you have fakta as the discount retailer and  

Irma as your high-end premium grocery. Conversely, Dagli’Brugsen retails  

a more limited and selective assortment, while Kvickly and SuperBrugsen  

aim to offer both bicycles, bananas and everything in between. In addi- 

tion, Coop recently launched the Coop365 stores to test the future con- 

cept of discount stores and will equally continue to develop the online  

store, Coop.dk. Each chain tailors to specific consumer segments.

40,000
Approx. employees

1,025
Stores

32.6%
Market share

100

200

300

400

0

Share of  
revenue  
2020

41% 11% 16% 5%New* 23% 4%

299
Stores

68
Stores

15
Stores

67
Stores

233
Stores

343
Stores

*Coop 365 is included in fakta’s share of revenue.
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Coop Consumer Segments
Across the different store concepts, Coop has managed to acquire a signi- 

ficant share of the elder consumers and smaller households. However, Coop 

struggles to attract the younger consumers, families, and mid-income house-

holds. This is one of the key obstacles Coop wishes to solve moving forward. 

To ensure that Coop truly understands the behavior and demand of their 

customer base, they have broken it down into the following segments:

The Idealist is the quality attentive consumer with a particular demand  

for healthy and responsibly produced goods and a care for animal welfare.  

They are not necessarily driven by discounts and offers, as they value  

quality relatively more.

The Foodie is equally driven by quality rather than price, with a particular 

love for cooking with organic and healthy produce. Relative to the idealist,  

the foodie is more inclined to act on a great offer.

The Functionalist typically constitutes family households driven by price 

and convenience rather than quality in a busy lifestyle where ends must 

meet. There is no particular interest in cooking, nor are health or sustain-

ability significant guiding factors in their purchase decision. The ultimate 

decision factor are therefore price and convenience.

The Traditionalist is the most price sensitive costumer, and purchases are 

often rationalized based on best available offers. The consumers therefore 

also showcase less loyalty to particular store brands. This consumer is less 

likely to have children, and responsibility and health are not central to their 

lifestyle.

The Leisure consumer is the most discount driven consumer among the  

segments and will even be likely to shop at multiple stores to save on costs. 

This segment typically constitutes busy family households, where organic 

and healthy produce matter less than value for money.

In the following sections, the customer segmentation will be applied to illu- 

strate the current customers of each chain, as well as which customers the 

specific chains are trying to reach.

LEISURE

TRADITIONALIST

FUNCTIONALIST

IDEALIST

FOODIE

CONSUMER SEGMENTS



Dagli’Brugsen
Dagli’Brugsen was commonly considered to be a smaller and local conveni-

ence store in its early days but has since developed into one of Coop’s largest 

chains with 299 stores across Denmark. Relative to competitors, Dagli’Brugsen 

has a more limited assortment. As a result, Dagli’Brugsen strives to be your 

local supermarket, particularly in the rural areas of Denmark where it acts  

as a focal point for the local community and support local businesses.

Performance
In 2019, the two different chains, Dagli’Brugsen and LokalBrugsen, were uni- 

ted under the same name: Dagli’Brugsen. In 2020, the joint stores managed  

to deliver a growth in both return and revenue. However, recent challenges 

have emerged from the increasing urbanization as more people are moving 

from the provinces to the larger cities in Denmark. Additionally, increasing  

abundance of discount stores constitutes a threat to their current customer  

base and necessitates the need for strict management of operating costs  

as well as new initiatives.

Target group
Dagli’Brugsen's current consumer base consists mainly of the Traditionalist  

and the Leisure consumer. The typical Dagli’Brugsen consumer belongs to  

the older segment living in smaller towns across Denmark. They take pride  

in shopping locally, knowing what it means to the community. This is the  

price attentive consumer with a particular appreciation for special offers  

and low prices.

Moving forward, Dagli’Brugsen is looking to target the new generation of 

younger families within the Functionalist segment. Their purchase decision 

can, to some extent,  be guided by ideals of providing their children with the 

best in terms of organic and healthy products, but in a busy life, convenience 

and price tends to outweigh the responsible choice. This target group usually 

seeks the easy everyday solutions and wishes to have the week’s shopping  

taken care of in one go. However, the current assortment of Dagli’Brugsen is 

considered rather limited and at times too expensive, which is why they cur-

rently have a hard time attracting this segment.
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SuperBrugsen
SuperBrugsen speaks to a genuine love of food. Here, you will find the best taste 

and quality for both your everyday shopping as well as special occasions. It has 

four times as many product items as the discount stores and, as a consequence, 

also adresses a wider and higher market segment. Therefore, in these stores you 

will always find a range of special items as well as a competent staff of bakers, 

greengrocers and butchers providing you with high quality products as well as 

easy fixes for the family. SuperBrugsen operates by the principle of always offer-

ing something of greater value than what is paid.  

With more than 233 stores nationwide, SuperBrugsen is considered to be the 

largest high-end supermarket chain in Denmark. The chain puts emphasis on 

high quality and locally sourced produce. 

Performance
SuperBrugsen has extensively pushed to strengthen its image as a quality super- 

market, while surprisingly also increasing its market share in the non-discount 

segment. This has resulted in a truly satisfying financial year in 2019 which con-

tinued in 2020. 

New concepts include the roll-out of the Scan&Pay app in all stores as well as 

self-service checkout counters. The overall digital communication has also been 

strengthened and sales from consumer-specific deals presented in the Coop  

App has grown by 119 percent. 

Target group 
The current customer base of SuperBrugsen consists of the Idealist and the  

Foodie. As a consumer they seek inspiration in the fresh products and new recipes. 

They care greatly for the environment and seek out organic items when possible. 

They therefore also remain less price sensitive in their purchase decision of single 

products, and instead consider the overall value more important. At times there 

is a preference for easy and convenient solutions but never at the expense of 

quality. Looking ahead, SuperBrugsen is aiming to target the young families within 

the consumer segment of the Functionalist and the Leisure. While these two seg- 

ments differ in their respective preference for quality, they both generally do 

seek value for money. It is equally important to ensure quick and easy shopping 

and cooking.



Kvickly
Kvickly also targets a wide mid-to-high-end market segment and considers 

themselves among the leading chains of grocery stores when it comes to  

organic and responsibly sourced produce. Kvickly’s assortment is signifi-

cantly larger and wider than the other Coop concepts and extends beyond 

merely food and local produce. In order to combat the busy every day of the 

consumer, Kvickly offers everything from clothing and hardware to apples 

and milk. Kvickly aims at offering the largest product assortment, the fresh-

est produce and inspiration for both ordinary and special occasions. Today,  

there are 67 Kvickly stores across Denmark, 14 of which are owned by inde-

pendent cooperatives. 

Performance
In 2019 Kvickly stores managed to deliver its third surplus in its 59-year hi- 

story, and the surplus proved better than expected. The result was due to 

many new initiatives implemented in the store, including the complete  

roll-out of Scan & Pay. 

Target group 
Kvickly’s current customer base is widely distributed across the consumer 

segments, although the Idealists constitute the largest share. Customers at 

Kvickly are motivated by organic and healthy produce, animal welfare, food 

waste and the climate in general, and are willing to pay more for better  

quality groceries.

Kvickly is, however, hoping to more successfully attract the Functionalist  

consumer. These consumers are typically in their +40s and usually shop for 

larger families. Healthy, sustainable, and responsible produce are not key  

priorities in their purchase decisions, nor are they wildly price sensitive.  

As a consumer, they value convenience and easy meals, and they can at  

times be tempted by the right offer.  
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Irma
Irma is the oldest chain of grocery stores in Denmark and the second oldest  

in Europe. Founded in 1886, Irma represents the best, high-end quality pro-

duce. When comparing with all Coop chains, Irma is the most distinct brand 

in the public eye, as no other chain offers the same high quality. There are 

currently 68 Irma stores across Denmark. Most of them are located within  

the greater Copenhagen area.

Relative to its competition, Irma has a smaller assortment but serves as 

Coop’s truly premium retail concept. Irma strives to always provide outstan- 

ding service and the highest quality produce. The customer perceives Irma  

as the market frontrunner within responsibility and quality, and the shop- 

ping experience always serves as inspiration for new experiences.  

Performance
Irma has been subject to increasing competition as competing stores are 

opening in its near proximity. However, Irma continues to offer premium 

service and produce superior to market availability. A new initiative called 

Think Small was developed in 2020 to help small and local producers make 

it through the pandemic by selling care packages online with local produce. 

While all proceeds went directly to the producers, the Irma stores enjoyed  

the benefits from the extensive media coverage and came out with an im-

proved financial year. 

Target group
Given its position in the high-end segment, Irma appeals particularly to the 

Idealist and the Foodie. To retain these segments in a market where espe- 

cially the Idealist is becoming increasingly mainstream, Irma will leverage  

its ingenuity to stay ahead of consumer trends, e.g., plant-based substitutes.  

In addition, the Foodie will be retained by a continuous focus on Irma’s assort-

ment variety, modern concept, and store layout, as well as leveraging the  

high product knowledge from employees. Moving forward, Irma will additio- 

nally serve to be present in the market as the premium and convenient alter- 

native for other consumer segments.



fakta
fakta is Coop’s discount store concept aiming at offering true value for money.  

The stores run a smaller assortment relative to the market with 2,500 distinct 

goods but pride themselves on offering uncompromised quality and everything 

needed for your everyday groceries. The rather limited assortment, however, 

varies according to season and holiday, and fakta early on had a particular focus 

on “Responsible Discount”, ensuring fresh and affordable organic produce every 

day. This amounts to more than 300 items of organic produce on the shelves. 

Performance 
Currently, there are 343 fakta stores across Denmark. For many years, fakta 

was the fastest growing discount grocery chain in Denmark. However, in 2012, 

following a new retail directive where every Danish grocery store was allowed 

to be open 24/7, fakta lost its competitive advantage of being open on holidays 

and Sundays. Since then, fakta has been facing declining revenues. 

Target group
fakta naturally addresses the low-income households to a larger extent than 

other Coop brands, and as a result, their current consumer base primarily  

consists of the Functionalist and the Leisure consumers.  

The typical fakta consumer includes the young, single student looking for a  

quick and easy dinner as well as the older couple living out in the provinces.  

Collectively they choose fakta for its sense of convenience, relevant selection 

and reasonable prices.

Moving forward, the aim is to acquire a larger share of the Idealist and Func- 

tionalist consumer base than what they are currently able to. Specifically, this 

pertains to families seeking good quality groceries and convenience in a busy 

and hectic lifestyle. They are open towards trying new digital concepts and  

value organic and healthy produce as long as it does not compromise price  

and convenience. 
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Coop365
In 2020, Coop launched its new discount store concept, Coop365, in response 

to the increasing competition from Netto and Rema 1000 (see section on in-

troducing the grocery retail market). The concept was launched as a rapid 

prototype in the third quarter of 2020 with the opening of 15 stores across 

the country and serves as a pilot for what the future of the discount segment 

could look like.

The name is associated with the existing product line of responsible products 

from Coop called “365”. The stores will be larger and carry an even wider as-

sortment than the existing discount chain of Fakta. This new store concept is 

all about organic and local produce made easy and convenient. By continuous-

ly matching their price range with the rest of the discount segment, Coop365 

strives to be the best in the market.  

With this new concept, Coop is increasing its focus on operational efficiency 

and stronger brand concepts. Therefore, the Coop365 stores introduce new 

partnership structures, as opposed to franchising, where a greater sense of 

ownership is placed in the hands of the managers. Ideally, if the concept is  

well received by consumers, the new brand will ultimately increase exponen-

tially in size. Based on the results from the first pilots the project will be up  

for evaluation in the first quarter of 2021. 

Moving into phase two with 19 new stores, Coop sees great potential in making 

Coop365 the new gold standard for high-quality discount supermarkets. 



Coop.dk
As a first mover in Denmark, Coop entered the online market in 1999, and has 

since continued to develop its online concept into todays’ Coop.dk. This offer- 

ing exploits existing infrastructure, warehouses, and stores, but through a 

completely digital front-end shopping experience. The online store stands 

on two legs; Food and Shopping, with the latter serving the non-food seg-

ment with everything from furniture to books and bikes. Currently, the two 

segments function as separate stores with separate landing pages including 

different strategically located logistics and warehouse centers. 

Currently, Coop.dk deploys a hybrid delivery model - as opposed to some of 

the pure players. The three largest cities of Copenhagen, Aarhus and Odense 

get deliveries directly from the central warehouse, whereas at the moment, 

smaller cities can only opt for ‘click-and-collect’ at their local store. An inherent 

challenge of the industry therefore lies in the logistical difficulty and high 

costs associated with expanding one’s delivery network. One way of bringing 

down costs is to increase the volume in the farthest regions. Another is to 

optimize the delivery and distribution network. 

During 2020, Coop has seen immense growth in their online store, with reve- 

nues doubling compared to last year. However, the market is dominated by 

the pure player, Nemlig.com, while other competitors have also seen the  

potential of this growing market. 



30

Introducing the  
grocery retail market



Introducing the  
grocery retail market
The grocery retail market is highly developed in Denmark and currently domi- 

nated by two large retail chains, Coop and Salling Group, who collectively con- 

trol nearly 70% of the market. Although Coop is one of the largest retail chains 

in Denmark, they are currently facing several key challenges in the market  

including pressured margins, increased competition from the discount seg-

ment, an emerging segment within e-commerce, as well as new eating habits 

among consumers.  

Pressure on the margins
Coop and competing grocery companies are struggling with a flat market 

growth in Denmark, which puts pressure on total earnings. While the chains 

are competing fiercely and continuously attempt to rethink the grocery shop- 

ping experience, the market has seized to grow. Coop and Salling Group man-

aged to maintain their market dominance in 2019, whereas competitors like 

Dagrofa and Aldi registered deficits in 2018.  

One reason for the pressured margins is the high store density in Denmark. 

Compared to European standards, the Danish market is characterized by 

more supermarkets per capita. In total, Denmark has three times as much 

shop floor in square meters as the country should have, given its popula-

tion size. This number equals approximately 2,600 discount stores, super- 

markets and major grocery stores spread out across the country. 

The grocery retail market faces new  
challenges on a daily basis. From obesity  

to sustainability to the current pandemic,  
there is nothing we can ignore.” 

Signe Frese, CSR Director

“
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This market condition emphasizes a highly competi- 

tive landscape, where the stores must stand out to 

attract customers. In addition, this over excessive  

number of square meters makes it attractive for the 

chains to continuously optimize operations and shell 

space to sell more. 

 

As a result, several chains have closed non-profitable 

stores in recent years, including Coop and Aldi, where 

others have found themselves forced to close entire 

chains. An example of this is the closing of the Kiwi 

chain in Denmark, which was owned by Dagrofa. 

Increased competition:  
discount dominates
Within the last five years, the competitive landscape 

has shifted as the discount chains increasingly domi-

nate the market. Today, three of the five largest super-

markets by revenue are discount chains, with Netto 

and Rema 1000 taking up nearly one third of the entire 

market. The market position of some of the leading 

Coop chains have, on the other hand, been stagna- 

ting or even declining. As a result, since 2016, Coop  

has been losing market share to its main competitors, 

Salling Group - owner of Netto, Føtex and Bilka  

- and Rema 1000. 

In the next decade, it is expected that the discount  

segment will continue to dominate as they attempt  

to replace many of the local and smaller alternatives.  

It is expected that 47% of the total market will be  

dominated by discount stores in 2030, equal to  

approximately 1,700 stores. 

2020 Segmentation

Netto Discount

Rema 1000 Discount

SuperBrugsen Mid-to-high-end

Føtex Mid-to-high-end

Bilka Mid-range

Kvickly Mid-range

Fakta Discount

Meny High-end

Dagli’Brugsen Mid-range

Lidl Discount

Aldi Discount

Spar Mid-range

Irma High-end

Market share of  
individual chains  
by revenue
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Rema 1000 
Rema 1000 has been performing particularly well  

in recent years, which is why they are capturing  

market space from Coop. Rema 1000 is now also  

the most popular chain of stores among the Danish  

consumers when asked about their primary desti-

nation for doing groceries. It is evident that Rema 

1000’s growth is primarily driven by younger  

families, as they have succeeded in attracting this  

growing segment. Moreover, Rema 1000 is run as  

an independent chain in Denmark, which creates  

several organizational benefits in comparison to  

the size and complexity of the Coop cooperative. 

Salling Group
Salling Group is currently the largest player with  

a market share of 34.2% and an estimated total  

revenue from the Danish market of 38,895 mDKK  

in 2020. However, in terms of employees, Coop  

is the largest player with approximately 40,000  

employees against 27,500 people in Salling Group  

in 2019.

Salling Group owns many of Coop’s key competi- 

tors (Føtex, Netto and Bilka) and enjoys the same 

competitive advantage in terms of operating dis- 

tinct and well-known chains targeted at different 

consumer segments. Netto, as an example, is one 

of the most famous chains in Denmark in terms of 

discount, and typically caters to young consumers. 

Salling Group has recently launched a transforma- 

tion of Netto, which resembles Coop’s own new  

discount flagship, Coop365. On the other hand, 

Føtex and Bilka are more heavily competing with 

Kvickly and SuperBrugsen. 

Market share of  
owners from 2016  
to 2020
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Large hypermarkets 8.5%

Small hypermarkets 10%

Large supermarkets 24.8%

Small supermarkets 10.5%

Loal stores 3.4%

Discount  
supermarkets

42.9%

Market share by store category

Source: Retail Institute Scandinavia
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The market of online groceries
Denmark is one of the countries in Europe where most people do their groce- 

ries online. In 2019, one in every four Danes made an online grocery purchase 

- a number that has more than doubled since 2012. Despite this growing 

tendency, only 3 percent of Denmark’s total spending on groceries is made 

online. The total amount spent on groceries in Denmark amounted to 156 bn 

DKK in 2019 with only 4 bn DKK spent online. This entails that despite a grow- 

ing market share of e-commerce, the majority of daily shopping is still done 

in the physical stores.

However, year-on-year the Danish consumers’ interest for e-commerce grows,  

which entails that the market of online groceries is yet to realize its full poten- 

tial. Within the last five years the total market value has more than doubled 

with a yearly growth of 17 per cent. While a lot of the recent growth can be 

ascribed to Covid-19, everything indicates that the growth of digitalization 

will only continue in the future. In fact, it is expected that during the next  

10 years the market will reach a yearly revenue of 20 bn DKK.

Yearly recenue for online  
grocery retail, mDKK

2014 2015 2016 2017 2018 2019

3,838

3,398

3,049

2,490

1,994

1,718

Source: Retail Institute Scandinavia
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In 2019, every other online purchase of groceries in Denmark was registered  

at the market’s largest player, Nemlig.com. The young e-commerce giant 

takes up 49% of the market for online groceries in Denmark and has in just 

four years increased its yearly revenue to 1,438 mDKK. In 2020 Nemlig.com 

continued to expand its services and geographic coverage and it now covers 

four in every five households nationwide. As the two main contenders,  

Coop.dk Mad holds a market share of 14% followed by Bilka To Go with 11%.

Nemlig.com 49%

16%

Others

3%
Skagenfood

7%
Rema 1000 
/Vigo

11%
Bilka To Go

14%

Coop.dk Mad

Market share within online grocery retail, 2019
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Salling Group has recently entered the online grocery retail market with  

foetex.dk, which is expected to be a direct competitor to Coop.dk. In addition, 

Amazon’s expected entry to the Danish market has created an even greater 

need for Coop to reevaluate how they do business. While Amazon is not 

expected to threaten the grocery retail position of Coop, they can be viewed 

as a direct competitor to Coop.dk non-food section, i.e., Coop.dk Shopping. 

The primary reason for consumers preferring Amazon is their large product 

portfolio. With more than 310 million products, it is highly difficult for the 

Danish chains, including Coop, to compete. But if Coop should not compete 

on quantity, how can they win in this highly competitive market? 

Changing consumer habits
During recent years, a shift has occurred in the buying habits of Danish con-

sumers. Instead of going for regular large-scale shopping trips, consumers 

prefer more frequent and spontaneous visits to local stores. In the Danish re-

tail industry, the small shops, also called neighborhood shops, hold an impor-

tant market share, which is unusual compared to other European countries. 

Another change in consumer behavior is the shift towards more sustainable 

habits and products. Denmark was one of the first countries to promote or-

ganic products. In addition, the shift from meat to plant-based alternatives  

is gaining momentum across the country. Consumers have become increas-

ingly aware of their general health and well-being as well as environmental 

problems. Many Danish consumers compare the food sector to the one of 

Medicine, and are therefore looking for transparent, sustainable, and ethically 

produced products. This is reflected in their buying habits, and retail chains, 

such as Coop, have therefore attempted to adapt their offerings to be able 

to better provide fresh, organic, and premium products. This is a key area 

of differentiation for some stores, such as Coop’s Irma, SuperBrugsen and 

Kvickly, compared to the discount-oriented competitors. Difficulties how- 

ever arise when competitors also attempt to pursue a strategy with a focus  

on high quality, which leaves the question: Why should the consumer  

specifically choose a Coop chain to shop in? 
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Embracing  
digitalization
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In recent years, the retail industry has been facing a strong consumer demand 

for even more convenient and personalized purchasing. A demand that dicta- 

tes a necessary shift from mass marketing in printed newsletters, standardi- 

zed assortment, and physical transactions to even more personalized commu-

nication streams, digital platforms, and self-service solutions.  

As a result, Coop has increased their investments in new digital offerings and 

managed to build a strong position within e-commerce and digital shopping. 

Digitalization is central to any major decision within Coop, and the growing 

importance hereof is expected to be reflected in future strategic initiatives.  

The digital consumer
There are currently 3.5 million e-commerce users in Denmark, and this num-

ber is expected to grow by 10% by 2021, reaching a total of 3.85 million people. 

At least 1 out of 4 Danish e-shoppers make a purchase on their smartphone 

each month. Given the small size of the country, Danish consumers are highly 

demanding in terms of delivery. Deliveries are therefore expected to arrive 

within a maximum of three business days, independent of whether it is food, 

appliances, or books. The primary reasons for shopping online are to avoid 

queues, traffic or even stock-outs. 

Since consumers can rapidly access information on products before making  

a purchase, they tend to evaluate their purchasing decisions before going  

to the store. 61% of consumers are influenced by recommendations on social 

networks and 44% base their purchasing decisions on influencers (people 

doing product placement). 

Embracing  
digitalization
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A seamless shopping experience
Evidently, more and more Danes are opting for the online alternative when ta- 

king care of daily groceries. Although a significant share of the market growth 

can be ascribed to Covid-19, everything indicates that the tendency will continue 

in the future. That being said, the digital shopping experience has also infiltrated 

the physical space as chains aim to ease the purchasing process in the stores.  

Customers are expecting even more efficient and effortless shopping – a demand 

that is particularly driven by the young consumer. As a result, significant invest-

ments are being made in all corners of the market to introduce new innovative 

digital solutions.

There is no doubt that the market, now and in the future, will belong to those 

chains that deliver a seamless shopping experience in both the physical stores 

as well as the online channels. To stay ahead, Coop continuously strives to rethink 

their digital offerings. However, endless opportunities for further creativity  

exists on the digital channels. 

The Coop app
In addition to Coop.dk, Coop has set out to improve the omnichannel experience 

through digitalization by developing a digital ecosystem with the Coop app. 

The objective of the app is to serve as the focal point for customer engagement. 

At home or while 
commuting

Physical and
online stores

Surprising and inspiring
benefits

Frictionless and
fun shopping experience

Personalized benefits and
communication feeds

Personal
Offers

Games
Real-Time

Bonus

Vouchers
Local

Comms
Shopping

List
Customer

Rating

Co2
Footprint

Scan &
Pay

Digital
Payment

App Feed
Stamp
Cards

Advanced
Leaflets

Receipts
Local
Offers

Mobile
e-Com

Recipes Prime

Mobile
App
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Thus, the app is based on the idea of creating a closed-loop customer journey.  

Ideally, the app serves as an entry point into the Coop universe with personal 

offers and communication feeds. This drives consumers to the retail stores, 

and hereafter they have the opportunity to go back to the app to collect re-

wards and vouchers. The central objective is to create an even more con- 

venient and frictionless shopping experience. 

Since launching its digital journey five years ago, Coop has become a digital 

frontrunner within its industry. Given this, Coop now also caters to other  

retailers by selling similar digital platforms through the company, Lobyco. 

Lobyco serves as the backbone of Coop’s digital ecosystem. 

Today the app has more than 1.9 million downloads, equivalent to 30% of  

all Danes - making it the second largest membership program in Denmark. 

The app therefore has an enormous reach, and has become a vital ingredient 

to the future success of Coop. However, currently the majority of the users 

are aged 55 or older. A large opportunity therefore also lies in getting the 

young consumers to download, and actively use the app: 

The following section will give a brief insight into some of the central features 

of the app. However, there are no boundaries as to how the Coop ecosystem 

can be expanded and new opportunities explored. 

Total unique  
users 250,000 500,000 700,000

Daily users Weekly users Monthly users

6% 11% 16%
Users as % of
population
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Scan & Pay
To address the demand for even more convenient and frictionless shopping, 

a central feature of the digital platform is Scan & Pay. Scan & Pay is a feature 

within the Coop app, which allows customers to scan products directly from 

their phone while shopping. As such, the customer is able to scan each pro-

duct once they add it to their basket. At the end of the shopping trip, there is a 

self-service area, in which the customer can scan a QR code that allows them 

to pay for the goods previously scanned without having to deal with queuing. 

This new solution proved particularly useful during the pandemic as a con-

tactless shopping experience. In 2020, the Scan & Pay solution was used 10 

million times in Coop’s stores. This is a yearly increase of 300%. In many of 

Coop’s larger stores, one customer in four takes care of the check-out them-

selves. One may therefore argue that a fundamental change in customers’ 

purchasing behaviour is taking place. As a result of Covid-19, the demand  

for contactless and distant shopping has only increased.
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Coop Prime

Imagine if you could convince your customers to spend their entire food 

budget in your stores.

With the app, Coop introduced what is deemed to be the world’s first sub-

scription-based food account, namely Coop Prime. As a Coop Prime member, 

the individual customer deposits a monthly credit line to an account which 

can then be used when shopping in any Coop supermarket. Prime members 

can choose to insert 1,000 – 5,000 DKK per month and get benefits relative 

to the size of their deposit. Depending on the size of the deposit, costumers 

qualify for a given tier level which gives them access to various streaming 

services and discounts. All Prime members get a base pack of benefits, 

including 15% discount on selected private label products, and with higher 

deposits comes more services and advantages. Prime is a successful way  

for customers to earn valuable benefits, but also a vital element for Coop  

to ensure that customers spend almost their entire food budget in Coop 

stores. Moving forward, Coop aims at attracting even more customers to  

the prime value proposition. 

So far, Coop has succeeded in making Coop Prime customers shop 4-5 times 

more a month than they previously did. This effect is what ultimately finan- 

ces the Prime concept. In the future, Prime will be a key strategic lever for 

Coop to win in the digital space and may also be highly influential in attrac- 

ting the young generation. 

Prime Members

Assuming each member on average uses 2,000 DKK a month:

50,000

2020 2021 (expected)

100,000,000

1,200,000,000

100,000

200,000,000

2,400,000,000

0-1% 1-2%
Expected organic growth  
only from Prime Members

Monthly revenue (mDKK)

Yearly revenue (mDKK)
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CO2 Footprint Calculator 
The average consumer has become more concerned with their own environ- 

mental and social responsibility and the implications of their purchase deci-

sions. With this in mind, Coop has developed a feature that utilizes historical 

and real-time purchasing data to enable consumers to make even more  

responsible choices based on their own data. 

The new Lobyco CO2 tracker provides 

a detailed overview of one’s individual 

CO2 footprint based on purchases made 

across 8 categories. The customers are 

then guided as to how they can change 

their food habits and commit to weekly 

challenges of improving their own  

impact on the climate. 



44

The future  
strategy of Coop
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The following three sections will portray the key strategic levers of Coop mov-

ing forward. It is therefore advised to pay close attention to these as you em- 

bark on the provided task.  

Embracing the young generation through both physical and digital channels 

would enable Coop to leverage the uniqueness of their organizational set-up 

and reap external knowledge. However, given the size and complexity of Coop, 

it also provides new challenges, as there is a large age gap between current 

members and the young generation. Lastly, sustainability is the key differen- 

tiator of Coop and runs through the veins of the entire corporation. As a re- 

sult, no solution can be implemented if it is not aligned with the sustainable 

ambition of Coop.  

1. The future belongs to the young generation
One of the key building blocks for the future is to find a way to engage and 

attract the younger generation to Coop’s value propositions. This entails 

both meeting the demand of the young consumers but also finding a way  

to leverage the values and knowledge of the young generation. 

Coop is currently facing a shift in ages of its customer base. Coop’s largest 

customer group is the older generation, which is also the primary age group  

of its member base. Historically and currently, the younger generation is 

heavily underrepresented in the democratically elected boards.  

This constrains Coop from getting key inputs from this generation in driv- 

ing its future business model, which would benefit from the youth’s strong 

focus on sustainability. But how does Coop motivate the younger genera- 

tion to engage in board activities?

The future  
strategy of Coop
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One way of engaging and getting insights from the younger generation has 

been through Digital Activism. This is a program and database for members 

who care for sustainable and responsible activism. Through this, members are 

able to express their opinions on Coop’s initiatives and future agenda. These 

members have then had an important say in the development of the responsi-

bility strategy within Coop. The majority of the approximately 7,000 members 

on the Digital Activism platform is the younger generation and families.  

However, how do you fully utilize such a platform and how do you nudge the 

young generation to actively participate in the boards or councils of Coop?

The young consumer
The young, modern, tech-savvy consumers exemplify different eating and 

buying habits than Coop’s traditional buyers, making it difficult for the retail 

chains to target everyone. 

On average, the younger customers are less impulsive, more price sensitive 

and more organized and rational when shopping for groceries. Particularly 

the younger generation perceive themselves to be busier than ever and are 

generally more concerned with sustainability and food waste. They are there-

fore also more inclined to plan their meals and make use of shopping lists to 

shop as efficiently and less wasteful as possible. 

We have high hopes for the young consumers, as we  
can see they genuinely care about the global challenges. 

You are the ones who have to save yourselves.  
The question is, however, whether the great ethical  

values are abandoned once you get older?” 

Signe Frese, CSR Director

“
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2. Reorganizing for the future 
As a response to its declining market share, Coop has recently gone through  

a restructuring of the organization with a goal of transforming from a branded 

house to a house of brands. The aim is to increase the degree of differentia- 

tion between the Coop retail chains, introduce even more autonomy and 

decision power to the individual store, and ultimately drive value through a 

customer centric core business. 

As such, in December 2020, Coop has decentralized the organization by nar- 

rowing the size of the headquarters and opening new positions in the indivi- 

dual chains. More specifically, 70 positions were abolished in the headquarters 

and 40 new positions opened that were directly related to the individual Coop 

chains. The aim of the decentralization is to bring the people of Coop even 

closer to their customers, in order for them to truly understand their needs 

and adapt accordingly. The customers must feel that a Coop Store is where 

they get the most value and the best experience. As Coop is owned by its  

customers, it should also be a place where customers are listened to and the  

supermarket chain that best meets customer expectations. 

The reorganization follows a recent shift in leadership and is built on a new 

vision of improving Coop for the next generation. The three main goals of  

the reorganization are to put the customer first, establish clear roles and 

responsibilities within the organization and make the organization more 

efficient. Simultaneously, a key must-win for the new management is to  

provide digital leadership, entailing that Coop wants to improve the value  

for the customer through its digital ecosystem. 

The reorganization is, however, still in its early stage, and there is therefore 

plenty of space for new initiatives internally that can foster a more seamless 

communication across the organization and enable Coop to win back its lost 

market shares. 
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3. Driving sustainability in a complex organization 
Sustainable initiatives may not always prove the optimal business case, but 

due to their immense environmental and societal impact, they are still imple- 

mented. This, for example, was the case when Coop recently made significant 

investments to help improve forestation, or when Coop introduced Crowd-

funding to help the smaller suppliers in Denmark get through Covid-19.  

As follows, sustainability is a large part of Coop’s DNA, but in an industry 

characterized by pressured margins and increased competition, it can some- 

times be a challenge to align the more long-term responsibility goals with  

the short-term operational and financial KPIs. 

Nevertheless, Coop has ambitiously set out to become climate positive 

by 2030 – a long term objective that cannot be compromised if it's to be 

achieved within the set timeframe. 

From an organizational perspective, Coop attempts to enhance CSR across 

the organization through alignment and decentralization. Firstly, Coop seeks 

to ensure that the ownership of individual responsibility initiatives is given  

to those in charge of the relevant business units. This entails that any sus-

tainability ambition and subsequent goal regarding packaging, as an exam-

ple, is allocated to the purchasing director instead of the CSR director. This 

is an attempt to decentralize the responsibility of achieving the individual 

goals, making it the given business unit’s responsibility to ensure compliance, 

align KPIs and ultimately achieve that sustainability objective. 

How can Coop ensure the successful  
implementation of new sustainable initiatives,  
that may have other significant implications  
- not shown on the bottom line?
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Secondly, to further ensure alignment of CSR across the organization, Coop 

has created a CSR Board consisting of the respective directors of all relevant 

business units. The Board will agree on the yearly CSR targets for the individ-

ual business areas and will serve as the central point for continuous reporting 

on current progress. 

In order to successfully communicate the green agenda to the public, it is par-

amount that sustainability runs through the veins of every employee in Coop 

and not only through top management. An ongoing assignment therefore lies 

in the internal onboarding of shop-floor employees on the larger CSR visions 

and strategy of Coop. 

With approximately 40,000 employees, there is some distance from top ma- 

nagement in the headquarters to the individual employee in the fruit aisle of 

your local supermarket. The majority of the shop floor employees are young 

people working part-time, and often they do not not make the effort to fully 

embrace Coop values and subsequently new product and concept launches.  

A cultural norm in Denmark is to work part-time when you turn 15 or 16 years 

old. Often, these jobs will be in places such as Coop, where you can work as 

either a shop assistant or help out in the back of the store.

We are currently struggling the most in onboarding 
the employees. There is a very large distance from 
headquarters to shop floor, and we do not always 

succeed in creating a unified vision.” 

Signe Frese, CSR Director

“
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New initiatives are currently communicated across the organization through 

an employee app and a weekly newsletter. However, to create that shared 

sense of ownership and value set across the organization, and to ensure that 

the values are present in the individual store remains an unresolved priority 

for Coop. As follows, the successful implementation of new initiatives remains 

an ongoing challenge that requires pragmatism and patience. In order to en- 

sure the possibility for timely adaptability across the organization as well as 

the value chain, all initiatives must be subject to a gradual implementation 

road map across a longer horizon. 

In order to become climate positive by 2030, sustainable initiatives must  

be prioritized across the organization, even if the impact hereof is not solely 

financial. The potential tradeoff between “doing good” and “doing well” is 

an ongoing challenge in large corporations. Bear in mind, as you brainstorm, 

that despite the continuous efforts Coop makes in improving the sustaina-

bility agenda, their ultimate goal is to reach as many customers as possible 

from both a financial and a sustainable perspective. You may therefore 

reflect on the following questions, if your brainstorm leads to sustainable 

initiatives: 

How will it impact Coop’s customer base? 

Will it increase revenue or brand value? 

What is the immediate benefit?
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Coop is already at the forefront of building digital solutions in Danish grocery 

retail and has successfully driven the sustainability agenda in the industry. 

However, with changing consumer demands and a highly competitive market 

characterized by low margins, it is imperative that Coop adapts to changing de-

mands and continues to innovate. Coop has identified three strategic levers for 

its future relevance and success: connecting with the young generation, win-

ning in the online space and continuing to drive the sustainability agenda. 

In connecting with the young generation, Coop wishes to utilize both its physi-

cal and digital channels. Given the current circumstances, the digital space has 

become increasingly important, and may introduce completely new ways of 

getting groceries. Lastly, as sustainability runs through the veins of Coop, this 

must be carefully considered in any strategic proposal to the organization. 

Successful solutions comprise one or more  
of the following cornerstones:

 1.  Leverages Coops internal capabilities

 2.  Engages the young generation

 3.  Helps Coop reach the goal of becoming climate-positive in 2030

 4.  Builds a strong business case 

 5.  Visionary and original, yet realistic

Please specify any assumptions made in your analysis. In addition, Coop 

expects your solutions to be feasible and well aligned with the vision and 

values of the organization.

Closing remarks

Revolutions do not happen from one day to another.  
The CSR initiatives will ensure we are here in the long run, 

but there is always a commercial side. Refraining from  
selling meat helps the planet, but it also hurts our  

revenues, and is therefore not a viable option.” 

Signe Frese, CSR Director

“
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Appendix



Income statement

DKK Million 2019 2018 2017 2016 2015

Revenue 37,076 37,413 38,183 38,433 39,012

Gross profit 5,290 5,900 5,461 5,272 5,400

Operating income 324 441 375 131 352

Profits after capital interests 426 533 471 206 420

Total financial income and expenses -119 -84 -102 -97 -96

Earnings before taxes 307 449 369 109 324

Net income 262 540 303 98 262

Consolidated balance sheet

DKK Million 2019 2018 2017 2016 2015

Total assets 12,866 12,568 12,745 12,896 12,828

Equity 2,687 2,496 2,701 2,516 2,583

Total fixed assets 1,195 437 495 577 487

Key financial Ratios

DKK Million 2019 2018 2017 2016 2015

Return on invested capital  
incl. goodwill (ROIC)

8.9% 9.3% 8.5% 2.8% 8.4%

Return on equity 10.1% 20.8% 11.6% 3.8% 10,3%

Solvency ratio 20.9% 19.9% 21.2% 19.5% 20.1%

Five year summary
Coop Denmark
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Appendix 1
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Number of stores

2019 2018 2017 2016 2015

Coop Denmark A/S 676 680 756 763 788

Independent cooperatives 407 405 411 411 411

1,083 1,085 1,167 1,174 1,199

Number of employees (ultimo)

2019 2018 2017 2016 2015

Coop Denmark A/S 25,196 25,851 27,516 27,157 27,469

Independent cooperatives 13,918 13,678 13,335 13,259 12,868

39,114 39,529 40,851 40,416 40,337

Appendix 1
Five year summary



Discount segment - market share
Appendix 2

Development in market share (%)

Previous and expected development 
in number of stores

6.9%

3.2% 3.4% 3.4%

5%

17%

5.9%

15.1%
14.3%

15.9%

Fakta / Coop 365

20

15

10

5

0
Netto Aldi Lidl Rema 1000

357

517

570

315

182 175

128

200

352

460
600

500

400

300

200

100

0

Fakta / Coop 365

2010

2015

2020

2025

2030

Netto Aldi Lidl Rema 1000

Source: Source: Retail Institute Scandinavia
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Market share  
– share of stomach
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Appendix 3

Market Share, %

2020 2025 2030

Retail Groceries 63.4 57.9 54.1

Convenience 6.8 5.6 5.2

Special produce 3.1 2.8 2

Food service 23.6 28.1 28.4

Online groceries 3.1 5.6 10.3

Total 100 100 100

Revenue, billion DKK

2020 2025 2030

Retail Groceries 102 103 105

Convenience 11 10 10

Special produce 5 5 4

Food service 38 50 55

Online groceries 5 10 20

Total 161 178 194

Source: Retail Institute Scandinavia
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Expected market  
share 2030

Source: Retail Institute Scandinavia

Market share 2020

Appendix 4
Market share – share of stomach
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