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Anglamark — the leading The role of Anglamark

trademark for eco products

* The primary role is to be the pioneer
brand within the Swedish consumer
cooperation. It is based on distinct

+ Anglamark was
relaunched 2001

a::n y Eﬁﬁrc‘,’ﬁﬁlﬂﬂiﬁe“er values. The Anglamark brand acts as a
me. performance etc. carrier of sustainable consumption
* “The organic food's issues, always striving to be a good
O e apon e alternative from both the personal and

community point of view.
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* The clover mark on
the receipt indicate
all the organic and
eco labelled goods.

* You also find the
clover at the shelf as
a common signal for
eco products.
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Everyone’s personal
environmental
movement!
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Receipt

Kbvitto
ill alla kunder som under 2003 kiipt

ekologiska produkter i Coops butiker . Together the Coop

Minskad anvindning av kemiska .

bekimpningsmedel, ca 23000 kg customers achieved
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Utslippta hisnor, cirka 147000 st .

Ko, st ot som animal welfare.

Fitt iita ekologiskt och fitt

Becnden ™ 0 * Many small drops

amo ingen makes a river...
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Hillsa for minniskor
och djur okad

Biologisk méngfald okad

Organic eggs

+ 32,5% organic eggs in Coop Konsum

* 6% organic eggs in the Swedish daily
commodity sector in general

Slapp ut en héna.

Vilj Anglamaris
| KRAV-markta dgg
sa far fler honor
L vara utomhus.

Ett litet steg
mot gladare hénor

Vi har slutat sélja burdgg.

Tamed 7 personer iniburen
sa forstar du varfor.

Ettlitet steg smmw
motgladarehtnor KONSUM

Can environmental messages
reach broader groups of
consumers and lead to changes in
consumption behaviour?

Ccoop

Strategies for organic foods

+ All kind of food products should indeed
be available as organic.

+ Certified organic by accredited certifier.
+ Fair Trade labelled organic products.




The retailers perspective

» The growth of the organic sector could
not be maintained without further
concerted efforts from retailers and food
industry.

+ A healthy development of the organic
production will contribute to a
sustainable development of the retail
business as a whole.




