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PRELIMINARY REMARKS

Reporting according to GRI and Global Compact 
standards In its annual sustainability report, Migros 

sets out its economic, ecological and social activities. 

The report holds true to the principles and substance 

of the Global Reporting Initiative GRI (Version G3). 

The publication also represents a progress report as 

defi ned in the UN Global Compact. 

The sustainability report forms an integral part 

of the annual report. To avoid redundancies, this pub-

lication summarily reports on some social, economic 

and human resource subjects. The annual report deals 

with these matters in detail. Please note the corres-

ponding references in the text. 

A complete GRI and Global Compact index is to 

be found in the appendices to the sustainability report 

and the annual report. 

SCOPE AND LIMITS OF THE REPORT

The report covers the period from 1 January 2008 
to 31 December 2008 The system limits used for 

measuring and assessing economic, ecological and 

social data are essentially unchanged from last year. 

Due to organizational reasons not all data with the 

same system limits are available. 

Data in the chapters on corporate profi le and 

sustainability policy as well as all economic fi g ures 

and personnel details refer to the Migros group. The 

chapters on making the off er, stakeholders and ecology 

include social and ecological data from the cooperative  

retail trade, industry & wholesaling as well as other 

items.

Commerce, Financial services, Travel

Industry & wholesaling

Others: National distributors Suhr 
and Neuendorf, 

Headquarters Limmatdruck AG

What we offer, Stakeholders, Ecology

Cooperative retail trade
(Federation of Migros Cooperatives,

10 Regional Cooperatives)

Corporate profi le, Sustainability policy
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SUSTAINABILITY SYMBOLIZES QUALITY OF LIFE
The fi nancial crisis brings it home to us that the cooperative form of organization is one that is 

still valid in the 21st century: rather than keeping one eye on stock market prices and maximiz-

ing short-term profi ts for shareholders, here at Migros we can apply our vision to concentrate 

on what is essential and create true values for the long term.

Last year, Migros launched the TerraSuisse label. Working in partnership with the IP-Suisse 

organization and the Swiss Ornithological Institute Sempach, our concern is to ensure that Swiss 

agriculture comes closer to nature, and that the diversity of our wildlife will increase. Migros 

has been doing some pioneering work with its fi sh products, too; in cooperation with the WWF, 

we have removed endangered fi sh species from our counters, and in return have expanded our 

range to include fi sh from sustainable fi shery sources.

The “ CO
2
 Champions ” also represent a new, better product; since 2008, Migros has been 

applying this label to the most climate-friendly products in a particular assortment, which 

helps our customers to tell at a glance that by buying this product they are doing something 

to help protect the climate. Once again, Migros therefore shows not only that it is better value 

than its competitors, but also that it does a lot more besides. Climate protection is also high on 

the agenda when it comes to operational improvements. For instance, we have reduced our CO
2
 

emissions by over 20 per cent compared to the levels in 2000.

With all these endeavours, what matters for us is creating quality of life: for our customers, 

for society, for every one of us. The guiding principle of our group strategy, to live better every 

day – “ Migros – täglich besser leben ” – gets right to the heart of the issue. It is based on the con-

cept of sustainable development, and sets the standard for everything we do. This means that 

every day we have to be competitive, off ering the best benefi ts and lowest costs, while at the same 

time acting in a socially and ecologically considerate way. Because we are able to achieve this 

balance between economics, ecology and social commitment, Migros is the enterprise which 

enjoys the highest level of trust among the people of Switzerland.  

The new sustainability report underlines this fi rm commitment to sustainable development, 

and at the same time is a progress report on the Global Compact of the UN.

Migros had a very successful fi nancial year in 2008. Naturally, we are very pleased about 

the positive fi gures; but we are just as pleased that our endeavours are so highly regarded by 

outside stakeholders. Once again last year, Migros scored highest in independent surveys and 

ratings – not least with the inaugural Swiss Fairness Prize, which we were delighted to receive. 

This too is a symbol of great trust, quite possibly the most valuable capital a business enterprise 

can have. One that we have to take good care of.

Claude Hauser      Herbert Bolliger
Chairman of the Board of Directors    Chief Executive Officer 
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PROGRESS IN 2008

CORPORATE PROFILE AND POLICY

Key data
— 25.75 billion francs group sales

— 2 million members of the Migros Cooperative

— 84,096 employees in the Migros group

— Total of 601 Migros points of sale

— Total of 1,251,115 square metres Migros sales area

Progress
Retail turnover has increased by 16.3 per cent to 21.6 

billion francs → page 10

Migros for the third time in succession is distinguished 

as the most trustworthy Swiss enterprise → page 10

The new group strategy which is oriented to a sustain-

able development is adopted → page 11

A comprehensive climate protection plan is imple-

mented which at the same time has an impact on prod-

ucts, processes, packaging and transport → page 15

Migros also encourages the staff  to participate in cli-

mate protection and on the occasion of the World Cli-

mate Day 2008 introduces corporate volunteering 

→ page 15

For its responsible corporate guidance Migros receives 

the fi rst Swiss Fairness Prize → page 17

WHAT WE OFFER

Key data
— 40,000 products on off er

— Around half the food and near-food articles from 

 our own industry

— 1.6 billion francs sales with sustainable labels

— 10 per cent of sales with sustainable labels 

Progress
The label TerraSuisse which stands for close-to-

nature and animal-friendly Swiss agriculture is in-

troduced → page 21

Migros joins the WWF Seafood Group and thus under-

takes to switch its product range to fi sh from sustain-

able production → page 21

The world’s fi rst coff ee machine with energy-saving 

function is introduced → page 22

80 per cent of lamps in the range are energy-saving 

lamps and halogen energy savers → page 21

90 per cent of refrigerators and freezers on off er meet 

the effi  ciency class A+ and A++ → page 21

The transfatty acid content in food is minimized to under 

2 per cent related to the fat content → page 22

The brand Actilife – the healthy plus (products, infor-

mation, counselling) is extended → page 22

The allergy assortment with the quality seal aha! is 

developed → page 22

The climate burden of selected products is declared 

and “CO
2
 Champions” are marked with a CO

2
 label

→ page 23
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STAKEHOLDERS

Key data
— Training of 3,178 apprentices 

— 120 million francs expenditure on the Migros 

 Culture Percentage

— Approx. 4,200 suppliers in Switzerland 

 and abroad

— 8.7 million customer contacts a week

— Answering 630 customer enquiries a day

Progress
The M-Infoline is now accessible on Saturdays and is 

thus closer to the customers → page 27

The “Migros-Magazin” publishes extra supplements 

on the subjects of climate protection and species di-

versity → page 27

Operational health management is optimized with 

the possibility of acquiring the label “Friendly Work 

Space” → page 28

Implementation of the BSCI code of conduct is ex-

tended to all areas → pages 19, 29

The Migros Culture Percentage is honoured by the 

Swiss Association for Further Training (SVEB) and 

receives the Educational Prize 2008 → page 30

Migros enters into a strategic partnership with the 

terz Foundation → page 31

Migros supports Swiss mountain farming and for the 

fi rst time awards the prize for innovative mountain 

agriculture → page 32

ECOLOGY

Key data
— 131,000 tonnes of CO

2
 emissions

— 1,647 GWh electricity consumption

— 10 million kilometres driven by rail

— 7.7 million cubic metres of water consumption

— Recycling of 67 per cent of industrial waste

— Take-back of 13,000 tonnes of customer waste

 

Progress
Thanks to comprehensive climate protection measures, 

Migros has reduced its CO
2
 emissions by over 2 per 

cent compared with the previous year → page 36

As the largest buyer of nature-made electricity (certifi ed 

eco current), Migros receives the award “prix nature-

made 2008” → page 37

The climate-harmful refrigerant emissions in re-

fri gerators are reduced through the use of natural 

refrigerants → page 37

Compared with the previous year, Migros transported 

8 per cent more goods by rail → page 38

The largest Minergie building in Switzerland, the West-

side Shopping and Leisure Centre in Bern- Brünnen, 

is opened → page 39

Anti-littering plans are being implemented in various 

cities → page 40

Packaging material is reduced both by weight reduc-

tions and by the use of recycling materials → page 40

The legally prescribed PET recycling quota is clearly 

exceeded → page 41

60,000 tonnes of cardboard are saved through the use 

of reusable containers → page 41



OUR MISSION STATEMENT

Migros is the Swiss company that is passion-

ately committed to the quality of life of all of 

its customers. Working with all of our cus-

tomers, our suppliers and interested social 

groups, we want to play an active part in shap-

ing the future. We are committed to striking 

a balance  between economic, ecological and 

social demands.
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LIVING BETTER EVERY DAY

Migros is the leading Swiss retailer. Like no other enterprise it links high-quality products 
with favourable prices. It is thanks to its widespread popularity and appreciation 
of its intrinsic values that Migros remains the most trustworthy Swiss retailer even in 
these economically momentous times.

The retail trade is of major importance to the domestic 

Swiss economy as it ensures supplies to the popu lation. 

The trading industry accounts for 12 per cent of the 

Swiss gross domestic product. In the basic issue of 

supply and demand the retail trade plays a key role 

in promoting the consumption of environmentally 

friendly and socially fair products. Moreover, the retail 

trade provides around a fi fth of all jobs in Switzerland, 

many of them off ering career possibilities even to less 

qualifi ed employees. 

After it was founded in 1925, Migros quickly de-

veloped into the leading retailer of the country. Every 

week it makes around nine million customer contacts, 

a fi gure that exceeds the total number of inhabitants 

in Switzerland. With over 80,000 employees in some 

90 business units, Migros today is also the largest 

private employer in the country. 

A LARGE COMMUNITY

The Migros group is organized on a cooperative 
basis and has a commitment to society. Migros 

operates in fi ve strategic business areas: Cooperative 

retail trade, Industry & wholesaling, Commerce, Fi-

nancial services as well as Travel (see page 10). In the 

cooperative retail trade Migros has supermarkets, 

specialist markets, recreational facilities and res-

taurants. In the year under review, the sales surface 

increased by a good 2 per cent to 1.25 million square 

metres. Thanks to 17 new openings – amongst others 

Bern Westside and three Outdoor stores of sportXX 

– the Migros sales network comprised 549 super mar-

kets, 201 specialist markets and 193 M-Restaurants 

at 601 points of sale at end 2008, 12 more than in the 

previous year. Migros operates 2 supermarkets in 

France and 3 in Germany.

In addition to a number of department stores and 

service enterprises, Migros also owns Denner AG 

with over 700 stores. In 2007, Migros had acquired the 

majority of the food discounter and hence strength-

ened its position in the discount business. The Migros 

portfolio fi nally includes a bank with 52 branches and 

– under the umbrella of Hotelplan Holding – M-Travel 

Switzerland plus Interhome, Europe’s largest agency 

for holiday homes and apartments.

A special feature of Migros is that apart from its 

extensive sales network it owns 15 industrial com-

panies in Switzerland, making it the country’s largest 

food manufacturer. 

Migros is a people’s enterprise. The owners are not 

shareholders but more than two million members of 

a cooperative. This broad-based support makes Mi-

gros more independent of outside control and allows 

business decisions that are guided by longer-term 

prospects and not just by the next quarterly report. 

As a cooperative, Migros has no obligation to profi t-

oriented investors but to members of the Cooperative 

and to society. A sustainable development was thus 

already institutionalized by the socially committed 

founder Gottlieb Duttweiler, and this is still an in-

nermost desire of Migros. 

Its group strategy, adopted in 2008 (see box on 

page 11), includes a harmonious consideration of eco-

nomic, social and ecological matters of concern. The 

profit which is not required for refinancing its own 

enterprises is passed on to its employees, customers 

or the community in the form of social, ecological 

and cultural value added. The Migros Culture Per-

centage, a more than 50-year old institution, receives 

over 100 million francs for cultural and educational 

projects per year. 
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QUALITY PRODUCTS FOR EVERY BUDGET

Migros and its products enjoy an outstanding 
reputation among the customers. Migros sells 

high-quality products and services at favourable 

prices. It is proud to off er the best value for money. 

Migros acquired this advantage by optimizing the 

value chain with the help of its own production sites. In 

the medium price segment – where most people shop 

in Switzerland – Migros is defi nitely more attractive 

than the competition. This is shown in regular price 

comparisons of consumer magazines and market 

research institutes. 

With some 40,000 products altogether in the Co-

operative retail trade, Migros off ers a vast range in all 

sectors. Up to around 90 per cent of its processed foods, 

body care and sanitary products as well as detergents 

consist of its own labels which are predominantly 

manufactured in Switzerland. 

Thanks to its consistently fair off ers Migros has 

an excellent reputation with its customers. In the 

Reputation Institute’s study “Global Pulse” which 

examines the reputations of large retailers among 

the population, Migros last year received the highest 

score of all Swiss fi rms. Internationally Migros was 

placed tenth. Every year “Reader’s Digest” awards the 

Pegasus Prize to the most trustworthy enterprise. For 

the third year in succession Migros was awarded the 

fi rst prize in 2008. 

KEEN FOR NEW CHALLENGES

In spite of sharper retail competition Migros is 
extending its leading role. Migros signifi cant-

ly increased its sales in the year 2008. Retail sales* 

amounted to 21.6 billion CHF, an increase of 16.3 per 

cent over the previous year. The ten Regional Coopera-

tives, Denner and Migrol showed particularly strong 

growth. Bio products up 10 per cent, the M-Budget 

line up 10.5 per cent and Actilife products up over 20 

per cent did very well. With sales up by 17.2 per cent 

(net sales incl. VAT) the market share of the Migros 

group in 2008 rose by 2.2 percentage points from 18.3 

per cent to 20.5 per cent. This is primarily due to the 

strong growth of the Denner group by 8.2 per cent. 

The market share of the orange M remained stable at 

16.2 per cent in 2008.

In 2008, foreign discounters opened further 

branches adding again to the competition in the Swiss 

retail trade. Cost prices for raw materials, especially 

THE MIGROS GROUP

With its consumer and service products the 

Migros group meets the needs of day-to-day 

living. 

Cooperative retail trade
— 10 Regional Cooperatives including the 

 specialist markets (Do it + Garden, m-electronics, 
 Micasa, sportXX, Obi)

— Federation of Migros Cooperatives

Industry & wholesaling
— Aproz Sources Minérales SA (soft drinks)

— Bischofszell Nahrungsmittel AG 
 (convenience food)

— Chocolat Frey AG (chocolate)

— Delica AG (coffee, dried fruit)

— Dörig Käsehandel AG (cheese)

— Estavayer Lait SA (dairy products)

— Jowa AG (bread and baked products)

— Mérat & Cie AG (gastronomy) 

— Mibelle AG (cosmetics) 

— Micarna SA (meat, charcuterie) 

— Midor AG (baked and egg products)

— Mifa AG Frenkendorf (detergents) 

— Mifroma SA (cheese) 

— Riseria Taverne SA (rice) 

— Scana Lebensmittel AG (catering supplies)

Commerce
— Denner (food discounter)

— LeShop SA (online supermarket)

— Migrol AG (fuels)

— Ex Libris AG (books, media)

— Interio AG (furniture)

— Magazine zum Globus AG (department stores)

— Offi  ce World AG (office supplies)

Travel
— Hotelplan Holding AG

Financial services
— Migros Bank AG

Others
— Migros-Verteilbetrieb Neuendorf AG 
 (distributor)

— Migros Verteilzentrum Suhr AG 
 (distribution centre)

— Limmatdruck AG (printing, web design)

— Liegenschaften-Betrieb AG 
 (real estate management)

* Retail sales (excl. VAT): Cooperatives domestic and foreign, Globus, 

Interio, Office World, Migrol, Denner, Ex Libris and LeShop.
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SUSTAINABLE GROUP STRATEGY

On behalf of the Board, Migros in 2008 pub-

lished a group strategy that sets out the goals 

and scope of the fi rm’s activity. The paper en-

titled “Migros – living better every day” de-

scribes for all members the common goals 

and basic conditions that the Migros group 

has set itself, such as the values, the corporate 

governance and the organization. 

Migros sees itself as the Swiss enterprise 

which has worked heart and soul to improve 

the quality of life of its customers. By quality 

of life it understands all the essential elements 

that describe the living conditions in a soci-

ety and make up the subjective well-being of 

the individual. The vision of Migros is to be 

recognized among customers, employees and 

the local public as the leading enterprise for 

quality of life. 

Migros is doing its utmost to remain the 

undisputed market leader in the Swiss retail 

trade. In all other business fi elds the enterprise 

claims a leading role in the respective market 

segments. Migros, however, does not regard 

growth as everything. The enterprise intends 

to take equal account of the three performance 

dimensions economy, ecology and society. 

Sustainability is an integral concept of group 

strategy that becomes evident in all aspects. 

With this strategy Migros is convinced it will 

be more successful in the long term and is 

even willing to accept short-term losses to 

achieve its goals.

in agriculture, rose until autumn 2008 or persisted at 

a high level. There were various reasons for this – the 

high oil price, poor harvests and growing consumption 

in the newly industrializing countries, among others. 

Subsequent to the fi nancial crisis raw material prices 

fell again. Migros passed on and continues to pass on 

the price cuts to customers as soon as possible, this 

being a gradual process according to stock levels and 

the partly long delivery, transport and production 

periods involved.

Migros Bank has handled the fi nancial crisis well. 

Switzerland’s seventh-largest fi nancial institution 

celebrated its 50th anniversary in 2008. Thanks to 

the clear and rather conservative investment strategy 

the bank has been able to strengthen its position as a 

trustworthy bank and to acquire new customers. In 

2008, the Migros Bank attracted 147 per cent more 

new funds than in the previous year and opened seven 

new branches.

To tackle the price competition more eff ectively, 

Migros in 2008 positioned its especially reasonable 

M-Budget range even more clearly. For 400 M-Budget 

products of everyday use, Migros guarantees that they 

Development of group results 2007 — 2008
   Change over
in million CHF 2007 2008 previous year

Revenue 22,697 25,750 +13.5%

Earnings before income 
and taxes (EBIT) 1,043 1,113 +6.7%

Investments 1,421 1,674 +17.8%

Expenditure for cultural, 
social and economic purposes 127 120 —5.5%

Persons employed 82,712 84,096 +1.7%

Members of the 
Migros Cooperative 2,022,060 2,055,044 +1.6%

 can’t be found cheaper anywhere in Switzerland. Also 

in the remaining product lines Migros has fought 

against rising consumer costs. 

Also in connection with the planned agricultural 

free trade agreement between Switzerland and the 

European Union, Migros is aiming at lower prices. It 

is not Migros’ intention to dislodge Swiss products 

from its shelves but to change Switzerland’s image 

as a high-price haven. The Cooperative retail trade 

and industry continue to support domestic produc-

tion. Under the label TerraSuisse Migros off ers its 

customers food from Swiss farms which is guaranteed 

Total net revenue from sales of goods and services 
according to business sector in 2008 in per cent

Commerce
25.0 %

Cooperative retail 
trade 62.6 %

Other
0.8 %Travel

7.9 %7.9 %

Industry & wholesaling
3.7 %

Financial services
0.0 %
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as being produced under close-to-nature and animal-

friendly conditions. This label programme ensures 

that the habitats of rare animal species and plants are 

protected and that the diversity of species remains 

intact. Migros, with its marketing strategy revised in 

2008, also strengthens the awareness of customers for 

products from their own environment. “Swissness” 

and “Regionality” are promoted, for example, with 

the lines “from the region, for the region” and with the 

extension of the “Heidi” brand to sausages and other 

products from mountain agriculture. 

Note: Further information on last year’s fi nancial results can 
be found in the annual report.
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DEEDS INSTEAD OF WORDS

Migros seeks economically, socially and ecologically balanced solutions in all its 
activities. In 2008, it laid down the concept of sustainable development 
in the new group strategy and set up a system for monitoring the most important 
key fi gures. Migros not only talks, it does something and accounts for it. 

of exemplary working conditions and society in the 

form of a broad-based cultural and social commitment. 

Migros does not pay out any profi t to shareholders but 

invests it in the enterprise. 

The structure of the Migros group with its Re-

gional Cooperatives ensures that the interplay of 

forces within the organization is balanced (see or-

ganigram page 14). In addition, the Gottlieb and 

Adele Duttweiler Foundation checks whether the 

Migros values and guidelines are being observed. 

The foundation must also approve the salary bands 

of the Executive Board of the Federation of Migros 

Cooperatives and of the senior executives of the 

entire Migros. This prevents the boards and man-

agements from mutually fixing the remuneration. 

Therefore at Migros there are no immoderate execu-

tive salaries and bonuses.

It is not only the Cooperative members who take 

part in important decisions of the enterprise – the 

cooperation order gives the staff  committees at group 

and operational level far-reaching rights of joint deci-

sion and cooperation. Migros is one of the very few 

enterprises in Switzerland in which the staff  have a 

joint say in decisions. As equal members the employees 

have a seat on the boards of Migros enterprises and 

can thereby represent the interests of the staff  at the 

highest level. 

Migros understands its entrepreneurial responsibil-

ity as an overall approach taking account of balanced 

economic, social and ecological corporate values. A 

glance at its history shows that Migros and its Co-

operatives have never geared themselves solely to 

economic goals. The retailer has always taken social 

and ecological values equally into account and acted 

accordingly. Migros, with its socially engaged founder 

Gottlieb Duttweiler leading the way, assumed its 

social responsibility from the very beginning, long 

before such concepts as corporate governance and 

corporate responsibility were widely known in busi-

ness circles. 

CO-DETERMINATION GUARANTEED

Migros is democratically organized and involves 
society in its decisions. In 1941, Duttweiler do-

nated his enterprises – hitherto regional limited com-

panies – to society. As a result the customers became 

members of a cooperative and hence owners. Thus 

Duttweiler set up Migros on a democratic basis and 

created a people’s enterprise which today has over 

two million cooperative members. The added value 

benefi ts the customers in the form of an excellent 

price-performance ratio, the employees in the form 
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regard for both customers and the general public. 

Migros regularly receives positive feedback for its ef-

forts in the form of prizes and good scores in opinion 

polls (see table on page 17). For the last time in 2007, the 

reputed rating agency Oekom Research comprehen-

sively examined the world’s largest retail enterprises 

and came to the conclusion that Migros is the “most 

sustainable retailer”.

To consolidate this commitment, Migros cooper-

ates with reliable partners. Thus, in 2006, Migros joined 

the UN Global Compact, a worldwide UN initiative for 

strengthening good corporate governance (see box 

on page 16). End 2008, Migros also decided after long-

standing project-related cooperation with the WWF 

to enter into a strategic partnership. The cooperation 

includes joint activities aimed at teaching children and 

young people about the environment among others. 

INTEGRAL APPROACH

Migros strives for sustainable development and 
regularly accounts for its progress. In 2003, Mi-

gros both by its mission statement and in its environ-

mental and social policy accepted a sustainable de-

velopment. In 2008, the enterprise went a step further 

and fi rmly established a balanced consideration of 

the three performance dimensions economy, ecology 

and society as part of the new group strategy. Sustain-

ability is thus not simply an aspect of business activity 

but is embodied in the integral strategic concept (see 

box on page 16).

In its annual sustainability report Migros gives a 

comprehensive report on the progress made towards 

sustainable development. In addition, the “Migros-

Magazin” documents Migros’ main eff orts in this 

Migros community

2,055,044 members
10 Cooperatives

Aare
461,892 members 

Neuchâtel-Fribourg
117,314 members

Lucerne
171,096 members 

Geneva
114,465 members 

Basel
174,882 members 

Eastern Switzerland
396,988 members 

Zurich
309,239 members 

Vaud
152,330 members 

Valais
71,316 members 

Ticino
85,522 members 

Companies and equity interests

Federation of Migros Cooperatives

Assembly of Delegates
President: Ursula Nold

100 members from the 10 Regional Cooperative Councils
10 representatives from the ten regional boards of directors

Board of Directors
President: Claude Hauser

Committees: 
Nomination & Remuneration / Audit Committee / Finance Committee / Retailing

Internal Audit

Executive Board
President: Herbert Bolliger

Departments:
HR, Cultural & Social Affairs, Leisure / Marketing / Logistics & IT

Industry / Finance / Commerce



S u s t a i n a b i l i t y  p o l i c y

15

GLOBAL COMPACT

Human rights
Principle 1 Businesses should support and 

respect the protection of internationally 

proclaimed human rights and 

Principle 2 ensure that they are not involved 

in human rights abuses.

Labour standards
Principle 3 Businesses should uphold the free-

dom of association and the eff ective recogni-

tion of the right to collective bargaining, 

Principle 4 the elimination of all forms of 

forced and compulsory labour,

Principle 5 the eff ective abolition of child 

labour and 

Principle 6 the elimination of discrimination 

in employment and occupation.

Environment
Principle 7 Businesses should support a 

precautionary approach to environmental 

challenges,

Principle 8 undertake initiatives to promote 

greater environmental responsibility and 

Principle 9 encourage the development 

and diff usion of environmentally friendly 

technologies.

Anti-corruption
Principle 10 Businesses should counter all 

forms of corruption, including extortion 

and bribery.

Reporting
Companies signing up to Global Compact 

shall produce an appropriate annual report.

ORGANIZATION IS PROVING SUCCESSFUL 

Implementation of sustainability is now fi rmly 
established. The Issue Management, created in 

2007, is responsible for assisting Migros’ sustainability 

eff orts by systematically analyzing social develop-

ments and internally coordinating the corresponding 

activities of Migros. In 2008, climate protection and 

the demographic development in Switzerland stood 

quite high on the agenda. Also the so-called issue 

and stakeholder forum resumed its activity acting as 

advisory board on matters of sustainability. The new 

forum met twice in 2008. 

In 2008, Migros further refi ned its management 

and reporting procedures in connection with sus-

tainable development. Thus it defi ned a dozen key 

performance indicators (KPI) with which the busi-

ness performance can be constantly monitored very 

clearly. KPI are the most important fi gures for a busi-

ness enabling the management to instantly assess 

the implementation of its strategy and targets. Apart 

from business data like sales and market shares, the 

Migros KPI also take social and ecological factors 

into account, such as customer satisfaction, CO
2
 emis-

sions or the degree of fulfi lment of the BSCI code of 

conduct (Business Social Compliance Initiative, see 

chapter What we off er). 

FOCUS STILL ON CLIMATE PROTECTION

With a comprehensive plan of measures, Migros 
is substantially reducing its greenhouse gas emis-
sions. For the years 2008 to 2010, Migros has drawn 

up a comprehensive climate protection plan which sim-

ultaneously has an eff ect on products and processes. 

On the one hand, Migros intends to cut a quarter of its 

own carbon dioxide emissions in relation to the year 

2000. This ambitious objective goes well beyond the 

target agreement concluded with the Energy Agency 

for Industry (EnAW) (see chapter Ecology). On the 

 other hand, Migros off ers climate-friendly products 

and services so that customers for their part can protect 

the climate. To help fulfi l these targets, Migros draws 

up a detailed plan of measures each year comprising 

the improvement of products, processes, packaging 

and transport particularly in its own industrial plants 

(see table page 36). The enterprise also encourages 

the staff  to participate in climate protection. Thus on

World Climate Day (8 Dec. 2008) over 50 employees  

of the Federation of Migros Cooperatives were vol-

unteering for climate protection during their work-

ing hours (corporate volunteering). This campaign 

was initiated by the climate protection organization 

“myblueplanet”. Together they installed energy-saving 

faucet attachments on public buildings. 

Precisely the climate protection example shows 

that sustainable development for Migros is a long-

term and honest venture which it is pursuing at all 

levels. At the same time, it will also be clear that it is 

not simply a question of fulfi lling a moral imperative 
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INTERNATIONALLY SUPPORTED

COMMITMENT

Migros joined the UN Global Compact three 

years ago. This UN initiative comprises ten 

principles which are based on widely ac-

knowledged moral concepts of good corporate 

governance. Global Compact is a network 

whose members jointly meet the demands of 

society. The aim is to foster the social commit-

ment of the economy as well as a more just and 

more sustainable global economy. By signing 

up to the UN initiative, Migros undertook to 

strive for the basic values of human rights, 

labour rights and environmental protection 

as laid down in international conventions, and 

to bring attention to them within its  sphere 

of influence. Migros also participated in 

the regional Swiss network of the signing 

fi rms of UN Global Compact which is mainly 

used for the exchange of information and ex-

perience and the launching of joint activities 

(www.globalcompact.org).

In conjunction with Global Compact, Mi-

gros is also active in the social sphere locally 

and internationally in support of fair and 

rea sonable work and social standards. Thus 

business partners and suppliers of Migros 

abroad are committed via the internationally 

recognized BSCI code of conduct to off er their 

employees fair and reasonable working con-

ditions and to respect their employee rights. 

In Switzerland the national collective labour 

agreement (L-GAV) stands for progressive 

and responsible working conditions. Migros 

implements ecological principles both at prod-

uct level in the form of standards and labels 

and at operational level. 

and a social requirement, but a fundamental strategy 

for ensuring the long-term success of the enterprise. 

Although investments in sustainability in general 

and in climate protection in particular are a cost fac-

tor, they will pay off  in the long run in diff erent ways, 

e.g. through savings in the use of natural resources 

and energy, through motivated employees, through 

product innovations and through a higher degree of 

customer loyalty.
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AWARDS IN THE FIELD OF 

SUSTAINABILITY 2008

Prix naturemade 2008 Migros is the largest 

consumer of “naturemade” electricity, elec-

tricity from renewable sources of energy in 

Switzerland. This ecological commitment of 

Migros has been achieved with the newly cre-

ated “prix naturemade” of the Associ ation for 

Environment-Friendly Electricity (VUE). 

“Familie UND Beruf”, 2008 The Migros 

Zurich Cooperative was awarded by the com-

petence centre UND with the grade “family-

friendly employer”. The competence centre 

praised the various measures and the great 

commitment of Migros, in particular the two 

weeks paternity leave. The competence centre 

UND is sponsored by the association “Family 

and gainful employment for men and women” 

to which private individuals belong as well as 

people representing numerous institutions 

from business, families, emancipation, educa-

tion/ counselling, church and politics.

Swiss Fairness Prize 2008 In 2008, Migros 

received the Swiss Fairness Prize – awarded 

for the first time – for its responsible corpor-

ate governance. The prize was launched by 

the direct insurer smile.direct, accompan-

ied by an independent jury and awarded 

via Internet vot ing from the public. Migros 

doubled the prize money of 10,000 CHF and 

transferred it to the Migros Kids School in 

Tirupur in India. 

Educational Policy Recognition Prize 2008
The Educational Policy Recognition Prize of 

the Swiss Association for Further Education 

went to the Migros Culture Percentage in 2008. 

The award honours the valuable commitment 

of the Migros Culture Percentage to the pro-

motion of education. 

Prix Egalité 2008 The Kaufmännischer 

Verband Schweiz and the “Tages-Anzeiger” 

award the Prix Egalité to fi rms that have done 

great service towards the achievement of equal 

rights. The Migros Geneva Cooperative won 

the Prix Egalité for its systematic approach 

which embraces all hierarchical levels. 

Social Prize Aargau Regional Churches 
2008 The Aargau Regional Churches award ed 

the Social Prize to the Migros Aare Cooperative 

for a project aimed at non-academic youngsters 

with a fl air for the retail trade. Sixty appren-

tices with a training certifi cate will begin this 

scheme in summer 2009. Migros doubled the 

prize money of 12,500 CHF and transferred this 

amount to a work and further training project 

for the unemployed in Aarau.

Bandera Azul 2008 The Bandera Azul dis-

tinction is awarded each year by the network 

of natural reserves in Costa Rica to exem-

plary nature protection areas. The 2008 prize 

went to the Nogal reserve and was handed 

over personally by the Costa Rican president, 

Oscar Aries Sánchez, who is a former winner 

of the Nobel Peace Prize. The 100-hectare 

nature protection reserve was founded fi ve 

years ago by Migros and Chiquita and is super-

vised by the Rainforest Alliance organization 

(www.nogalprojekt.ch).
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Whoever buys at Migros can be sure that every single 

item in the shopping basket has been produced with 

respect for human beings, animals and the environ-

ment. But how can the retailer be sure of this when we 

think of the over 40,000 articles that it stocks collect-

ively in its shops, a good many of them coming from 

abroad?

GREAT SERVICE FOR LITTLE MONEY

Customers at Migros fi nd it easy to choose what they want. Even if they are not 
specially labelled, all Migros articles meet the basic ecological and social requirements. 
In addition there is a growing choice of high-standard label products.

Share of sectors in Migros’ retail and 
catering sales in 2008 in per cent

Fresh products: flowers, fruit/vegetables, meat/fish, eggs, dairy prod-

ucts, bread. Food: food excl. fresh products. Near-food: body care and 

hygiene products as well as household articles. Non-food: clothing and 

toys. Specialist markets: furniture, gardening, DIY, electrical equipment, 

electronics, sports. Catering: restaurants, delicatessen, takeaway.

Non-food 
4.2 %

Catering services 
4.8 %

Specialist 
markets / 
Obi 11.7 %

Near-food
12.0 %

Food
20.5 %

Fresh
products

46.7 %46.7 %

HIGH STANDARD IN THE 

WHOLE RANGE OF PRODUCTS

Generally recognized standards ensure high-qual-
ity products on the shelf. As it cannot check all 

the products and all the suppliers, Migros relies on a 

number of standards. The various stages from agri-

cultural primary production via processing to storage 

and presentation at the point of sale have to meet a 

number of internationally recognized and regularly 

reviewed requirements. Thus for a number of years 

Migros has demanded from all foreign suppliers of 

fruit, vegetables and potatoes a certifi cation accord-

ing to the GlobalGAP standard (GAP: good agricul-

tural practice). GlobalGAP ensures that all producers 

throughout the world comply with the same standards 

with regard to food safety and production methods as 

well as labour and environmental protection.

Migros would like more and more Swiss farmers 

and suppliers to be guided by internationally accepted 

standards and to make consistent use of the SwissGAP 

– a variant of the GlobalGAP adapted to Switzerland. 

Whereas implementation in the area of fl owers and 

plants is fi nalized, certifi cations of fruit, vegetables 

and potato producers are still underway. All farms that 

supply products to Migros must meet the standard by 

end 2010 at the latest. To speed up implementation of 

the SwissGAP, Migros in 2008 expressed willingness 
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Share of suppliers GFSI in per cent
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The share of suppliers audited and certif ied according to GFSI has 

meanwhile reached nearly 100 per cent. (GFSI stands for Global Food 

Safety Initiative.)
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Nearly all fruit and vegetable suppliers of Migros are meanwhile certified 

according to EurepGAP. The percentage of certified suppliers of flowers 

and plants has risen enormously in the last few years. 
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to assume half of the total system costs for introducing 

the standard by 2010.

As far as labour conditions are concerned, Mi-

gros drew up a code of conduct more than ten years 

ago which obliges all non-food suppliers to observe 

basic social values, such as a minimum salary or a 

safe working environment. Three years ago, Migros 

began to demand acknowledgement of this so-called 

BSCI code also from food suppliers (Business Social 

Compliance Initiative). By end 2008, some 500 food 

suppliers undertook to observe the code and submit 

to a test. Apart from elaborating and implementing 

generally valid production standards, Migros again 

and again selectively develops and encourages ini-

tiatives in individual sectors. Thus it has initiated 

the environmentally friendly and socially acceptable 

production of palm oil and is now using this in its own 

factories wherever possible. In the meantime Migros 

has also obliged third suppliers to support the cultiva-

tion of sustainable palm oil. 

Status of implementation of 
BSCI code of conduct 

90 per cent of non-food and 98 per cent of food suppliers recognize the BSCI 

standard. By end 2008, we did a self-assessment on over 1,500 suppliers to 

whom new ones are added each year. 

 Non-food Food

Code signed 90 % 98 %Code signed 90 % 98 %

Self-assessments 1,454 86Self-assessments 1,454 86

Audits 299 12Audits 299 12

Monitoring 112 5Monitoring 112 5

Re-audits 60 3Re-audits 60 3

ON THE SAFE SIDE

Migros shows special caution where new types 
of products and ingredients are concerned. Mi-

gros only includes products in its assortment that 

are absolutely safe to human beings, animals and 

the environment in the course of production, con-

sumption, use and disposal. With regard to additives 

DistributionDistribution

The illustration shows the most important principles and standards used by Migros in the food sector. The global food safety initiative (GFSI) was 

started by international trading enterprises in order to increase food safety. The hazard analysis critical control point (HACCP) is a preventive system 

that is also designed to ensure food safety. GlobalGAP and SwissGAP are explained in the running text.

Minimum standards of Migros in the food sector

Good agricultural practice ( GAP )

GlobalGAP, SwissGAP and 
equivalent programmes

Good manufacturing practice ( GMP )

GFSI standards

Good distribution practice ( GDP )

HACCP
Hygiene concept

ISO standards

AgricultureAgriculture ProcessingProcessing
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(E numbers) Migros is reserved and acts according to 

the motto “as little as possible, as much as necessary”. 

Nor does Migros sell any genetically modifi ed foods 

that are subject to declaration. In the matter of food 

safety it abides by the internationally accepted Global 

Food Safety Initiative (GFSI). From suppliers that 

deliver processed foods Migros demands certifi ca-

tion according to a standard that is recognized by the 

GFSI. All domestic and foreign suppliers as well as own 

operating centres and Migros’ industrial enterprises 

are certifi ed according to such a standard. For very 

small regional suppliers such as fi shermen and cheese 

dairies, Migros carries out selective inspections. 

New products are tested and released by the Swiss 

Quality Testing Services (SQTS) according to the risks 

involved. The SQTS is a quality assurance institute 

that belongs to the Migros group. Over 80 experts deal 

with hygiene and food legislation counselling, lab 

analyses and technical investigations. Food products 

that may still be at risk later are tested by Migros on 

a random basis according to established criteria. If 

product defects then emerge, improvement measures 

are considered and carried out if necessary.   

Migros is currently paying special attention to so-

called nanoproducts. Nanotechnology is based on tiny 

particles or structures that develop special physical or 

chemical properties by virtue of their smallness. This 

future-oriented technology has already produced some 

useful applications. For instance, nanotechnology is to 

be found in sun creams, cleaning agents and impregna-

tions. At the moment there are still no legal provisions 

applicable to nanotechnology. Nevertheless Migros has 

acted and at the beginning of 2008 undertook to follow 

the nanotechnology code of conduct voluntarily elabor-

ated by the interest group Retail Trade Switzerland (see 

chapter Stakeholders). This code obliges Migros to 

deal carefully with the new technology. Nanoproducts 

will be subjected to a thorough off er sample test with 

an estimate of the plausibility and risk and assessed 

according to current knowledge.

SUSTAINABLE TOP PRODUCTS

Ethical labels are pushing ahead. The Engage-
ment umbrella brand has done its duty. Migros 

carries seven labels that stand for a particular eco-

logical or social added value. In the food sector these 

are Bio, TerraSuisse, Max Havelaar and MSC. For 

household articles, furniture and textiles these are 

Bio-Baumwolle (organic cotton), Eco and FSC (see 

FOR THE WELFARE OF ANIMALS

Animal protection is of particular importance 

to Migros as shown in its label programmes 

which go way beyond the legal standards. 

Farm ers under TerraSuisse – by far the biggest 

label saleswise – keep their pigs, cattle, lambs 

and poultry in animal-friendly stable systems 

(BTS) with regular open space to move about 

(RAUS). Calves are housed in groups on straw 

and appropriate to the species are fed with 

fresh cow’s milk and hay. Compliance with 

the label directives is regularly checked and 

certifi ed by independent organizations, e.g. 

in the case of animal transports, by the Swiss 

animal protection organization (STS). 

Migros is also committed to animals that 

are not under the protection of a label pro-

gramme. In our part of the world, for example, 

male piglets are castrated as a rule because 

consumers are less fond of boar meat on ac-

count of the unpleasant taste. In Switzerland 

alone about 1.3 million piglets a year have been 

castrated hitherto without anaesthesia. In 

2008, the meat processing plant Micarna de-

cided that operations as from mid-2009 at 

the latest should be carried out only under 

anaesthesia, using the so-called inhalation 

method. This ruling has placed Migros at least 

half a year ahead of the law which stipulates 

anaesthesia at the beginning of 2010. 

Unfortunately, in spite of the standards and 

checks, it happens that individual suppliers 

pay no heed to animal protection. If it hears 

of bad treatment to animals, Migros reacts 

immediately. For instance, in November 2008, 

it imposed an immediate embargo on all rabbit 

meat from foreign suppliers after the media 

had exposed unacceptable rabbit fatten ing 

conditions in Hungary and France. Migros 

demanded that the suppliers con cerned draw 

up plans for improvement with binding imple-

mentation dates. It will now follow up and check 

the implementation by making unannounced 

checks at short intervals. 

table on pages 24 and 25). To streamline the market-

ing communication and inform the customers more 

selectively, Migros in 2008 decided to remove the 

umbrella brand Engagement. Nevertheless, Migros 
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is expanding the range of ethical labels. In 2008, it 

consequently achieved total sales of 1.6 billion CHF 

which means a gain of 6.8 per cent over the previous 

year. Migros makes sure that good quality and high 

ethical standards remain aff ordable.

In 2008, Migros joined the WWF Seafood Group 

and thereby undertook to gradually switch over its 

range in the coming years to fi sh and seafood from 

sustainable production (see box). Already, for ex ample, 

it has removed common bream, sea bass, ray, eel and 

sturgeon from the assortment. Instead, Migros intends 

to expand the range of fi sh and seafood from MSC and 

bio fi shing. In the case of FSC products Migros is not 

merely the market leader but, as founding member of 

“WWF Wood Group Schweiz”, vigorously supports the 

label (see chapter Stakeholders). A WWF test in 2007 

showed that the Migros “Do it + Garden” market is 

the environmentally friendliest of seven tested DIY 

markets. Decisive for the good score was the fact that 

the wood in Migros’ DIY shops mostly originates from 

sustainable forestry. 

At the beginning of 2008, Migros successfully in-

troduced the label TerraSuisse which replaced the 

IP-Suisse and M-7. The new label is found mainly on 

veal, beef, pork, lamb and poultry, but also on bread, 

fl our, potatoes, rapeseed oil and pasta. TerraSuisse 

off ers consumers distinctly better value. Farms that 

supply such products may only use agrochemicals to a 

limited extent, ensure that the stabling is particularly 

animal-friendly and contributes to close-to-nature and 

diverse habitats. Thanks to the large sales volume of the 

label amounting to 654.8 million CHF (2008), Swiss 

agriculture has become closer to nature over a large 

area. Under the programme some 18,000 farmers are 

ecologically upgrading their fi elds and farmland backed 

by the Swiss Ornithological Institute Sempach.

ENJOY CLIMATE-FRIENDLY PRODUCTS

Migros sells products and services that save en-
ergy and spare the climate. In accordance with its 

climate concept, Migros off ers products and services 

that assist its customers’ commitment to climate pro-

tection. For many years Migros has been promoting 

energy-effi  cient lamps by means of information, cam-

paigns and price reductions. Migros early introduced 

new kinds of energy-saving lamp systems such as 

LED technology and particularly halogen lamps and 

thus helped to pave the way for them. In 2008, it again 

made a major step forwards and almost doubled the 

TOGETHER FOR A 

SUSTAINABLE FISHING INDUSTRY 

The world fi sh catch today is four times greater 

than 50 years ago. Three quarters of available 

fi sh stocks are overfi shed or threatened with 

overfi shing. But it’s not just a question of the 

enormous quantities caught. Also criticized 

are the ruthless methods of the fi shing indus-

try and the enormous quantities of so-called 

“Beifang” (other creatures caught along with the 

target fi sh), e.g. turtles, seals, dolphins or sea-

birds that are injured in the nets or killed. The 

stocks threaten to break down completely. 

As the largest marketer of fi sh and seafood 

in Switzerland, Migros intends to assume 

responsibility for the oceans. For years it has 

refrained from selling threatened species of 

fi sh such as shark or bluefi n tuna for example. 

In May 2008, Migros took a further step and 

joined the WWF Seafood Group. The retail-

er thereby committed itself in the coming 

months to gradually switching over its entire 

assortment to fi sh and seafood from sustain-

able production. 

After the more than ten-year commitment 

of Migros to fi sh with the MSC label (Marine 

Stewardship Council), Migros’ decision to 

join the Seafood Group was a further logical 

step towards protecting sea life. MSC today 

accounts for roughly 7 per cent of fi sh sales. 

Migros will go on expanding the MSC and 

bio assortments and take further measures 

in this direction. 

assortment of energy-saving lamps and added the so-

called halogen energy saver bulb to the range. These 

look almost identical to traditional light bulbs, but 

they consume 30 per cent less energy and last twice 

as long. Unlike traditional energy-saving bulbs they 

immediately produce full lighting power and can 

be dimmed. The classical light bulb, which will be 

forbidden in Switzerland as from 2012, has already 

practically disappeared from Migros shelves. 

Migros is also moving ahead with electrical appli-

ances. With regard to freezers and refrigerators Migros 

will gradually trim its whole assortment to energy ef-

fi ciency. As from 2010, the whole range of approx. 100 

appliances will belong to the best effi  ciency classes A+ 
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and A++. End 2008, some 90 appliances could already 

claim this effi  ciency. Moreover, in 2008, for the third 

time, Migros participated in “Energy Day”, the national 

energy effi  ciency day, where manufacturers, wholesale 

distributors and dealers in energy-saving lamps and 

electrical appliances parade their wares. 

In May 2008, Migros also launched the world’s fi rst 

capsule coff ee machine with energy-saving function. 

Designed by the HSR Institute for Technology in Rap-

perswil, the Delizio Compact Automatic requires up 

to a 100 times less energy in the standby mode than 

traditional capsule coff ee makers. After only a minute 

it switches off  automatically in the power-saving mode 

which consumes a mere 0.3 watt hours of energy per 

hour. The control unit of the machine is manufactured 

by the BAND Cooperative which employs mainly 

health- or socially impaired workers.

Migros customers can also spare the climate with 

long-distance travel. Since 2006, in collaboration 

with the foundation myclimate, the travel operator 

M-Travel Switzerland with its various travel marks 

off ers its customers a climate ticket. The climate ticket 

is a voluntary off setting of fl ight emissions. Travellers 

are encouraged to fully compensate their fl ight with 

myclimate. To sensitize as many customers as possible 

to climate protection, M-Travel Switzerland has fully 

incorporated the compensation of fl ight emissions 

into the booking procedures of its branches. 

ACTIVE AND HEALTHY

Migros assists people who believe in good nutri-
tion and want to live healthily. The health of it 

customers and staff  is of particular concern to Migros. 

The Migros statutes require that its points of sale sell 

neither alcoholic drinks nor tobacco goods. And for two 

years the approx. 190 M-restaurants have been smoke-

free. Migros has acted consistently in the food sector 

too. Thus, within a short time, by the beginning of 2008, 

it reduced the transfatty acids in its products, such as 

 bakery goods, to a content of less than 2 per cent. Migros 

gives clear and transparent information on the content 

and nutritive value of its food products. Since 2007, the 

product lines Actilife and Léger have been labelled 

with comprehensive data relating to nutritive values, 

the Migros food facts. In 2009, Migros will gradually 

extend these voluntary indications to other product 

assortments. Customers can see from the data how 

much energy, sugar, fat, saturated fatty acids and salt 

a portion of the product contains and what percentage 

of the daily requirement is covered by it. 

In 2008, Migros increasingly devoted itself to 

food intolerances and allergies. In autumn 2008, it 

developed its range of lactose-free products. There 

are now about 25 articles on off er. All dairy products 

that are suitable for people with a lactose intolerance 

newly carry the aha! quality label of the Swiss Centre 

for Allergy, Skin and Asthma. Collaboration with 

these experts has already proved benefi cial with Mi-

gros cosmetics. The aha! label is there for especially 

skin-friendly products of the Zoé Ultra Sensitive line 

which manages without aromatic substances and 

preservatives. In 2009, Migros will expand the range 

to gluten-free products as well as products that are 

suitable for people with food allergies.

Migros would like to help its customers adopt a 

healthier lifestyle. Apart from food this also involves 

movement and relaxation. Migros off ers a compre-

hensive programme for well-being: besides Actilife 

products and the services of Club Schools and fi tness 

centres, this also includes regular information involv-

ing a free health magazine plus additional information 

on the Internet (www.actilife.ch). Finally Migros supports 

mass sports events and programmes for improving 

public health, such as the slowUp events throughout 

Switzerland in which about half a million people took 

part between April and September 2008, moving on 

bicycles, roller skates and scooters or in hiking boots 

along car-free roads with numerous attractions to 

amuse them on the way.

Sales development of sustainable labels 
2007 — 2008 in million CHF

0 700100 200 300 400 600500

Total sales 2008 Total sales 2007

Organic cotton +12.8 %+12.8 %

Marine Steward-
ship Council +8.0 %+8.0 %

Max Havelaar —0.4 %—0.4 %

Forest Steward-
ship Council +2.5 %+2.5 %

Eco —7.8%—7.8%

Bio +10.7 %+10.7 %

TerraSuisse +14.5 %+14.5 %

The total sales of sustainable labels came to just under 1.6 billion CHF 

in 2008, which corresponds to approx. 10 per cent of the Cooperative 

retail sales. This means a growth of 6.7 per cent over the previous year. 

TerraSuisse, Bio and MSC recorded the biggest growth.
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EXCELLENT 

“CO2 CHAMPIONS”

At the beginning of 2008, Migros began to 

market products with the CO
2
 label of the 

independent organization climatop. The aim 

is to make customers immediately aware of 

the most climate-sparing products of a certain 

category. Meanwhile Migros has added the 

CO
2
 label to altogether two detergents, two 

toilet papers, one reusable bag, one cream 

and one sugar packet. 

Before the awarding of the label, experts 

calculate to what extent a product harms the 

climate during the whole life cycle: from 

cultivation via production and transport to 

disposal. Products that cause at least 20 per 

cent less CO
2
 than comparable articles are 

genuine “CO
2
 Champions”. 

Sometimes the experts arrive at surpris-

ing results in their calculations. For instance, 

the Max Havelaar organic sugar from Para-

guay achieved a better balance than products 

from Switzerland. The main reason is that the 

cultivation of sugar cane compared with sugar 

beet involves less energy. Moreover, growing 

organic sugar cane does not require fertil-

izer or pesticides and little machinery is used. 

Besides, the heat and electricity needed for 

processing the cane sugar in the factory can 

be extracted from the sugar cane waste.

climatop has also awarded the CO
2
 label 

to the reusable carrier bag available in Migros 

stores since February 2008. The plastic bag 

can be used dozens of times without breaking, 

even if it gets wet. If it is used at least fi ve times, 

it will harm the environment far less than a 

paper bag used once. By end 2008, Migros had 

already sold 2.7 million plastic carrier bags. 

Since the launch of the plastic bags the sale of 

the paper carrier bags has slightly declined. 

Results regarding the climatop calculations can be found 
on the Internet under www.migros.ch/klimaschutz or 
under www.climatop.ch.
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Bio Migros’ organic programme pro motes 

close-to-nature, sustainable agriculture. All 

Swiss bio products sold by Migros come from 

businesses whose production is based on the 

“bud” symbol standards formulated by Bio 

Suisse, the Association of the Swiss Organic 

Agriculture Organizations. Chemical pesti-

cides and fertilizers are not used. All animals 

have regular exercise; their feed must be pre-

dominantly organic and if possible must be 

internally produced. Imports are subject to the 

guidelines set out in the EU Bio Regulation. 

This is checked by independent, government-

approved organizations in Switzerland and 

abroad.

TerraSuisse TerraSuisse stands for close-to-

nature and animal-friendly Swiss agriculture. 

Agrochemicals may only be used to a limited 

extent and after careful clarifi cation of the 

need. The rules for keeping animals go further 

than the legal standard requirements. Thus 

farmers keep their animals in animal-friendly 

stable systems (BTS) with regular exercise 

facilities outdoors (RAUS). The farms that 

supply TerraSuisse products also contribute 

to close-to-nature and diverse habitats. 

Max Havelaar The Max Havelaar founda-

tion supports fair trading and the interests of 

smallholders and plantation workers through-

out the world. It issues its label to producers 

who comply with the international standards 

of fair trading. Apart from a stable minimum 

price, the producers receive a fair-trade bonus 

for joint projects. The Max Havelaar label is to 

be found in the Migros assortment on coff ee, 

tea, chocolate, bananas, orange juice, rice, 

fl owers, sugar, pineapples, mangoes, marma-

lade, honey, cocoa powder, plants and cotton 

wool products. More and more Max Havelaar 

products also carry the Bio label.

MSC The Marine Stewardship Council 

(MSC) label designates saltwater fi sh from sus-

tainable fi shing. This means that fi sh stocks 

must not be overfi shed and must have time to 

recover. Compliance with the regulations is 

checked independently. Migros has promoted 

the MSC since it was set up, and carries the fol-

lowing MSC products: Alaskan wild salmon, 

smoked or frozen, as well as fresh. Fresh and 

smoked mackerel fi llets, salmon rose, hake 

loins, Alaskan pollack, Alaskan rock salmon 

and a variety of convenience dishes. The MSC 

assortment will be expanded in future.

THE SUSTAINABLE LABELS
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Eco  The Eco label guarantees that no en-

vironmentally harmful, skin-irritating and 

allergenic materials are used from spinning, 

weaving, dyeing and printing to completed 

clothing, and raw materials are used in mod-

eration. But Eco also stands for health and 

safety at the workplace. The complete regis-

tration of all operations and all facilities, also 

those of primary suppliers, makes it possible 

to check the whole production independently. 

At the moment Migros has some 9,000 Eco 

products on off er, such as all kinds of clothes, 

bed linen and tablecloths. 

Bio Cotton In organic cotton cultivation, 

natural methods are used to control pests. 

Savings can be made on the cost of pesticides, 

soil fertility is maintained, ground water and 

rivers remain clean, and the sustained diversity 

of species of fl ora and fauna is supported. The 

guidelines of the EU Bio Regulation are valid 

for organic cotton as for the Bio programme 

imports. Clothing and home textiles made 

from organic cotton are always maintained 

in accordance with Eco standards. Independ-

ent checks ensure that the Bio standards are 

maintained. 

FSC  The Forest Stewardship Council (FSC) 

is an international confederation of envir-

onmental organizations, representatives of 

indigenous ethnic groups and business as-

sociations. The FSC has drawn up standards 

for sustainable forest management that apply 

throughout the world. The label therefore 

represents timber and paper products that 

are obtained in line with environmentally 

and socially acceptable criteria. Migros is 

the market leader in FSC products, and the 

proportion of these products in its assortment 

is constantly rising. 

Comprehensive information on the labels and their 
criteria is to be found on the website under 
www.migros.ch > Sortiment > Nachhaltige Labels



S t a ke h o ld e r s

26

IN CONSTANT DIALOGUE

At Migros, not everything has to do with manufacturing, trading and selling: the 
enterprise is an important social interlocutor in constant dialogue with many 
human beings and groups. There is daily evidence that Migros not merely listens but 
also takes the initiative. 

As the country’s largest retailer and private employ-

er, Migros is in touch with numerous stakeholders. 

Stakeholders are representative interest groups who 

are infl uenced by an enterprise or who themselves 

infl uence the enterprise. Apart from the customers 

and employees, these may be business partners, the 

media, trade unions or the authorities. Together with 

them Migros would like to play an active role in shap-

ing the future. 

MIGROS’ PRINCIPLES REGARDING

THE STAKEHOLDERS

Customers We off er quality products and 

services at favourable prices.

Employees As an exemplary employer we 

create the conditions for a motivating and 

performance-oriented working climate at-

tracting the best human resources.

Suppliers Based on a free market economy 

and effi  ciency-oriented competition we strive 

for direct collaboration with our producers.

We constantly improve products and services 

and add ecological and social standards to 

working and production conditions.

Cooperative members Vis-à-vis our Co-

operative members we undertake to create 

values that ensure the long-term and inde-

pendent existence of Migros.

Society We promote the free and responsible 

development of human beings. 

With the Culture Percentage we support 

active artistic creation thereby coming to 

terms with society, and we also encourage 

widespread access to culture and education. 

We take care of the environment and pion-

eer developments.

(From our mission statement)

Value added 2008 in per cent

The statement of value added shows clearly what sort of added value the 

 Migros Group generates for society. Migros creates value added in a 

 sustainable way, by taking a long-term view in managing its resources. 

This means that there is a future, not only for the Group enterprises, but also 

for the jobs they provide and the public sector benefi ts that they contribute. 

The lion's share of the value added goes to employees in the form of wages 

and social security benefi ts. The public sector receives fi scal contributions 

from taxes, customs duties and other rates and charges. The Migros Culture 

Percentage is a voluntary commitment by Migros that makes cultural and 

social facilities accessible to the general public. Benefi ts to lenders and 

fi nancing bodies take the form of interest payments.

Note: Further information on the added value can be found in the 
annual report.

Self-fi nancing
10 %

Public
sector 15 %

Employees
71 %

Migros Culture Percentage
2 %

Lenders
2 %
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whether by phone or e-mail. The Migros website also 

provides easy-to-follow basic information on health 

and nutritional matters. Information is especially 

aimed at diabetics and people with intolerances or 

allergies (www.migros.ch > Services).

Migros also communicates transparently on its 

 bonus program M-Cumulus in which over 2.3 million  

customers participate. The data gathered by the 

 customer loyalty scheme enables Migros to approach 

its customers in a targeted way. The Cumulus pro-

gramme is certifi ed under the GoodPriv@cy label. Data 

are handled in confi dence and in keeping with the law. 

Those participating in the Cumulus programme also 

have access via the Internet to all stored information 

about them (www.m-cumulus.ch).

Migros pays special attention to the younger and 

the older generation. It creates attractive off ers geared 

to old people and encourages their active contribution 

to society. Thus, in the year under review, Migros be-

came partner of the terz Foundation (see box on page 31). 

Migros’ Culture Percentage with the Kebab+ project in 

collaboration with the umbrella organization “Off ene 

Jugendarbeit Schweiz” motivates youngsters and youth 

workers to creatively deal with such subjects as healthy 

and enjoyable meals, movement and encounters.

Customer enquiries in thousands
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The M-Infoline is becoming increasingly popular. Last year approx. 

161,000 customers took advantage of the free ser vice – whether by 

phone, e-mail or post. 
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Migros’ attitude to stakeholders is one of respect and 

openness. Migros is interested in other views and tries 

as far as possible to deal impartially with legitimate 

interests. On the other hand, Migros would like to 

awaken appreciation of its own attitudes and concerns. 

Issue Management has the task of discussing current 

social issues with non-governmental organizations. 

The so-called Issue and Stakeholder Forum plays an 

important role in this. This body consists of distin-

guished people outside Migros who closely follow 

social developments by virtue of their work.

CUSTOMERS

The dialogue with customers via the Internet is 
constantly growing. Migros is therefore continu-
ally developing its websites. Customer satisfac-

tion and feedback from the customers are naturally 

of prime concern to Migros. This is why it set up the 

M-Infoline which is available to all consumers so 

that they may inform themselves about products and 

services as well as make complaints or suggestions. 

The phone number and web address are printed on 

nearly all products. Apart from Monday to Friday, 

the M-Infoline since spring 2008 has been access ible 

to Migros customers also on Saturdays. In 2008, the 

M-Infoline recorded approx. 161,000 contacts, 11 per 

cent more than in the previous year. 54 per cent of the 

enquiries are made by phone, 37 per cent by e-mail 

and 9 per cent by post. The enquiries are answered 

individually, evaluated and then passed on to the re-

sponsible offi  ces within Migros. Customer feedback is 

essential for continuous improvements in the quality 

of products and services. 

Migros keeps its customers fully informed by means 

of the “Migros-Magazin” and via the Internet portal 

which is being constantly upgraded. Since 2008, more 

detailed information has been found there on sustain-

able labels as well as comprehensive advice on the choice 

of energy-effi  cient light bulbs. The “Migros-Magazin” 

is published weekly in all parts of the country with a 

total circulation of over two million and reports also 

on questions of sustainability. In the year under review, 

for example, it included the two supplements “Climate 

protection” and “Diversity of species”. The magazine 

“Actilife”, published quarterly, gives information on 

nutrition, exercise and relaxation. 

To respond to questions of nutrition in connec-

tion with Migros products, the Migros team off ers 

advice on nutrition to all consumers free of charge, 

EMPLOYEES

Migros again receives excellent marks in all as-
pects of training. With 84,096 employees, Migros 

is the largest private employer in Switzerland. For-

eigners make up 27.4 per cent of the workforce. They 

come from 146 countries, mostly from the EU. 60.8 
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per cent of Migros’ employees are women. Following 

the example of the Migros national collective labour 

agreement, the renewed collective labour agreement 

for Globus, Herren Globus, Interio and Offi  ce World 

was put into eff ect on 1 January 2008. Migros thus 

renewed and reaffi  rmed its acknowledgement of a 

comprehensive collective labour agreement policy and 

an eff ective social and contractual partnership. Migros 

thus maintains two of the altogether three developed 

collective labour agreements in the Swiss retail trade. 

With the revision of the executive employment condi-

tions the conditions for the development and promotion 

of women in executive positions has been optimized 

by a package of family policy measures.

Of particular importance to Migros is the creation 

of good industrial relations, the physical and psychic 

well-being of the employees (see box) and the promo-

tion of the staff . 

In addition to the varied range of professional 

development opportunities available, the company 

also supports employees who take advanced training 

courses externally. Migros is especially keen to invest 

in young people making more and more training places 

available. In the last few years Migros has continually 

increased its training vacancies. In 2008, it trained 3,178 

apprentices in over 40 job categories, 9 per cent more 

than in the previous year. These fi gures make Migros 

the largest provider of basic vocational training courses 

in Switzerland. 97 per cent of the traineeships ended 

successfully, an excellent pass rate. The majority of 

traineeships leads to the Federal certifi cate of compe-

tence and more and more youngsters additionally pass 

the “Berufsmatura” (roughly equivalent to vocational A 

level). The so-called “Attest-Bildungsgänge” (certifi cate 

courses of education) for youngsters with practical skills 

account for a good percentage of the traineeships. 

Note: Further information on activities in the human resources 
sector over the past year can be found in the annual report. 

SUPPLIERS

The cooperation between Migros and its business 
partners is becoming increasingly close. Collab-

oration with the suppliers hovers between cooperation 

and competition. On the one hand, Migros aims at 

close and partnerish collaboration with the produ-

cers, e.g. in order to produce products that better meet 

the needs of the consumers. On the other hand, the 

market economy is based on competition and it is in 

the retailer’s vital interest to be able to off er favourable 

NEW STANDARDS

FOR HEALTH PROMOTION

IN THE WORKPLACE

Health is not just a private matter. The con-

ditions in which we work every day have a 

considerable infl uence on our well-being and 

physical condition. Thus for many years the 

Cooperatives and Migros enterprises have 

been supporting the health of their employees: 

for instance, with numerous measures relating 

to occupational health and safety or with off ers 

on the subject of nutrition, relaxation and sport. 

In the year under review, important Swiss com-

panies at Migros’ initiative have pooled their 

various eff orts and drawn up a comprehensive  

plan for the so-called oper ational health man-

agement system (BGM). At the same time, on 

the basis of scientifi c knowledge and their own 

experience, they have developed national qua-

lity criteria for a BGM. 

The quality criteria give the companies 

the opportunity to review their former activ-

ities in health management – inter alia, by 

self-assessment – and to evaluate the need for 

further improvement. This self-assessment 

enables a company in a pragmatic way to rec-

ognize strengths and improvement potential 

in terms of quality and quantity and there-

upon introduce corresponding measures. A 

comprehensive catalogue of tools has been 

drawn up for internal use by the companies. 

Accord ing to the level of interest, a company 

can have its BGM approved by the quality label 

“Friendly Work Space”. Migros is thus taking 

an important step towards realizing its group 

strategy “Living better every day”. It would like 

to further improve the good prerequisites for 

healthy, satisfi ed and motivated employees in 

a pleasant work climate. In the end, this also 

has economic advantages. Absences can be 

avoided and effi  ciency grows.

products and services. Economic criteria therefore 

come to the fore in the matter of procurement. In spite 

of this, it is very important for Migros always to treat 

its business partners fairly.

The Migros retail trade has around 2,600 suppliers, 

the industrial plants a further 1,400. Each supplier for 

his part has an average of six pre-suppliers or produc-
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tion plants. Some of these articles, especially non-food 

products like clothing or consumer electronics, are 

manufactured in the Far East. In order to recognize 

its own responsibility in view of the number and ex-

tent of business relations, Migros as a pioneer in 1997 

 elaborated a code of conduct which obliges the sup-

pliers to conform to social working conditions. This 

code was subsequently incorporated in a European

code which is used by over 250 companies as the so-

called BSCI standard (Business Social Compliance 

Initiative). Migros has meanwhile extended imple-

mentation of the BSCI to all sectors.

In autumn 2006, Migros got together with the 

world’s largest retailers with a view to merging and 

harmonizing the individual initiatives and stand-

ards of the various companies. Meanwhile another 

25 large companies have joined the Global Social 

Compliance Programme (GSCP). The GSCP is not 

another standard. It defines the best practice and 

serves as reference for other existing systems and 

standards. GSCP is a multi-stakeholder initiative 

that closely collaborates with international NGOs 

and institutions. Various international meetings 

took place in 2008. Together the trading companies 

want to exercise their market power to help ensure 

that the social and ethical requirements are better 

observed in the production areas. 

COOPERATIVE MEMBERS

The two million members of the Migros Community 
have an active and passive voting right. Migros is 

a Cooperative with a good two million members. Any-

one who lives in Switzerland or in a region bordering 

Switzerland can acquire a participation certifi cate free 

of charge. Cooperative members have a say in matters. 

For example, they elect the members of the Boards 

of Directors of the Regional Cooperatives and pass 

judgement on the annual fi nancial statements. They 

can also be elected onto the Regional Cooperative 

councils and onto the FMC Assembly of Delegates 

(see organigram on page 14). Cooperative members 

in some Cooperatives also enjoy privileges such as 

cheaper mountain railway fares and reduced tickets 

for admission to cultural events. 

AUTHORITIES, POLITICAL GROUPS,

ASSOCIATIONS

Migros joins in the political discussion of issues 
that particularly concern it. It is the task of the 

Economic Policy Directorate in the Federation of Mi-

gros Cooperatives (FMC) to represent the interests of 

Migros vis-à-vis the authorities, political parties and 

associations. In hearings proceedings the Economic 

Policy Directorate takes position on political issues 

and maintains dialogue with representatives of the 

Federal Council, the administration, parliament and 

the associations. Migros is the only retailer that keeps 

its own offi  ce for public aff airs in Bern for this purpose. 

It also prepares studies and expert reports and liaises 

with science and the universities. 

Migros represents not only its own interests, it also 

acts on behalf of the Cooperative members and the 

consumers. This is how it earns the considerable trust 

that the population places in the Cooperatives in the 

current global fi nancial crisis. Prices are high on the 

agenda. Thus Migros fi ghts against excessive import 

prices and unjustifi ed increases in electricity charges. 

That parliament decided in December 2008 after a 

long wrangle with the pharmaceutical industry and 

“economiesuisse” to allow parallel imports of patented 

articles into Switzerland, was largely thanks to Migros 

who had fought hard for it in the front line. Also in the 

case of electricity charges Migros was able to get its own 

way in the year under review. It was thanks, inter alia, to 

the eff orts of the group of major electricity customers 

chaired by a Migros general manager, that the Federal 

Council cancelled part of the increased charges. 

Migros is not afraid to take position publicly. It sup-

ports improvements in basic conditions, par ticularly 

in agricultural policies. In 2008, the agricultural agree-

ment with the EU (see below), the further development 

of agricultural policy, the question of exhaustion in 

patent law (admission of parallel imports of patented 

goods), the Cassis de Dijon principle (removal of tech-

nical trade obstacles) and the total revision of the value 

added tax (VAT) were on the top of the agenda. In the 

case of VAT, Migros looks after the interests of the 

consumers by contesting the planned standard rate. 

The reduced rate (food, newspapers, books, etc.) is to 

remain valid. 

Migros is the largest retailer and food producer 

in Switzerland. Yet it is aware that as a lone fi ghter 

it cannot always succeed. Against this background 

Migros in the last few years has repeatedly initiated 

interest groups for solving political issues. In spring 
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2008, for example, Migros together with other com-

panies and organizations from the food industry set 

up the interest group “Agrarstandort Schweiz” (IGAS) 

(www.igas-cisa.ch). The aim is to jointly support the 

planned agricultural agreement between Switzer-

land and the EU. Apart from the food trade and food 

processing, the group includes progressive producers 

and the consumer organizations. The aim of IGAS is 

to infl uence the negotiations as far as possible and to 

negotiate eff ective accompanying measures. 

NON-GOVERNMENTAL ORGANIZATIONS

Migros maintains long-term, constructive cooper-
ation with civil society. Non-governmental organ-

izations (NGOs) are important interlocutors for Migros. 

They represent not only social and ecological concerns 

and animal protection, they also carry out eff ective 

campaigns. Migros has concluded some longer-term 

cooperation agreements with NGOs, particularly on 

the responsible sourcing of products, on environmental 

protection issues and in social partnership. On the basis 

of the national collective labour agreement, Migros has 

a social and contractual partnership over 25 years with 

the Commercial Clerks’ Association Switzerland (KV 

Schweiz)and the Butchery Staff  Association (MPV). At 

end 2008, after years of constructive collaboration as 

member on various corporate panels (fi shing, wood 

and climate), Migros decided to enter into a strategic 

partnership with the WWF. Inter alia, this includes 

joint activities aimed at educating children and young 

people on the environment. 

SOCIETY

The commitment to culture and education is out-
standing. In addition to the provision of low-cost 

goods and services, Migros’ cooperative statutes in-

clude another, equally legitimate business objective: to 

bring cultural assets and cultural benefi ts within easier 

reach of the Swiss population. Migros’ most signifi cant 

initiative in the social sphere is the Migros Culture Per-

centage. A good 50 years ago, Migros founder Gottlieb 

Duttweiler introduced the Culture Percentage in order 

to make cultural activities accessible to less affl  uent 

sections of the population. It is a voluntary commit-

ment of Migros – fi rmly established in the statutes – in 

the areas of culture, society, education, leisure and the 

economy. The Federation of Migros Cooperatives and 

the ten Migros Cooperatives commit themselves to an 

annual contribution which is calculated on the basis 

of the turnover and is paid even if there is a decline in 

the retail business. Since it was initiated the Culture 

Percentage has dispensed a total of well above 3 billion 

francs of support funds (www.kulturprozent.ch). 

With its institutions, projects and activities the 

Migros Culture Percentage makes diverse cultural and 

social services accessible to a responsible population. 

In 2008, the Swiss Association for Further Education 

(SVEB) honoured the Migros Culture Percentage for its 

outstanding promotion of further education. The Cul-

ture Percentage invests over half of its annual budget 

of well over 100 million CHF in education and each 

week welcomes around 140,000 students at 54 Club 

School locations in Switzerland and the 30 language 

schools of the Eurocentres in 15 countries. 

Year after year the Migros Culture Percentage 

initiates and supports numerous projects. In 2008, for 

example, the contakt-net.ch project started. It provides 

a set of promotional services in the form of counselling 

and schooling as well as a web-based tool box. In this 

way communities can provide a high quality informa-

tion website at relatively low cost and with limited 

eff ort. Studies had shown that migrants frequently 

consult community websites to inform themselves 

about their new home. Up to now, however, these 

websites are not often geared to this target group. 

But Migros’ fi nancial support for social issues does 

not only come from the Migros Culture Percentage. 

There is also the targeted aid fund from which Migros 

provides selective support for social and ecological 

projects in Switzerland and other countries. This fund, 

set up in 1979, makes over 1 million CHF available each 

year. A working group of delegated Cooperative council 

members assesses the projects that apply for funding. 

In the year under review, for example, funds were allo-

cated to the children’s walking path “Cià c’am va” in the 

Swiss Bergell, a road project for children in Colombia 

and the promotion association Mad’Eole which sup-

plies villages in Madagascar with wind energy so that 

forests are spared (www.migros.ch/hilfsfonds). 

Migros collaborates with partners on a range of 

other charitable projects. Ten years ago, Migros set 

up a school with the K.I.D.S. Foundation in the Indian 

city of Tirupur where many of its textile suppliers are 

resident. The school is a success and will continue to 

receive support on a regular basis (www.k-i-d-s.org). Up 

to the end of 2009, Migros is supporting a Helvetas 

project for improving water supplies in developing 

countries. Thanks to a total contribution of 1.5 million 



ENCOURAGING EXCHANGE 

BETWEEN THE GENERATIONS

Human beings are growing older. Many pen-

sioners remain active to a late age. Migros 

is preparing at an early stage for this demo-

graphic development and intends to take the 

needs of all generations into consideration in 

a balanced way. Apart from special products 

for the diff erent age groups, Migros is also 

encouraging generations to stick together. 

Thus, since September 2008, Migros has been 

collaborating with the newly founded terz 

Foundation. This public welfare organization 

off ers help, support and advice for all people 

who are older or are getting to grips with grow-

ing old. Emphasis is on the active exchange of 

experience, information and ideas between 

the generations (www.terzstiftung.ch).

It is important to Migros to bring older 

people closer to younger generations. During 

the Euro 2008, Migros in Zurich in the course 

of the European soccer championship created 

a family park for the amusement of around 

45,000 children and numerous adults. In sum-

mer 2008, under the brand Lilibiggs, Migros 

launched a marble collection campaign span-

ning the generations. This involved the col-

lecting of 32 marbles which parents were able 

to unearth for their children, grandparents 

for their grandchildren as well as aunts and 

uncles for their nieces and nephews. Everyone 

was busy collecting, exchanging and playing 

marbles. 

Whilst older people can be infected by 

the enthusiasm of the young, younger peo-

ple on the other hand can benefi t from the 

wealth of experience of the older generation. 

To prevent professional people from losing 

their knowledge after their retirement, the 

Migros Culture Percentage is encouraging 

the generation-overlapping dialogue. The 

platform “Innovage” wants to bring people 

after retirement together with non-profi t or-

ganizations. Innovage seeks well-qualifi ed 

people over 55 who will make their knowledge 

available for sustainable projects benefi cial to 

the community. Innovage counsellors can be 

hired for particular short-term assignments 

(www.innovage.ch).
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CHF, the development organization will be able to 

distribute a simple method of water sterilization – solar 

water disinfection, or Sodis – in Asia (www.sodis.ch). 

In Switzerland, too, Migros is involved in many 

diff erent projects. For instance, it has supported the 

WWF Pandamobil since 2001. As in the previous year, 

Migros organized a major public event for World Ani-

mal Day on 4 September 2008 at Zurich’s main railway 

station where money was collected for animal welfare 

organizations. In addition, Migros donated 1 per cent 

of its September sales of pet food articles which came 

to a total of 140,000 CHF.

Note: Further information about the activities of the 
Migros Culture Percentage over the past year can be found 
in the annual report. The projects referred to above 
as well as other projects can be found on the website 
www.migros.ch > Sustainability > projects.

Migros Culture Percentage allocation 
according to sectors in 2008 in per cent

The Migros Culture Percentage is involved in cultural, social, education-

al, leisure and business sectors. Education (Migros Club School and 

Eurocentres) claims the lion’s share.

Leisure
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Administration
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The resources of the Migros Culture Percentage have grown over the last 

few years according to sales. In 2007, the Culture Percentage accounted 

for additional expenses of 13 million CHF. 
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WWF Climate Group Migros has been mem-

ber of the WWF Climate Group since mid-2007. 

This is a group of progressive fi rms that are 

strongly committed to climate protection. 

Vis-à-vis the WWF the partner fi rms under-

take to be bound by climate protection goals 

and receive support from the environmental 

organization in publicizing their services

(www.wwf.ch/climategroup).

WWF Wood Group The WWF Wood Group 

is a pool of fi rms committed to the responsible 

treatment of wood, to safeguarding the variety 

of species in the forests and to stopping overex-

ploitation. Migros is not just the market leader 

for FSC products but as founding member of 

the WWF Wood Group Switzerland vigorously 

promotes the label (www.wwf.ch/woodgroup). 

WWF Seafood Group In 2008, Migros be-

came a member of the WWF Seafood Group 

which supports sustainable fi shing, see box 

page 21.

ÖBU The ÖBU (formerly association for eco-

logically conscious corporate governance) is a 

think tank for sustainability and management 

topics. A good 300 Swiss companies of varying 

size and orientation have got together in the 

ÖBU network to tackle a problem jointly: the 

further development of the Swiss economy 

according to the principles of sustainability 

(www.oebu.ch).

Energy Trialogue In the year under review, 

Migros joined the Energy Trialogue Switzerland. 

This private-law group wants to develop a long-

term-oriented and sustainable energy pol icy 

that will contribute with innovative solutions 

to the international competitivity of the Swiss 

economy and hence to ensuring the quality of 

life, see main text (www.energietrialog.ch).

myblueplanet The new citizens’ movement 

with roots in Winterthur relies on exciting 

campaigns designed to reduce climate emis-

sions. It has thus initiated an online climate 

network and the so-called “CO
2
-Sparometer”. 

In spring 2008, Migros became a partner of 

myblueplanet and is committed as national 

presenting sponsor and to corporate volun-

MEMBERSHIPS OF MIGROS

Migros is represented in the following or-
ganizations and closely collaborates with 
them with regard to economic, ecological 
and social affairs. A selection.

IG DHS In 2006, Migros, together with 

competitors, formed the interest group Re-

tail Trade Switzerland (IG DHS). The main 

topics of the interest group are parallel im-

ports, Cassis de Dijon principle, retention of 

the special VAT rate for food products, food 

legislation and anti-littering (www.igdhs.ch).

IGAS In April 2008, Migros, together with 

other food companies, created the interest 

group Agricultural Location Switzerland 

(IGAS). The aim is to jointly support the agri-

cultural agreement discussed by the Con-

federation between Switzerland and the EU, 

see main text (www.igas-cisa.ch).

Interest group for Swiss mountain products
The interest group has existed since 2004 and 

apart from Migros consists of Emmi, Nestlé, 

Federal Office for Agriculture, Consumer 

 Forum, “Bauernzeitung” and various smaller 

organizations from farming circles. The aim of 

the group is to ensure the sale of Swiss mountain 

products over the long term. In 2008, the group 

decided to honour a project with the prize for 

innovative mountain agriculture. With the prize 

money of 25,000 CHF provided by Migros, the 

continuing existence of the traditional Alpine 

cheesery Spycherberg has been assured. 

espace.mobilité espace.mobilité is an 

interest group of leading Swiss real estate 

enterprises. Migros has been a member of the 

group since 2006 and thus makes a contribu-

tion to objectifying and solving the problems 

relating to development planning, traffi  c and 

the environment (www.espacemobilité.ch).

GGS The group of large electricity cus tomers 

(GGS) formed in 2007 on Migros’ initiative. 

The GGS, chaired by a Migros general man-

ager, aims at market liberalization and re-

presents the interests of the major electricity 

consumers (www.stromkunden.ch).
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teering. On World Climate Day (8 December 

2008) over 50 employees of the FMC partici-

pated during their working hours, saving up 

to 90 tonnes of carbon dioxide with various 

activities (www.myblueplanet.ch).

Global Compact In 2006, Migros joined 

the UN Global Compact. This worldwide in-

itiative of the United Nations (UN) comprises 

ten principles for good corporate governance. 

The aim of the Global Compact is to promote 

the social commitment of the economy and to 

help bring about a more just and sustainable 

world economy (see box page 15). 
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PROGRESS IN MULTIPACKS

Migros has years of experience in the protection of the environment. In the past two 
years its attention has been particularly drawn to energy effi ciency and climate 
protection where it has already achieved ambitious goals thanks to numerous measures. 
Migros is also making great progress in preventing and reducing packaging waste as 
well as in recycling and ecological disposal.

Migros operates a group-wide environment manage-

ment system which is coordinated by the ecology 

and energy departments in the Federation of Migros 

Cooperatives (FMC). The environment management 

systems of individual units, such as Chocolat Frey, 

Limmatdruck and the Cooperative Migros Lu cerne, 

are additionally certifi ed according to ISO 14001. Al-

together nine employees in the FMC are working 

full time on questions of operational environment 

protection and energy management – supported by 

numerous environment offi  cers in the Regional Co-

operatives and factories. Migros has binding goals 

in all important areas of operational environment 

protection, such as in energy consumption, carbon 

dioxide emissions, water consumption, use of re-

frigerants and waste disposal. An environmental 

check is made each year to determine whether these 

goals have been achieved. 

The key indicator of a fi rm’s environmental pol-

lution is its energy consumption. Since 1975, Migros 

has therefore kept energy consumption statistics and 

has implemented numerous measures to save energy. 

Although production and sales areas have increased 

signifi cantly, the demand for electricity has risen 

only slightly in the last few years. On the other hand, 

heat requirements and fuel consumption have de-

clined. The total energy consumption of the Migros 

group has remained constant. The points of sale and 

the industrial companies consume each roughly 40 

per cent of the total energy, logistics operations the 

remaining 20 per cent.

In the industrial companies the heat requirement, 

e.g. for baking, boiling, sterilizing or uperizing proc-

esses, is an important factor. On the other hand, points 

of sale use up most of their energy in the form of elec-

tricity. The cooling of the products accounts for over 

half of the electricity demand. A refrigerator consumes 

per linear metre almost as much electricity as a single 

family house. Migros therefore pays considerable at-

tention to so-called commercial refrigeration. Today 

many freezer isles are fi tted with sliding glass covers. 

For the others, lids are generally placed at night or roller 

tops pulled down. In the year under review, Migros did 

a successful pilot experiment with anti-condensation 

fi lms which reduced the direct electricity consumption 

of the refrigerators by three quarters. 

1 Fuels include the consumption of the lorry fleets of the ten Regional 
 Migros Cooperatives as well as Scana Lebensmittel AG, but not 
 externally commissioned transport.
2 Income retail trade Migros (Migros Cooperatives, FMC, industrial and 
 logistics establishments)
3 Logistics enterprises embraces the consumption of the ten 
 regional operations centres, the three distribution centres and the FMC.
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Total energy consumption specifi c
in kWh / 1,000 CHF sales 2

In relation to the sales the total energy consumption of Migros has clearly 

dropped in the last three years. 
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Since 2006, Migros’ total energy consumption has fallen slightly due to 

the decline in the heat requirement. 

2004 2006 2007 20082005

1,800

0

1,600

1,400

1,200

1,000

1,6471,6551,6701,643

Electricity 

800

1,666

Heating Fuels 1

600

400

200

Specifi c energy consumption of the
industrial plants in kWh / tonne production

In the last few years the industrial plants have constantly reduced their 

heat requirement per tonne of goods manufactured. Last year in view 

of the high sales the reduction in the specific energy consumption was 

quite considerable. 
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Since 2006, Migros has signif icantly lowered the energ y consumption 

per square metre sales surface. The decline in the heat consumption was 

particularly steep due to energ y saving efforts and milder winters. 
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consumption 2008 in per cent

The Migros industrial companies altogether consume a little more energy 

than the points of sale. The industrial plants are mainly supplied with 

heat, the retail stores with electricity.
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Share of the operating units in the total 
CO2 emissions 2008 in per cent

Compared with the previous year the total CO
2
 emissions have fallen by 

about 2 per cent to 131,000 tonnes. Because of their high fuel consump tion 

the industrial companies account for over half the climate emissions. 
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CLIMATE MEASURES

IN 2008

 1. Reduction in operational carbon dioxide  
emissions based on continued collabor ation 

with the Energy Agency for the Industry 

(EnAW). The individual establishments are 

motivated to take additional measures beyond 

the targets agreed with the EnAW. 

2. Reduction in climate-harmful refrigerant 
emissions in refrigerators. Introduction of 

refrigerant monitoring and the use of natural 

refrigerants with low greenhouse potential. 

Lowering of leakage rates thanks to in-house 

training and improved processes.

3. Limiting of air transport to a minimum. 

Air transport is only permissible for reasons 

of quality or lack of time. Business fl ights are 

off set.

4. Reduction in carbon dioxide emissions 
in transport operations. Logistics im-

provements and switching over deliveries to 

distribution centres to rail transport. Use of 

ecologically and ethically sensible bio fuels. 

5. Reduction in energy consumption in prod-
uct use. Successive changeover to equipment 

categories A+ and A++ for refrigerators and 

coolers. Increase in the percentage of lamps 

powered by energy-saving lights. Introduction 

of new kinds of economy lights such as LED 

or halogen. 

6. Reducing packaging material. A  packaging 

manual is being prepared. Less packaging ma-

terial will be used in the standard assortments 

and for takeaways. 

7. Declaration of the climate burden of 
selected products. The “CO

2
 Champions” 

in fi ve climate- and sales-relevant assortment 

sectors are marked with the climatop label. 

EMPHASIS ON CLIMATE PROTECTION

Migros has reduced its carbon dioxide emissions 
by 20 per cent since the year 2000. Migros’ en-

vironment eff orts a few years ago became focused 

on climate protection. Since 2002, Migros has been 

collaborating with the Energy Agency for Industry 

(EnAW) and has gradually worked out binding tar-

get agreements – audited by the Confederation – for 

increasing energy effi  ciency and reducing CO
2
 emis-

sions. Meanwhile, all 601 Migros points of sale, the 10 

operating centres, the 14 industrial companies, Migros’ 

own fl eet of lorries, the main buildings of Hotelplan, 

the Migros Bank and the FMC, the large department 

stores of Globus and Interio and the 15 fi tness parks 

have climate protection and energy goals until end 

2010. Until then the carbon dioxide emissions of these 

facilities should drop by 16 per cent. 

Thanks to the comprehensive measures to protect 

the climate, Migros was able in 2008 to reduce its CO
2
 

emissions by over 20 per cent compared with 2000. It 

has thus exceeded its interim targets agreed with the 

EnAW. With these substantial savings Migros was well 

prepared for the carbon incentive tax introduced by the 

Swiss Confederation at the beginning of 2008. Nine 

industrial companies were able to apply for exemption 

from the tax in view of their target agreement. Plants 

that fulfi lled the EnAW targets were able to sell part of 

their CO
2
 savings as emission credits to the Climate 

Cent Foundation (Stiftung Klimarappen). 

In order to achieve its climate protection goals, 

Migros relies on energy effi  ciency, emission-low com-

bustibles and fuels as well as on the Minergie standard 

for new buildings. In the extension of this standard 

to sales surfaces it has played a leading role and is 

now speeding up implementation of the standard at 

its points of sale. Meanwhile Migros has opened six 

sales locations according to the Minergie standard. In 

2008, a Migrol fi lling station and a point of sale were 

added as well as the largest Minergie building of all 

in Switzerland: the Westside Shopping and Leisure 

Centre in Bern-Brünnen (see box on page 39). In ad-

dition, the FMC headquarters in Zurich (since 2004), 

the newly erected administrative building of Chocolat 

Frey (2008) and two residential buildings of the Migros 

Pension Fund (2008) have a Minergie certifi cate.

Not only structural measures had a positive eff ect 

on energy effi  ciency, also those responsible for the 

buildings are better informed and motivated. Thus 

the FMC energy specialists have drawn up a checklist 

with which the facility manager can check whether 
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there is still climate protection potential in the ex-

isting buildings. Migros has also installed a “CO
2 

Sparometer” (carbon save-o-meter) with which Mi-

gros enterprises can disseminate their good climate 

protection examples.

In addition to success in the fi eld of energy, Mi-

gros is making eff orts to carry out building work at 

the points of sale in a sustainable manner. Attention 

is focused on building technology, material ecology 

and shaping the environment. Migros has elaborated 

an internal evaluation form for construction projects 

comprising altogether 18 criteria relating to the econ-

omy, the environment and society. The eff ects of a 

project can be fully assessed at a glance. Migros is 

also providing directly for more nature. Since 2005, 

it supports the Nature & Economy Foundation. This 

foundation which is supported among others by the 

Federal Offi  ce for the Environment, promotes the 

close-to-nature creation company sites. Up to now 

Migros has had four of its larger sites certifi ed as “Na-

ture park of the Swiss economy”.

Apart from carbon dioxide Migros also combats 

other gases that have an even higher greenhouse poten-

tial and simultaneously endanger the ozone layer: for 

instance, the refrigerants CFC and HCFC. At present, 

Migros operates 11 refrigeration plants and several 

smaller cooling units with a total of 900 kg CFC and 

975 plants and units with 70 tonnes HCFC. Occasion-

ally small quantities may escape through leaks from 

faulty seals. In the medium term Migros intends to 

convert all plants as far as possible to natural refriger-

ants like carbon dioxide and ammonium. 

To learn more about its climate-eff ective emissions, 

Migros raised a greenhouse gas inventory in 2008. It 

became apparent that a good percentage of the emis-

sions is caused indirectly through the generation of the 

purchased electricity. To make a contribution here too, 

Migros installed solar facilities at several locations. It 

also procures a growing quantity of certifi ed current 

from renewable sources. As the largest consumer 

of “naturemade”-labelled electricity, it received the 

“prix naturemade” for environmentally compatible 

electricity in 2008. 

4 The CO2 intensity is calculated from the ratio of the real to the 
 uninfluenced development. The development is uninfluenced if 
 no action is taken to reduce the CO2 emissions. The implementation
 of measures is thus expressed in a lower CO2 intensity. 

CO2 refrigeration plants at 
Migros points of sale number of plants

The points of sale altogether run more than 2,000 refrigerators. Of these 

more and more are being converted to the CO
2
 refrigerant which has a 

far lesser greenhouse effect than synthetic refrigerants like CFC and 

HCFC. In the case of new freezers Migros has meanwhile consistently 

turned to CO
2
 as coolant. (Plus cooling: refrigeration equipment for 

convenience and dairy products)

Minus cooling plants Plus cooling plants
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In the area of combustibles and fuels the operations centres in 2007 

exceeded the CO
2
 targets agreed with the Energy Agency for the Industry 

(EnAW). The CO
2
 target reduction by 2010 is 14 per cent for propellant 

fuels and even 27 per cent for combustibles. The starting year for target 

agreements is the year 2004. At the time of reporting the f ig ures for 

2008 were not yet available. 
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Up to 2007, the industrial companies and points of sale greatly reduced 

their CO
2 

emissions thanks to comprehensive climate protection measures. 

Both sectors have already far exceeded the 16 per cent target reduction by 

2010. The starting year of the target agreements is the year 2000. At the 

time of reporting the fi gures for 2008 were not yet available. 
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ENVIRONMENT-FRIENDLY TRANSPORT

In 2008, Migros transported more goods by rail 
than ever before. Over long distances Migros 

transports goods by rail if possible. Practically all 

goods are carried by rail from the ports to the distri-

bution centres. All Regional Cooperatives of Migros, 

all major industrial plants as well as the distribution 

centres in Suhr, Neuendorf and Volketswil have their 

own rail connections. Migros, with an annual freight 

volume of over a million tonnes, is the biggest customer 

of Swiss Railways SBB Cargo. More than 400 railway 

wagons run on the rails for Migros every day. In ac-

cordance with its climate plan, Migros is increasing 

the percentage of transports by rail. Thus, in the year 

under review, the distribution centre Neuendorf – 

Migros’ logistics centre for non-food and near-food 

articles – switched its shipments to the Geneva and 

Vaud Cooperatives in western Switzerland to transport 

by rail. All deliveries now to the Ticino are also made 

by rail. In 2008, Migros shipped 60,000 tonnes more 

goods by rail than in the previous year, which corres-

ponds to an increase of 6 per cent. In 2008, Migros 

transported more goods by rail than ever before.

Migros has also taken ecological measures with 

its fl eet of lorries. Thus, thanks to improvements in 

logistics, the number of kilometres travelled by lorry 

has declined since 2004. Moreover, for a number of 

years Migros has been using alternative fuels such as 

biogas from organic waste, biodiesel from recyclable 

vegetable oils and rapeseed methyl ester (RME). Mi-

gros also considers that its drivers should be regularly 

enlightened and informed. In Eco-Drive courses they 

practise driving in an energy-saving and economical 

way. The constant and prompt renewal of the vehicle 

fl eet ensures reduced consumption and lower emis-

sions in the end. Altogether Migros has reduced its 

nitrogen oxide emissions by 40 per cent since 2004. 

When it comes to procuring new vehicles the Regional 

Cooperatives pay greater attention to more ecological 

models such as gas or hybrid vehicles. 

Kilometrage of rail transport in million km

The kilometrage is the sum of all distances covered by all goods wagons 

within a year. The decline in railway kilometres up to 2007 is mostly 

due to the use of larger wagons. In 2008, the railway kilometrage rose 

once again. 
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Migros handles its transport via the national distribution centres and the 

regional operating centres. Supplies to the points of sale are taken by lorry. 

These transports cannot be carried out by rail. For national transports to 

the logistics centres Migros uses the railways where practical. The areas 

of the ten regional Migros Cooperatives are drawn on the map.
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Since 2005, the driving performance of environment-friendlier vehicles of 

emission classes Euro 4 and 5 has increased at the expense of older lorries. 

Altogether the number of lorry kilometres has declined since 2004. 
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OPTIMIZING BUSINESS AND

SHOPPING TRAFFIC

Customers and employees can be climate-friendly 
underway or virtually mobile. Migros points of 

sale are located as a rule where many people live or 

work. In this way Migros ensures short shopping dis-

tances. Over four fi fths of all points of sale are  easily 

accessible on foot or by bicycle. Also the roughly 20 

large centres in the major built-up areas are with-

out exception accessible by public transport. In the 

mail-order business which has grown considerably 

in the past few years, shopping distances are of no 

account. Migros sees to it that deliveries are made as 

environment-friendly as possible. 

Migros has created a number of mobility off ers 

to enable customers and employees to avoid climate 

emissions. Thus, since last year, the FMC has a video 

conference installation for more frequent and emis-

sion-free conferences with its Hong Kong offi  ce. Since 

2007, it has off set unavoidable business fl ights with 

a voluntary contribution to the myclimate Founda-

tion. Also of benefi t to the climate is the “bike to work” 

campaign in which Migros participated last year for 

the fourth time as the main sponsor. The Pro Velo 

campaign in 2008 registered a record number of over 

45,000 participants (www.biketowork.ch).

Migros has a long-standing partnership with the 

car-sharing enterprise Mobility. For business trips or 

for private purposes on favourable terms, employees 

can use Mobility cars. Customers benefi t also from 

the cooperation: small Mobility cars are parked at 

large Migros supermarkets. Mobility vans are also 

available at four M parks. People who don’t own a 

car can use these vehicles on very favourable terms 

to make large purchases or transport bulky goods. 

Non-drivers can have large household appliances 

like washing machines and refrigerators delivered 

to their home free of charge. 

In spite of these off ers, the fact remains that private 

cars are used for making 40 per cent of purchases. 

At larger shopping centres this percentage is still 

considerably higher. Migros has had this situation 

and the available potential for change thoroughly 

investigated together with the espace.mobilité (see 

chapter Stakeholders). The results of various studies 

all point in the same direction. The actual basic rea-

sons for the choice of car for shopping are the large 

amount of shopping, the distance to the point of sale, 

poor public transport facilities at home and shop-

ping with the children. Restrictive measures at the 

THE GREEN

GIANT

In autumn 2008, the Cooperative Migros 

Aare opened its shopping and leisure centre 

Westside. The gigantic construction in Bern- 

Brünnen acts like a crystal growing out of the 

landscape. Mighty glass and metal peaks jut 

into the sky. The building was partly erected 

over the autobahn A1. This helped to save some 

land and also contributed to noise protection. 

The considerable amount of daylight fl ood ing 

the building lights up 55 shops whose total fl oor 

space measures more than three football fi elds. 

In addition, the centre houses ten restaurants, 

the largest “Erlebnisbad & Spa” (swimming 

pools, fi tness centre, etc.) in Switzerland, a 

multiplex cinema, a hotel and a residence for 

senior citizens. 

The centre sets new standards, not only 

as regards its size and exciting visual experi-

ence, but also in terms of energy effi  ciency. For 

instance, in Westside only 15 per cent of the 

heat is generated by oil. 35 per cent is derived 

from a ventilation system with heat recov-

ery and 50 per cent from modern woodchip 

heating. Thanks to the climate-neutral wood 

from  nearby forests the heating prevents the 

emission of 1,700 tonnes of carbon dioxide a 

year. The walls have 25 cm thick heat insula-

tion and many windows are triple-glazed. The 

waste heat of the shopping centre is used to 

heat the baths. On the strength of these fi gures 

the Westside Centre received the Minergie 

Certifi cate, it is thus the largest building ever 

to be awarded this certifi cate. 

An important aspect of the concept is 

the easily accessible position with perfect 

connections to public transport facilities. 

Thus the centre lies immediately next to the 

newly constructed suburban metro railway 

station Bern-Brünnen (S-Bahnhof). West-

side can also be reached from Bern main 

railway station by direct bus route and from 

the year 2010 by tram Bern West. The centre 

also has parking facilities for road vehicles 

and bicycles. Throughout the planning and 

construction phases the local population of 

the surrounding districts were kept regularly 

informed about the state of the project in the 

Brünnen newspaper. 



Eco lo g y

40

target location, i.e. the shopping centre, leave all these 

reasons unchanged. This is why official restrictions 

at the shopping centres make no difference and are 

of no benefit to the environment. Frequently they 

even lead to counter-productive searches for alterna-

tive routes or parking sites and to undesirable extra 

emissions. An efficient solution to the problems of 

transport and the environment requires an integral 

spatial approach and equal sharing of the burden by 

all parties concerned. 

CLEANER CITIES

Migros supports the public authorities in the 
struggle against waste lying around. Littering 

is a widespread problem in cities and built-up areas. 

At present there are a number of official initiatives in 

various communities and cantons aimed at tackling 

the problem of littering. Nation-wide consistent 

principles of anti-littering, however, would be more 

efficient than many different approaches. Migros 

therefore supports the Round Table of the Federal 

Office for the Environment (BAFU) on the subject of 

littering and attended an initial meeting in autumn 

2008. 

A good half of litter originates from takeaway 

products. Migros takes the problem seriously and 

tackles it together with the Interest Group Retail 

Trade Switzerland (IGDHS) and the Interest Group 

Cleaner Environment. Migros aims at improving 

consumer awareness with the aid of communication 

campaigns. Migros also lends a hand by assisting 

 local street cleaning authorities from case to case, e.g. 

by emptying public waste bins and cleaning up the 

 immediate surroundings of the points of sale. 

A study commissioned by the IG DHS in 2006 

shows, however, that the retail trade as a whole cannot 

be held responsible for the littering problem since a 

mere 30 per cent of the litter originates from customers 

of the large retailers like Denner, Manor, Coop, Valora 

and Migros. Other providers of street refreshments, 

the publishers of free newspapers and the tobacco 

industry should also be included in attempts to solve 

the littering problem. 

In the past two years Migros has jointly assisted 

successful anti-littering schemes in various localities. 

Also at the Euro 2008 the retail trade collaborated with 

the authorities for example with the “Pack’s ins Brot” 

campaign in Basel. Since August 2008, the Cooperative 

Migros Geneva on its own initiative has stopped hand-

ing out disposable plastic bags at the checkout, unless 

the customer expressly asks for them. In February 2009, 

the plastic bags were abolished altogether.

ECOLOGICAL AND ECONOMIC

WASTE DISPOSAL

Migros successfully operates the biggest take-
back scheme in the Swiss retail trade. Alto-

gether around 200,000 tonnes of operational waste 

accumulate each year at Migros – roughly in equal 

NEW PACKAGING OFFENSIVE

In view of the public debate on the climate and 

environmental matters, many consumers are 

acutely aware of the subject and are worried 

about lavish packages. Migros has therefore 

decided – apart from products and internal 

processes – to optimize its packaging. The 

aim is to reduce packaging material or, where 

feasible, to replace it by climate-friendlier 

material. Packaging as a rule has little eff ect 

on a product’s impact on the environment if 

one considers its whole life cycle, yet there is 

room for improvement. 

Migros has roughly examined the stand-

ard assortment in the food sector and conduct-

ed fi rst comparative life cycle assessments on 

the full range. These take into account the 

whole packaging chain, apart from the ex-

traction of the raw materials, for example, also 

the manufacturing and transport processes 

as well as the disposal and reutilization. Some 

of the items closely examined included cold 

meat packages, coff ee sachets, milk packages, 

yoghurt cups and cosmetics jars. Result: the 

carbon dioxide savings potential ranges be-

tween 20 and 80 per cent. 

Because packages have to meet very diff er-

ent requirements – especially with regard to 

handling, transport and marketing – it is not 

always possible to choose the environmentally 

friendliest. Nevertheless, in the year under 

review, Migros was able to save approx. 9,500 

tonnes of carbon dioxide by means of weight 

reductions and the use of recycled material 

for making consumer packages. 
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parts in the industrial companies and the ten Re-

gional Cooperatives. With such tonnages Migros 

ranks highly in the Swiss waste industry. Recycling 

is the key factor. Migros has altogether 67 per cent of 

its operational waste recycled. Internally Migros is 

greatly concerned with the avoidance of waste and 

the closing of material cycles. For instance, in logis-

tics operations where it makes ecological sense, it 

uses reusable packages instead of cardboard boxes. 

Around seven million plastic reusable packages are 

in circulation. They ensure annual savings of about 

60,000 tonnes of cardboard. 

The returns of customers are almost completely 

recycled. Migros operates the biggest take-back sys-

tem for empties and worn-out products in the Swiss 

retail trade. In 2008, Migros took back around 13,000 

tonnes of customer waste. The take-back system in 

the points of sale particularly applies to PET drink 

bottles, PE milk product bottles, batteries, electrical 

and electronic appliances as well as energy-saving 

lamps. In specialist markets and points of sale that 

stock corresponding articles, other worn-out products 

are taken back such as fl uorescent lamps and lights, 

paints and varnishes as well as electrically powered 

toys, construction, gardening and hobby equipment. 

In 2008, together with the Interest Group Cleaner 

Environment, the recycling organizations and Walt 

Disney, Migros, on the occasion of the fi lm “Wall-E”, 

published a recycling guide which informs the cus-

tomers about the possibilities of waste disposal. 

The reorganization of PET recycling two years 

ago has fi nally proved successful. As the Federal Of-

fi ce for the Environment confi rmed in mid-2008, the 

legally prescribed recycling quota of 75 per cent has 

been clearly exceeded by 3 percentage points. The 

Swiss masters in PET recycling are Migros custom-

ers who return around 90 per cent of plastic bottles 

to the points of sale. The perfected collecting activity 

is an important step in the anti-littering campaign. 

Alongside this activity Migros is also committed to 

the sound use of old PET. In 2008, its own mineral 

water producer Aproz Sources Minérales SA used 

over 1,500 tonnes of PET recyclate – roughly three 

times more than in the previous year. Around 7,000 

tonnes of greenhouse gases were thus avoided as 4.5 kg 

of greenhouse gases can be saved per kilo of recycled 

PET used in new bottles. 

Migros does not merely take care of ecological 

waste disposal but also manages more and more waste 

with economic effi  ciency via the internal disposal 

platform. Discarded goods and waste products are 

commodities that have fetched higher and higher 

prices in the last few years. This led in the past to lower 

waste disposal costs. This is why the prepaid recycl-

ing charges and disposal fees could be constantly 

reduced – savings which Migros has always passed 

on to its customers in the form of price cuts. Waste 

management is admittedly a very dynamic fi eld of 

activity that is increasingly obeying to the rules of 

the market economy and is becoming therefore also 

volatile. Thus the fi nancial crisis has also aff ected the 

scrap market. As a result, in 2008, the revenue from 

secondary raw materials has collapsed in some cases, 

in particular the fall in oil prices has adversely aff ected 

the market for used plastics. 
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Operational waste total in 1,000 tonnes

The operational waste each year amounts to approx. 200,000 tonnes. The 

points of sale and logistics enterprises together cause roughly the same 

amount of waste as the industrial companies. 
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Operational waste specifi c in kg / 1,000 CHF sales 5

The specific quantity of waste over the last few years amounts on average 

to approx. 13 kg per 1,000 francs sales. Last year it was somewhat less due 

to the unusually high sales. 
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Recycling rate of operational waste in per cent

In the last few years Migros has continuously and clearly increased the 

processing quota of operational waste.
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Customer returns according to type in 1,000 tonnes

In the last few years customers have brought more and more recycl-

ables into the stores. The customer returns are collected by Migros and 

forwarded to the recycling organizations. By far the largest fraction of 

customer returns are PET bottles. 
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Water consumption in million cubic metres

Migros has enormously reduced its drinking water consumption since 

1990 and is continuing to lower its consumption each year. Within the 

group the industrial companies need the most water. 
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Composition of operational waste in per cent

Organic waste accounts for the majority of operational waste, e.g. expired 

foodstuffs or production and cut waste. Offal not used as food is included 

in animal by-products (bones, entrails, etc.).

Animal by-
products 17 %

Paper,
cardboard 24 %

Sludge, special waste
2 %

Plastics, metals
3 %Fats, oils, wood,

bulky packaging, 
building rubble,

various 4 %

Refuse
20 %

Organic
waste 30 %

5 Income retail trade Migros (Migros Cooperatives, FMC, industrial 
 and logistics establishments)
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STRATEGY AND PROFILE

Profi le
1.1  Chairman and CEO�s statement

  → SR 5, AR 122

1.2  Risks and opportunities

  → SR 15, 26

Organizational profi le
2.1  Name of organization

  → SR Cover

2.2  Primary brands, products 

  and services

  → SR 10, 18, AR 138, 141

2.3  Operational structure

  → SR 14, AR 126

2.4  Location of headquarters

  → AR Imprint

2.5  Countries of operation

  → SR 9, AR 141

2.6  Nature of ownership and 

  legal form → SR 9, AR 125

2.7  Markets served

  → SR 9, AR 138

2.8  Scale of the organization

  → SR 11, AR 121

2.9  Signifi cant structural changes

  → SR 11, AR 122

2.10  Awards received

  → SR 17

Report parameters
3.1  Reporting period

  → SR 2

3.2  Date of most recent 

  previous report → SR 2

3.3  Reporting cycle

  → SR 2

3.4  Report contact person

  → SR Imprint

3.5  Report content: process for 

  defi ning → www

3.6  Boundary of the report

  → SR 2, 36, www

3.7  Limitations on report scope

  → SR 2

3.8  Basis for reporting → www

3.9  Data measurement techniques

  → www

3.10  Restatements of information

  → www

3.11  Signifi cant changes in scope 

  and methods → www

3.12  GRI content index

  → SR 45, AR 244

3.13  Assurance → www

Governance, commitments, 
and engagement
4.1  Governance structure

  → AR 125

4.2  Chair/executive offi cer status

  → SR 14, AR 129, www

4.3  Board: non-executive directors

  → SR 14, AR 130

4.4  Board: mechanisms for feedback

  → SR 14, AR 126

4.5  Remuneration: senior executives

  → AR 136

4.6  Board: confl icts of interest

  → AR 125, 132

4.7  Board: qualifi cations and expertise

  → SR 15, www

4.8  Internal statements: 

  mission and principles

  → SR 14, 19, 26

4.9  Board: oversight of performance

  → SR 13, 15, AR 132

4.10  Board: evaluating own 

  performance → www

4.11  Precautionary principle

  → SR 14, AR 144, 226, GC 7

4.12  External charter/initiatives 

  endorsed

  → SR 16, 36, AR 196

GRI INDEX

The reporting of the Migros covering the annual re-

port and sustainability report discloses the economic, 

ecological and social performances. The reports hold 

true to the principles of the Global Reporting Initia-

tive GRI (Version G3). The GRI is a multi-stakeholder 

dialogue and develops generally recognized guidelines 

for presenting the performance in the fi eld of sustain-

able development.

The present document is also regarded as a pro-

gress report as defi ned in the Global Compact. This 

UN initiative comprises ten principles that are based 

on universally recognized values of good corporate 

guidance. The principles of Global Compact can be 

found on page 15 of the sustainability report or on the 

Internet: www.globalcompact.org.

GRI application level The GRI certifi es that the 

report is in accordance with the GRI standards at 

level B. The requirements for this were: 

a) in the “Strategy and Profi le” section, the answer-

ing of all indicators (indicators 1.1 to 4.17);

b) in the “Performance Indicators” section, data 

on the management approach for each category (econ-

omy, ecology, working practice, human rights, society, 

product responsibility) and

c) the reporting on a total of at least 20 indicators 

(minimum one per category).

More information on the application levels is to 

be found on the GRI website.

The complete indicators as well as further in-

formation on the application levels can be found on

www.globalreporting.org.
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4.13  Memberships

  → SR 32, AR 199

4.14  Stakeholders: list

  → SR 26, AR 198

4.15  Stakeholders: identifi cation 

  and selection → www

4.16  Stakeholder dialogue

  → SR 26, AR 198

4.17  Stakeholder engagement: 

  approaches

  → SR 26–31, AR 198

MANAGEMENT APPROACH

AND PERFORMANCE

INDICATORS

Economic
  Management approach → www

EC1  Economic value generated

  → SR 26, AR 231

EC2  Climate change: fi nancial risks

  → GC (7, 8)

EC3  Benefi t plan obligations

  → AR 201, 207, www

EC4  Financial assistance from 

  government

EC5  Entry level wage

  → AR 202, GC (6)

EC6  Locally based suppliers: 

  policies, spendings

  → SR 19, 21

EC7  Local hiring policy

  → GC (6), www

EC8  Infrastructure developments

  → SR 11, AR 139

EC9  Indirect economic impacts

  → SR 11, 26, AR 213 

Environmental
  Management approach → www

EN1  Materials: used → GC (8)

EN2  Materials: recycled input 

  materials

  → GC 8, 9

EN3  Energy: direct energy 

  consumption

  → SR 35, GC (8)

EN4  Energy: indirect energy 

  consumption

  → SR 35, GC (8)

EN5  Energy: effi ciency savings

  → SR 35, GC 8, 9

EN6  Products: energy-effi cient 

  or renewables

  → SR 22, 23, GC 8, 9

EN7  Indirect energy consumption

  → SR 39, GC 8, 9

EN8  Water: consumption

  → SR 42

EN9  Water: sources

EN10  Water: recycled

  → GC 8, 9

EN11  Biodiversity: land usage

  → GC (8), www

EN12  Biodiversity: impacts on 

  → GC (8)

EN13  Biodiversity: habitats 

  protected or restored

  → SR 37, GC (8), www

EN14  Biodiversity: managing impacts

  → SR 21, 24, GC (8)

EN15  Biodiversity: red list species

  → GC (8)

EN16  Greenhouse gas emissions: 

  direct and indirect

  → SR 35, 37, GC (8)

EN17  Greenhouse gas emissions: 

  other indirect

  → GC (8)

EN18  Greenhouse gas emissions: 

  reduction → SR 35, 37, GC 8, 9

EN19  Ozone-depleting substances 

  by weight

  → GC (8)

EN20  NOx & SOx, and other signifi cant 

  air emissions

  → GC (8)

EN21  Wastewater: discharge 

  (quality and destination)

  → GC 8, www

EN22  Waste: total weight and 

  disposal method

  → SR 41, 42, GC 8

EN23  Signifi cant spills: total number 

  and volume

  → GC (8), www

EN24  Hazardous waste: 

  transported weight

  → GC (8)

EN25  Affected water bodies

  → GC (8), www

EN26  Products: environmental impacts 

  reduction

  → SR 21, 22, 36, GC 8, 9

EN27  Products/packaging: percentage 

  reclaimed 

  → SR 41, 42, GC 8, 9

EN28  Non-compliance environmental 

  laws

  → GC (8), www

EN29  Transport: environmental impacts 

  of transport  

  → SR 35, 37, 38, GC (8)

EN30  Environmental protection 

  expenditures

  → GC 8

Labour practices and 
decent work
  Management approach → www

LA1  Workforce: employment type, 

  contract, region

  → AR 206, 207, www

LA2  Employee turnover by age group, 

  gender, region

  → AR 206, GC 6

LA3  Employee benefi ts

  → GC (6), www

LA4  Collective bargaining agreements 

  → AR 206, 207 GC (1), 3

LA5  Operational changes: minimum 

  notice period → GC 3

LA6  Health & safety: workforce in 

  committees

LA7  Health & safety: rates of injury, 

  lost days

  → AR 201, 204, www

LA8  Health & safety: prevention 

  of serious diseases

  → SR 28, AR 201, 204

LA9  Health & safety: agreements with 

  trade unions → www

LA10  Training & development: 

  hours per employee

LA11  Training & development: 

  lifelong learning

  → AR 204

LA12  Training & development: 

  performance reviews

  → AR 205, www

LA13  Diversity statistics

  → AR 206, GC (1), 6
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LA14  Remuneration: basic salary 

  men — women → GC (1), 6

Human rights
  Management approach → www

HR1  Human rights: signifi cant 

  investments screening

  → GC 1, 2, (4, 5, 6), www

HR2  Human rights: procurement 

  screening

  → SR 19, GC 1, 2, (4, 5, 6), www

HR3  Human rights: employee training

  → GC 1, (4, 5), www

HR4  Discrimination: number of 

  incidents → GC 1, 6

HR5  Freedom of association: 

  right at risk

  → GC 1, 3, www

HR6  Child labour: operations with 

  signifi cant risk

  → GC 1, 5, www

HR7  Forced labour: operations with 

  signifi cant risk

  → GC 1, 4, www

HR8  Human rights: security personnel 

  trained

  → GC 1, 2, www

HR9  Indigenous people rights: 

  incidents

  → GC 1, www

Society
  Management approach → www

SO1  Impacts of operations on 

  communities

  → GC (1), www

SO2  Corruption: number of business 

  units analyzed

  → GC 10

SO3  Anti-corruption: training

  → GC 10, www

SO4  Corruption: actions taken in 

  response to

  → GC 10

SO5  Public policy development

  → SR 29, AR 199, GC (10)

SO6  Political contributions: total value

  → AR 199, GC (10), www

SO7  Legal actions: anti-competitive 

  behaviour → www

SO8  Non-compliance: signifi cant fi nes

Product responsibility
  Management approach → www

PR1  Products: customer safety 

  assessments → www

PR2  Non-compliance: customer 

  health & safety

  → AR 165, www

PR3  Products: information 

  requirements

  → SR 18, 19, 21, AR 165, GC (8), www

PR4  Non-compliance: product 

  information

  → GC (8)

PR5  Customer satisfaction

  → SR 27, AR 164, www

PR6  Marketing communications: 

  voluntary codes

PR7  Non-compliance: marketing 

  communications → www

PR8  Customer complaints: 

  customer privacy

  → AR 164, www

PR9  Non-compliance: provision 

  of products → www

Legend
  Reported

  Partly reported

  Not reported

  Not relevant

 EC Core indicator

 EC Supplemental indicator 

 GC Directly relevant 

  Global Compact principle

 (GC) Indirectly relevant 

  Global Compact principle

 AR Page annual report

 SR Page sustainability report

 www Additional information about 

  this indicator can be found in 

  the online GRI index at

  www.migros.ch: 

  Über die Migros > 

  Nachhaltigkeit > 

  Publikationen > 

  English documents
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