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PRINCIPLES MATTER 

FAIRNESS  

to achieve more balance in opportunities, resources and power 
by making sure that in any change the weakest part takes most 
ĈØ łèÉ v¾ŖvāłvßÉĞ mèvłĭĶ Øvëİ ëĶ üĈİÉ Ķłv¨ôÉĞ 

 

Sustainability 

BY Which treatment are SUPPLIERS enabled to do an excellent and 
loNg lasting job? How do WE want the power balance to be? The 
mirror is our best friend. 
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ACTIONS MATTER 

TO create positive impact through THE power-full relations OF 
Z1ať=D1Z] m1 )ťIĭa ŗvëł ØĈİ 

policy 

Consumers 

Competitors 

Investors 

Technology 

Better times 

é and NEED stop doing what is clearly not fair and sustainable. 
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Investing with power in trust  

é with suppliers: longlasting trustful  relations and plans, 
written contracts, pricing, consistent sourcing against 
agreed/certified standards 

é with producers: investment in capacity building and 
organizational development, agronomy/Climate programmes, 
Decent work programmes with expert orgs, information and data 
(incl Price) transparency 

é with consumers: choice editing, consumer education, price 
incentives 

é with the public: Corporate policies mirroring sdgós, Measure 
and manage externalities; Transparent communication (GRI); 
adocacy (eg. EU UTP enforcement; bilateral trade agreements); 
enhance the retailerós voluntary Supply chain initiative 
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RETAIL DOES A LOT 

Netherlands ï Plus: PPP for post conflict stabilization through 
Fairtrade banana sourcing; now: extension to many more 
categories incl climate neutral coffee 

Germany ï Edeka: WWF partnership for organic Products 

Germany ï Aldi and Lidl: growing share of various susTainability 
labels 

UK ï Sainsbury, WAITROSE and Coop: Fairtrade commitment 

UK ï M&S: Plan A 

é 
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Coop (CH) 
Corporate policies: Sustainability is broad and inclusive 
  

 

 



Migros 
Corporate Policies: Focus areas in all 3 sustainability areas 
 

Migros-Genossenschafts-Bund / Direktion Nachhaltigkeit und Qualitätsmanagement / Partnerkonferenz FT MH 

�‡Market performance 

�‡Marktability 

�‡Development potential 

�‡Emissions 

�‡Biodiversity 

�‡Natural resources 

�‡Labour 

�‡Social responsibility 

�‡Health & Well-Being 
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Social Environment 

12.06.2015 


