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Why promote your co-op identity?

 Differentiates co-ops from other types of businesses

 Educates and generates awareness re co-op model

 Provides a marketing advantage: consumers generally positive about 

co-ops

 Strengthens co-op movement, which in turn strengthens your own co-

op

 Sends message about co-op difference to members and other 

stakeholders, including government 



How consumers view co-ops

Public opinion surveys:

 83 per cent would rather shop at a member-owned local business than a chain 

store (Abacus Data 2012)

 81 per cent say co-ops more likely to support community values (Ipsos Reid 

2013)

 76 per cent say co-ops more likely to engage in socially responsible practices 

(Ipsos Reid 2013)

 70 per cent say co-ops offer lower prices (Ipsos Reid 2013)

 70 per cent say co-ops offer better customer service (Abacus Data 2012)



Spreading the word online 

 Communicating online is an integral part of any communications strategy

 Canadians are among the world’s biggest Internet users: 83 per cent 

of Canadians 16 and over used the Internet in 2012 (Statistics Canada)

 31 per cent used the Internet for 10 or more hours each week 

 Browsing for information re goods or services is 2nd most frequent use 

of Internet, after email, attracting 77 per cent of Internet users

 Social media was 4th most frequent use: 67 per cent of Internet users 

accessed social media sites 



Do co-op websites reflect co-op 

identity?  

 Research conducted in April-August 2013 on Canadian co-op websites:

 50 largest non-financial co-ops + Desjardins and The Co-operators

 20 credit union websites

 20 new and emerging co-op sites

 Research tool: Co-op Identity Web Index (CIWI) 



The CIWI: how it works

Six indicators:

 Does the website identify the organization as a co-operative, above and 

beyond the name & logo? (10 pts)

 Does the website attempt to answer the question “What is a co-op?” (10 pts)

 Does the website list the 7 co-operative principles? (10 pts)

 Does the website provide additional information about the co-operative 

model or the co-op movement, for example, a co-op FAQ? (10 pts)

 Does the website include links to other co-ops or co-operative associations? 

(5 pts – 1 for each link up to 5)

 Does the website use the .coop domain extension? (5 pts)

Total: 50 pts (note: for each of the first 4 indicators, 1 pt is deducted per level 

of navigation) 



52 largest co-ops: Co-op identification

Indicator 1: Does the website identify the 

organization as a co-operative, above and 

beyond the name and/or logo?

 49 out of 52 identified as co-op

 21 identified as co-op on home page 

 25 identified as co-op on 2nd level (1 click) 

 3 identified as co-op on 3rd level (2 clicks)

 3 did not identify as co-op beyond name or logo 
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What is a co-op?

Indicator 2: Does the website 

attempt to answer the question 

“What is a co-op?”

 36 out of 52 made some effort to 

describe what a co-op is

 Only 1 – Pioneer Co-op – had info on 

home page

 15 had info on 2nd level (1 click)

 16 made no attempt to define a co-

op

 Common phrases: “member-

owned”, “controlled by members”, 

“profits shared”
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Co-op principles

Indicator 3: Does the website list the 

seven co-operative principles? 

 21 co-ops listed the principles on their 

websites

 6 more made reference to principles, but 

did not list them

 25 made no reference to co-op principles

 No sites had principles on home page

 10 listed principles in 2nd level navigation (1 

click)
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Additional co-op info

Indicator 4: Does the website provide additional information about the 

co-operative model or the co-op movement, for example, a co-op FAQ? 

• 33 of the 52 sites had additional information about co-ops, usually on 2nd

or 3rd level. 
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Links to other co-op organizations

Indicator 5: Does the website include links to other co-ops or co-operative 

associations? 

 Sites that listed other co-ops or associations but did not link received half 

points.

 28 sites included at least one 

link to another co-op or co-op

association.

 16 sites had more than one link

Jan-14 11



The .coop domain

Indicator 6: Does the website use the .coop 

domain extension? 

 Only 6 of the co-ops used the .coop domain, 

including La Coop fédérée.

 23 used .ca, including FCL, MEC and The Co-

operators. 

 23 used .com, including Desjardins, UFA & 

Agropur
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52 largest co-ops: CIWI scorecard

 Median CIWI:  28/50

 Average CIWI: 23.3/50

Sorted by language of site

 English (34 sites): average CIWI: 20/50 

 French (10 sites): average CIWI: 35.1/50  

 Bilingual (8 sites): average CIWI: 26.6/50

Of the 6 sites that used .coop, four were in 

French, one was bilingual and one was in 

English.
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CIWI top 12 

 Citadelle (QC) - www.citadelle-camp.coop: 46/50

 Mid Island Co-op (BC) - www.midisland.coop: 46/50

 La Coop fédérée  (QC) – www.lacoop.coop: 42/50

 La Coop des Bois-Francs (QC) – www.boisfrancs.coop: 42/50

 Groupe coopératif Dynaco (QC) – www.dynaco.coop: 42/50

 Co-op Atlantic (NB) – www.coopatlantic.ca: 42/50

 La Coop Purdel (QC) - http://www.purdel.qc.ca: 41/50

 Unicoop (QC) - http://www.unicoop.qc.ca: 40/50

 La Coop Seigneurie (QC) - http://www.scalaseigneurie.qc.ca: 40/50

 Arctic Co-operatives Ltd (MB): http://www.arcticco-op.com:  39/50

 The Co-operators (ON): www.cooperators.ca: 38/50

 La Coop Profid’Or (QC): http://www.profidor.qc.ca: 38/50

FCL, MEC and Desjardins would have been in top 12 if fewer clicks were 
needed to access their co-op info..and used the .coop extension!Jan-14 14

http://www.citadelle-camp.coop/
http://www.midisland.coop/
http://www.lacoop.coop/
http://www.boisfrancs.coop/
http://www.dynaco.coop/
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http://www.purdel.qc.ca/
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http://www.scalaseigneurie.qc.ca/
http://www.arcticco-op.com/
http://www.cooperators.ca/
http://www.profidor.qc.ca/
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New and emerging co-ops 

 20 new and emerging co-ops, selected 
from  list of CDI recipients: regional & 
sectoral diversity

 All but 2 identified as co-op

 10/20 explained “what is a co-op”

 None included co-op principles

 3 included other info about co-ops

 6 included links to other co-ops, assns

 3 used .coop

 Median CIWI: 18; average CIWI: 15.7

 Sumac, Funeral Co-op of Ottawa were 
top
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Credit unions: 20 largest
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• Modified index: instead of “what is co-op”, used “credit 

union difference”

• 13 of 20 described themselves as “financial co-

operative”

• All 20 had some explanation of CU difference

• 6 of 20 included co-op principles

• 5 provided additional info about co-ops/CUs

• Only 2 had links to other co-op/CU assns

• None used .coop

• Median CIWI: 18/50; Average CIWI: 17.1

• Assiniboine, Vancity, Servus, Conexus and Affinity were 

top CUs



Other examples of promoting co-op 

identity online 

Ontario Natural Food Co-op



Toolbox for Education and Social Action (U.S.)



Calverts (U.K.)

“Calverts is a communications design and printing company 

based in Bethnal Green. Founded in 1977, it is a worker co-

operative with 12 members. The firm’s assets are owned in 

common by the workforce, who are paid equally.  All 

members participate in strategic management, and profits 

are re-invested in the co-operative or used for community 

aims.” 



…and let’s not forget social media!

“As a financial co-operative, we use our financial tools in innovative 

way to create positive outcomes for our members and communities” 

– post on Vancity Facebook page 



Tips for improving your online co-op identity

 Don’t assume people know you’re a co-op…or what a co-op is. Even if you have 

“co-op” in your name, you should explain what that means. Add a co-op FAQ to 

your site and include the co-op principles.

 Include links to regional, provincial, national and international co-op associations 

to show that your co-op is part of a global movement. 

 Ensure that information about co-ops is accessible to the public; don’t bury it in a 

“members only” section of your site.

 Make co-op information easy to find on your site, either as a link on your homepage 

navigation bar (“Our co-operative”) or a banner link on your home page. 

 Use images to draw public attention to your co-op information, as you would with 

product information.

 Take advantage of special events like Co-op Week to promote co-operation on your 

website. 

 If you’re a .com or .ca, consider switching to .coop.

 Use social media to further project your co-operative identity.



Remember: you’re not just marketing your product or service

You’re marketing your values! 
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