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Investigation of co-operative visual language around the world
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Designing the global Co-operative Marque: research

22-question global survey:

•	 How do co-operators see themselves?

•	 How do they see other co-operators?

•	 What do they feel about the co-operative movement?

•	 What words and images best capture the nature, meaning and  
purpose of co-operation?
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In answer to the question:

“Do you think that we should use ‘co-op’ or ‘coop’ to promote our 
worldwide identity – even though it is not used or understood 
everywhere?”

Spanish language 
respondents: 

86% said yes

French language 
respondents: 

92% said yes

English language 
respondents:  

75% said yes
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Using graphic symbols to represent co-operation
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The problem with a marque based on a graphic symbol

•	 Symbol alone cannot exclusively express co-operation

•	 “Any of these could be the marque of a mainstream bank”

•	 The field of corporate identities is crowded

•	 Purely symbolic marque requires verbal qualification

•	 Symbol will take many years to become universally recognised 
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Why ‘coop’?

•	 ‘Coop’ is who we are

•	 ‘Coop’ expresses our purpose

•	 ‘Coop’ belongs to us, and nobody else
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The Marque

•	 A simple and original design with distinctive personality

•	 The linked ’O’s symbolise working together

•	 Strong symmetry and reflected shapes
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Marque with slogan

 Les coopératives, 
des entreprises pour 
un monde meilleur

 Las empresas cooperativas 
ayudan a construer 
un mondo major
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Key messages: the Marque with alternative slogans

Serving the 
needs of people 
everywhere

Co-operatives working 
together under a 
shared identity

Enviromental concern
Financial sustainability
Social purpose

A growing and
sustainable model
of enterprise

People-centred businesses
driving social innovation
putting people first

A proven self-help
model for good
times and bad

People
together
are stronger
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The Marque in black – and seven colours
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Applications
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Signature images

1  Farming
2  Living
3  Formation
4  Festival
5  Seascape
6  Football
7  Cityscape
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Thank you!
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