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What Is Consumer Co-op / What Is JCCU

Copyright(C) 2019- Japanese Consumers' Co-operative Union Merchandising Division All Rights Reserved 2

■The Characteristics of Japanese Consumer Co-ops
Consumer Cooperatives Act regulates consumer co-ops; the act classifies 
the co-ops into categories according to the type of business and does not 
permit consumer co-op to do banking business. Each consumer co-op is 
permitted to do business only in the prefecture where it is registered. In 
principle, non-members are not allowed to use co-op's services.
■What is Japanese Consumers' Co-operative Union(JCCU)
Japanese Consumers' Co-operative Union (JCCU) was established in 
March 1951 as the national federation of consumer co-ops in Japan. 
Today, about 320 consumer co-ops and consumer co-op unions join JCCU 
and the total of gross sales of the member co-ops is about 3.5 trillion JPY, 
with total 29 million members. JCCU is the largest consumers' 
organization in Japan.
As the representative of member co-ops, JCCU communicates with a 
variety of organizations, advocates consumers' co-operative movement, 
and makes policy proposals. JCCU also develops and supplies CO・OP 
Brand Products to its member co-ops, and supports the development of 
member co-ops' businesses and activities.
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■Relation between JCCU and Member Co-ops
JCCU and its member co-ops operate their businesses independently of 
each other and do not constitute headquarters/branch relationships. 



JCCU’s Product Business
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There are two main functions of product business of JCCU.
•Development of CO・OP Brand Products: JCCU develops and improves CO・OP 
Brand Products to meet members' demand in their daily lives. The total number of the 
products is about 5,300 with sales turnover of 417.3 billion yen (at the retail price) 
covering 15.1% of the total sales of retail co-ops. (as of March 31, 2019)
•Distribution of products to member co-ops nationwide: JCCU manages the 
distribution of CO・OP Brand Products comprehensively from ordering to logistics and 
delivery, cooperating with manufacturers for optimal management.
In addition to above, JCCU operates joint purchasing of products including national 
brand products and imports, makes home delivery catalogs, and organizes product 
promotion planning in cooperation with member co-ops.



Environmentally friendly initiatives 
in the CO-OP product business

(2) “New Environmental Policy of Co-op for 2020” (Formulated in 2010)

The level of environmental considerations in society as a whole has increased, with the 
establishment of social mechanisms with certifications such as MSC and FSC.

JCCU's CO-OP products will pursue more objectivity by proactively introducing socially 
recognized external standards and mechanisms, and contribute to the expansion and 
improvement of social standards. 

CO-OP will strengthen the participation and communication of CO-OP members.
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(1) Development and dissemination of products that address lifestyle issues and social 
issues through the participation of co-op members

Since the 1960s, CO-OP has been working on the development and popularization of products 
that lead to environmental conservation, such as the prevention of water environmental 
pollution by “better detergents” and the improvement of environmental burdens in fields and 
surrounding areas by reducing agricultural chemicals directly from production. 

Around 1990, when global environmental problems began to be pointed out, CO-OP began 
collecting milk cartons as a recycling campaign for union members, and toilet paper, tissue 
paper, and draining garbage bags that utilized collected resources with the participation of 
union members. The development and popularization of the company and the proposal of how 
to save resources by refilling products.

Since 1990, CO-OP have certified CO-OP products that reduce environmental impact as 
“environmentally friendly products” and have started to put “Environmental Unification Mark”.



We commit to the contribution to the achievement of 
the Sustainable Development Goals (SDGs).   

Declared at the 68th Annual General Assembly of Japanese Consumers’ Co-operative Union
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We have been dedicating ourselves 
to the realization of a more human 
lifestyle and sustainable 
society under the "Ideal of Japanese 
Consumer Co-ops Movement for the 
21st Century",adopted at the JCCU 
Annual General Assembly in 1997.
The SDGs which aim to leave no one 
behind are consistent with our 
philosophy.
We declare that we will work both 
locally and internationally to achieve 
the SDGs through seven actions.
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SDGs and ethical consumption 
(from “Ethical by CO-OP” book)



Concept of JCCU's procurement 
of seafood products

JCCU has been strengthening the efforts of “Ethical Consumption” since FY 2017.
JCCU has formulated the "Concept of JCCU's procurement of seafood products" in July 2017
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Concept of JCCU's procurement of seafood products
JCCU encourages cooperative members to meet the expectations of the cooperative members while treating the 
connection with the production area.  JCCU aims to promote cooperation with producers and business partners and 
to enhance the sustainability of fishery resources.

UN "Sustainable Development Goals 
(SDGs)“ "Target 14" etc.

CO･OP product policy.
CO･OP product "responsible procurement" guidelines.

CO･OP product development and management 
guidelines corresponding to Ethical consumption

Main issues and efforts to date

(1) Development of certified products such as MSC / ASC, migration from existing products to certified products and expansion of use.

⇒ Joint development of certified products with member co-ops. Support for acquiring CoC certification (multi-site) for member co-op 
store PC (Process Center)

(2) Communication with co-op members: Support for public relations (catalog pages and stores) and learning activities.

⇒ Publication of learning materials for co-op officers and members. Promotions such as “Environment Month” and “Ethical Month”. 
“Logo / Basic Information Manual”.

(3) Efforts to support the environment and people and society in the production area. Support improvements to sustainable and
responsible fisheries / aquaculture.

⇒ Support for the Shrimp Aquaculture Improvement Project in Sulawesi, Indonesia (from July 2018). Initiatives with domestic 
production areas and producers (Iwate Prefecture / Wakame, Okinawa Prefecture / Mozuku)

(4) Promote social efforts and collaboration to promote responsible procurement, including measures for IUU fishing and traceability.

⇒Participation in international platforms (GDST from April 2018, GSSI from July 2018). Sponsorship of Sustainable Seafood Week and 
TSSS.

(5) Continue to develop and supply COｰOP products that are “limited to production areas” and “domestic materials” to support the 
fishery industry in Japan.

CO-OP Action Plan for SDGs



Environmentally friendly products on sale
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http://goods.jccu.coop/lineup/eco/msc.htmlMSC認証商品紹介サイト→

MSC（Marin Stewardship Council:海洋管理協議会）海のエコラベル

ASC（Aquaculture Stewardship Council:
水産養殖管理協議会） マリン・エコラベル・ジャパン

（MEL)

※国内外取引先のCoC認証を受けた加工場で委託製造したコンシューマーパックを主に供給。



Learning materials for co-op members, 
executives and staff
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“Ethical by CO･OP”



Recognition of MSC / ASC label of co-op members
※From “JCCU / member monitors questionnaire" (December 2018 survey, Number of valid samples 3912)
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The total of “I have bought” and “I have seen but never bought” MSC products was 
15.9% in 2016 and 20.7% in 2017.  In 2018, this total increased to 29.7%.

I have bought  / I have seen but never bought  /  I have not seen  / do not know  / No response
I want to buy / I do not want to buy / do not know / No response



Indonesia "Sulawesi Island Shrimp Aquaculture 
Improvement Project" started.
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Aim for conversion to a shrimp farming business that considers natural environment, workers and 
the local communities. 

From July 1 2018, JCCU in collaboration with a major shrimp supplier PT.Bogatama Marinusa
(BOMAR Co., Ltd.), WWF Japan and WWF Indonesia started the "Sulawesi Island Shrimp Aquaculture 
Improvement Project" in Indonesia.

写真提供:WWFインドネシア



Issues for 2020 and beyond
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(1) Continue to expand sustainable seafood procurement
It is necessary from the aspect of social responsibility and sustainability of fisheries business as 
the situation surrounding the procurement of fishery products becomes more severe.
Continue to expand the handling of fisheries certified products centered on MSC / ASC 
certification. (In particular, strengthening efforts in aquaculture)
Considering the possibility of obtaining certification in important production areas for CO-OP 
product raw materials and supporting FIP / AIP.
(2) Partnering to create a responsible procurement system
Sustainable use of marine resources, countermeasures for IUU fishing, human rights and labor 
issues, and traceability improvement.
These issues will be promoted from where possible with the understanding and cooperation of 
business partners. However, there is a limit to the efforts of a single operator, and cooperation 
and collaboration with a wide range of stakeholders is important.
(3) Promotion of communication with consumers and co-op members
Learn about the current status of fishery resources and the significance of selecting and using 
sustainable marine products.
Although the seafood eco-label is still on the way, it is effective as a tool for communication with 
consumers. 
(4) Response to marine plastic issues
In order to achieve the goal of “Corporate product policy for plastic packaging materials” (June 
2019), we will promote the reduction of the amount of plastic used for container packaging 
materials in the fishery sector.

Aiming for a fishery business that contributes to the realization of the 
Sustainable Development Goals (SDGs)



Responsible Sourcing in 2020

Jim Cannon
Sustainable Fisheries Partnership (SFP)



SFP partners on video



Strategy driven by commercial aims

•Ensure raw material is available and affordable
•Increase customer trust = higher sales 



Specific strategy determined by

•Large size of company
•Price sensitive market segment



Strategy

•Continuous improvement of lots of important fisheries
• Lots of supply = available and affordable
•Continuous improvement = customer trust

= Fisheries Improvement Partnerships (FIPs)



Key strategy ingredient

•Engage suppliers!
•Ask them to:

•Work together
•Lead sustainability efforts



Supplier leadership

•Protect the brands of their customers
•Shape the global debate
•Engage constructively with NGOs
•Collaborate with competitors
•Deliver solutions, not excuses



=

Responsible sourcing strategies over time

=

=

=

Customer message to suppliers Result

See Annex Background Slides for Detail 2005, 2010, 2015, 2020



Target 75% by 2020: What is it?

•Aim: 75% of each seafood sector starts improving
•T75 sectors together cover ~50% wild landings worldwide 
• (see Annex Background Slides for details)



Target 75% by 2020: Squid Example



Target 75% by 2020: We’re Half Way



Japan essential for global success

Especially in:
•Long-line Tuna
•Octopus
•Squid

Critical action:
•Request suppliers work together to launch industry-lead FIPs



Together we can have global impact

•All fisheries sustainable around the world
•Ocean biodiversity saved
•Fisheries stable
•Seafood responsible



•





Annex: Background Slides

•(for distribution, not presentation)



Responsible Sourcing: up to 2005

•Customers (retailers etc.): “Bring me “green-rated” seafood”
• Suppliers: compete to buy from MSC or green-rated fisheries
• Passive, transactional, reactive, rewarded individual action
• Results?

• Existing good fisheries – often very small - responded and got certified
• Few other fisheries engage or improve

•Why?
• Most fisheries are complicated, conflict-ridden, managed by government – 

not individual companies
• Improvement needs active intervention and long-term support



Responsible Sourcing: 2005 - 2010

•Customers (retailers etc.): “Make all my sources green-rated”
• Started with McDonald’s 2005, Walmart 2006

•Suppliers: act to improve red/yellow-rated fisheries
•Engaged, proactive
•Results?

• Fisheries Improvement Projects reach many more fisheries
• But supply chain often gave the job to NGOs and others
• And these “3rd parties” couldn’t drive the needed change



Responsible Sourcing: 2010 - 2015

•Customers (retailers etc.): “Industry - lead those FIPs”
•Suppliers: lead efforts improve red/yellow-rated fisheries
•Engaged, proactive + leadership
•Results?

• Fisheries Improvement Projects become more effective
• But “silo” FIPs supported by individual suppliers often too small to 

make needed change at whole fishery level



Responsible Sourcing: 2015 - 2020

•Customers (retailers etc.): “Prioritize and collaborate”
•Suppliers: collaborate on key red/yellow-rated fisheries
•Engaged, proactive, leadership + collaboration, global priorities
•Results?

• Fisheries Improvement Projects larger, more ”fit for purpose” = even 
more effective

• And Route to Target 75% - specific fisheries identified as priorities to 
get 75% of global production in key sectors on the path to sustainability



Target 75%: What it covers
•Covers: ~ 60 million tons of production

• ~ 45 million tons wild caught (fishmeal, whitefish, tuna, mahi, squid, 
crab, snapper and grouper, octopus).
• Represents ~50% of world wild caught landings.

• ~ 15 million tons farmed (shrimp, salmon, tilapia and pangasius)

•Does not include:
• ~ 50 million tons Asian farmed production (mostly carp shellfish)
• ~ 34 million tons Asian “unidentified” or lesser known species
• ~ 15 million tons non-Asian wild (e.g., flatfish, shellfish)
• ~ 6 million tons non-Asian farmed (e.g., shellfish)



Target 75% by 2020: Participation

•> 150 suppliers participating in Supply Chain Roundtables
•Participation adequate in all sectors, except:

• Squid
• Octopus
• Fresh-frozen tuna
• Snapper-grouper
• Asian fisheries for fishmeal



About SFP: The Basics

•Environmental NGO 
• Founded 2006
•Budget ~ $8 million a year

• ~ 20% private sector sponsorship and fees
• ~ 20% government projects
• ~ 60% US Foundations

• Purpose: engage retailers, importers and producers to work 
together to improve all fisheries


