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{ The Editor’s Pen }   
 
Cooperative Identity is one of the five key themes of the International Cooperative Al-
liance for the next decade. The vision of the ICA for the next decade is based on five 
themes: Identity; Cooperative Legislation; Governance and Participation; Sustainabil-
ity; and Capital. In terms of Identity, ICA’s goal is to build the co-operative message 
and secure the co-operative identity.  

It is important to distinguish between ‘identity’ and ‘message’. Broadly speaking, 
‘identity’ is the meaning of co-operatives for the movement itself and its members; 
‘message” is the way in which the identity of co-operatives is communicated and pro-
jected to the outside world, through marketing, public affairs, logos and other forms of 
engagement with non-members. 

The discussion carried out worldwide on Identity, implies a reflection within the coop-
erative movement on these issues and it has been focused on the need to link both con-
cepts. 

Through ICA-Americas Newsletter we will try to contribute to this discussion, sharing 
reflections of personalities from the cooperative movement, the academy and the field 
of communications about the main benefits and difficulties of creating a Cooperative 
Global Brand. 

As an introduction to such an important topic, we share the views of the ICA Director 
General, Charles Gould, who explained that this is a very good time to analyze these 
concepts and announced that the ICA will launch a project for a cooperative decade, as 
part of the strategy to be presented in Manchester. 

We also present contributions from Gianluca Salvatori, Director of the European Re-
search Institute on Cooperative and Social Enterprises (Euricse) and Eric de Luca, Pro-
gram Manager of the International Year of Cooperatives in the National Cooperative 
Business Association of the United States (NCBA). 

We also offer an exclusive interview with Simel Esim, who was appointed Chief of the 
ILO Cooperatives Branch in April 2012 

In this issue we invite you to discover the different actions conducted by ICA–
Americas Regional Office, as well as one of the tools it offers to its members to evalu-
ate the performance of their cooperatives: the cooperative Social Audit (BSCoop). 

You can also find in this issue an update on the latest developments in relation to coop-
erative youth in the region and a great achievement in environmental matters: a reduc-
tion of more than 35% in the carbon footprint of our Regional Office 

The International Year of Cooperatives is coming to an end and such a distinction 
prompts us to redouble our efforts and take every opportunity to bring the cooperative 
message to more people and places. We are not just talking about an alternative way of 
doing business. We are convinced that cooperatives are what we are really looking for: 
a model centred on the satisfaction of people’s and communities’ needs.  

Manuel Mariño 

ICA Americas 
Regional Director 
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Charles Gould said that the tim-
ing for the global brand is “really 
good”. “ICA is launching a blue-
print for a cooperative decade and 
this is a strategy we are going to 
be presenting to the general As-
sembly in Manchester on October 
31st”.  

He informed that a Planning 
Work Group has been in consul-
tation with members over the past 
year, to understand what ICA 
would have to do different to 
achieve the vision that the board 
has set. “That vision is that coop-
eratives would, by the end of this 
decade, be the fastest growing 
form of enterprise in the world”. 
He then asked: “What are the ob-
stacles to that, what do we have 
to change?” 

“We have identified five strategic 
areas where we would have to 
have some changing strategies. 
One of that is Identity: a greater 
understanding of the coop model” 
Gould said.  

According to Gould, Identity is 
“one of the key strategic areas 
that will drive ICA actions over 
the next eight years of this dec-
ade”.  

Regarding the main challenges 
for the implementation of a 
global brand Gould said: “The 
first challenge I think it is to be 

clear about what we mean about a 
brand. And one of the dangers is 
that cooperatives push back a bit 
on the terminology because they 
think a brand as something corpo-
rate, proprietary, territorial, pro-
tector. Brand as something that is 
exploited and manipulated. If you 
think about well-known brands, 
which sometimes seem as em-
blems of corporate greed and ma-
nipulation, you bristle at the idea 
of a brand. If, on the other hand, 
what you mean is a kind of com-
mon image, a common under-
standing of the identity and na-
ture of a thing, then you have a 
different take on this. And in 
some way the cooperative brand 
on a global level, certainly will 
never be a centrally-controlled 
brand in the way we see some 
major corporate brands. But it 
needs to mean something. It 
needs to have positive attributes 
associated with it so that the pub-
lic has good feelings about it and 
wants to support organizations 

IDENTITY AND COOPERATIVE 
GLOBAL BRAND 

The vision of the ICA for the next decade is based on five themes: Identity; Cooperative Legislation; 
Governance and Participation; Sustainability; and Capital. In terms of Identity, ICA’s goal is to 
build the co-operative message and secure the co-operative identity. In this issue and the next one, 
ICA-Americas Newsletter will provide you with the opinions of personalities from the cooperative 
movement, the academy and the field of communications about the implications of a Cooperative 
Global Brand. 

CHARLES GOULD, ICA DIRECTOR-GENERAL 

We have the 
principles, the 

structure, the way we 
treat members, the 

democracy, the 
participation, the 
high level of the 
values that are 

common, and that is 
what we want the 

public to understand. 

“ 

”



 

that they understand to be coop-
eratives. It has to be differentiated 
of the idea of a corporate brand”.  

Gould explained that the brand 
could be developed taking as an 
example what happened with the 
use of the International Year of 
Cooperatives logo, which was 
widely used by a myriad of coop-
eratives, in a number of different 
sectors.  

Gould added that the experience 
of the brand is different in differ-
ent places. “It’s not going to be a 
centrally-managed brand but the 
experience is common. And there 
are going to be those local dis-
tinctions. But that does not neces-
sarily prevent you from having 
some attributes of this brand. 
What you want is for the public 
to have positive feelings about 
the brand and so everybody who 
is using it needs to have certain 
attributes. We have the principles, 
the structure, the way we treat 
members, the democracy, the par-
ticipation, the high level of the 

values that are common, and that 
is what we want the public to un-
derstand”.  

He gave as an example the ex-
perience of the Fair Trade move-
ment “in which there are many 
different practices locally. But, 
there is a general recognition of 
the high level of the values that 
that brand, that image, that logo 
conveys”.  

With regards to the different steps 
that should be taken to develop 
the global brand, the ICA General 
Director explained: “The first 
step is to get agreement among 
the ICA members which repre-
sent such a large percentage of 
the cooperative community that 
there is a real value in developing 
this. It’s a difficult concept, it is 
difficult to implement and there 
are lots of people who are going 
to be sceptical. But we can point 
at the International Year logo, and 

build the brand on the positive 
feelings that people have about 
that. Then we need to develop a 
graphic image. We have to de-
velop it very professionally in a 
way that it communicates the key 
values we are trying to communi-
cate: member participation, mem-
ber voice and sustainability in 
particular; and then we can get 
those concepts in something that 
works globally, that does not have 
words in it because of the chal-
lenges of different languages” 

“Whether you license it, whether 
you have to be certified in some 
way to use it so that you keep 
some integrity to it, I think it is 
another serious conversation. But 
I think the first step is this blue-
print that we are presenting in 
Manchester which says Identity is 
essential to how we move for-
ward to where we want to get. 
One part of that is this idea of a 
shared image” he explained.  

We have identified 
five strategic areas 

where we would have 
to have some 

changing strategies. 
One of that is 

Identity: a greater 
understanding of the 

coop model. 

“ 
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One characteristic of the coopera-
tive experience is its adaptability 
to specific contexts and situations, 
in the different economic and so-
cial sectors. This diversity in the 
ways of putting the cooperative 
principles into practice, -which are 
in permanent evolution- is a guar-
antee of its vitality.  

The ties between the territory and 
cooperative enterprises are not 
only economic. These enterprises 
reflect a civic dimension and an 
ethic commitment, which are 
shown in terms of solidarity, coop-
eration, trust and interpersonal re-
lationship networks. They belong 
to the social capital field. Thus, 
the “delocalization” of a coopera-
tive is hindered by the fact that in 
these organizations, stakeholders 
are also owners (producers or con-
sumers), which cannot certainly be 
delocalized.  

On the other hand, the great ca-
pacity of the cooperative enter-
prise to meet local needs, provid-
ing answers in relation to specific 
and individual needs, can impose 
an obstacle to its national and in-
ternational visibility.  

Therefore, it is highly important to 
look for ways of unitary represen-
tation, which communicate -in an 
universal way- the values of the 
cooperative business model. The 
fragmentation of the cooperative 
world can be a weakness unless it 
faces communication in a wider 
level. 

The experience of clusters in the 
agro-alimentary sector is an exam-
ple of how a group of small coop-
eratives, with local roots, can posi-
tion themselves in the interna-
tional markets responding to the 
competition of big globalized 
groups; increasing their own op-
erative and management effective-
ness; and taking advantage of their 
particular characteristics (for ex-
ample, the transparency of the pro-
duction processes, the sense of be-
longing to their communities, the 
responsibility towards the con-
sumer, the commitment to guaran-
tee fair conditions of employ-
ment). 

The cooperative movement shows 
a great capacity of organizational 
innovation. In a pragmatic way 
cooperatives have introduced 
many of the innovations in the 
business world: the proximity be-
tween producer and consumer, the 
participation of all stakeholders in 
the production process, the indi-
visible property -or impartible- of 
the communal goods, management 
practices that promote flat organ-
izational charts and the company-
network concept.  

The development of a global im-
age is the next challenge posed by 
this capacity of innovation and 
cooperative creativity. Needless to 
say, to prevent the policy of global 
brand limiting itself to reproduc-
ing by isomorphism the marketing 
logics that are not cooperative, it 

is important to emphasize the di-
mension of unity in pluralism that 
sets apart the system of coopera-
tion. We must choose ways and 
messages able to convey a set of 
shared values within a variety of 
situations and contexts. 

An example of the effectiveness of 
a global brand is the process of the 
Italian consumer cooperatives pre-
sented under the brand “Coop”. 
Also, more recently, the reorgani-
zation of the English cooperative 
system under a single corporative 
image behind the brand “The Co-
operative”, which includes a vari-
ety of different sectors: food, 
banks , insurance, travel, phar-
macy, legal services, sales of auto-
mobiles. These are, in my view, 
examples of how it is possible to 
develop a global brand, with ex-
cellent visibility, without losing 
the cooperative identity. 
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IDENTITY AND COOPERATIVE 
GLOBAL BRAND 
 

GIANLUCA SALVATORI, EURICSE 



 

One of the trends that US coop-
erative leaders were briefed on, 
heading into the International 
Year of Cooperatives, was that 
successful UN international years 
are successful at the local level. 
So any consideration of a global 
brand for the cooperative way of 
doing business, I would suggest, 
needs to be grounded in the local 
identities of local cooperatives. 
That is the scale where impact is 
most likely to surface and to be 
reinforced.  

On several occasions I have had 
the opportunity to hear Dame 
Pauline Green, President of ICA, 
speak on the question of a global 
cooperative brand. Her remarks 
from the 2012 National Rural 
Electric Cooperative Association 
Annual Meeting reflect her con-
sistent position: “Part of our 
problem as a cooperative model 
of business is that we do not have 
a recognized single global 
brand—nor do we want one!” 
She continues by way of expand-
ing on her underlying point, “Our 
model of business is sustained 
because it is a huge and growing 
network of local, autonomous, 
sovereign businesses, in a multi-
tude of different sectors of the 
economy, that have developed 

according to local needs, local 
culture and member demands.”  

In the spirit of reframing prob-
lems as opportunities, I would 
assert that the heart of the chal-
lenge is how to brand a network. 
Networks develop their power 
from the roles of their individual 
members, but also by their syn-
ergy. Something special happens 
when organizations come to-
gether, when individuals find 
common cause, when networks 
align with each other. This nested 

quality reinforces the positive, 
functional attributes of each con-
stituent part, each layer.  

A term from the physics of sound 
may be useful here: resonance. 
Network partners resonate with 
each other in a more literal, rather 
than colloquial, sense. A key 
property of resonance is rein-
forcement. The power and impact 
of each resonator increases as the 
sound-generating sources com-
bine. There is something inherent 
in the properties of each compo-

COOPERATIVE IDENTITY AND THE 
POSSIBILITY OF THE CREATION OF 
A CO-OPERATIVE GLOBAL BRAND  
 

ERIC DELUCA 
PROGRAM MANAGER - INTERNATIONAL YEAR OF COOPERATIVES 
NATIONAL COOPERATIVE BUSINESS ASSOCIATION (NCBA) 
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nent that is illuminated by what 
they share.  

What is important about this 
metaphor for our exploration of a 
global cooperative brand is that 
the source of the resonance is the 
structural integrity within each 
resonator. The air that carries the 
sound is merely a conduit for 
these waves of connection. That 
air, that carrier of waves, is an 
appropriate role for the global 
cooperative brand. It is a conduit 
that amplifies the power of local 
sources that are functioning in 
harmony.  

The Cooperatives Principles and 
Values are the fundamental fre-
quencies that resonate through 
local cooperatives and build in 
volume as they resonate through 
this conduit. As Pauline Green 
continued in the same speech, 
“We are united by a set of princi-
ples and values that are globally 
recognized and we work together 
globally in recognition of just 
that.” She summarized, “We are 
about human need and not human 
greed.” 

The challenge is as much that 
culture is place-based as that co-
ops are place-based. When you 
frame it that way, the difficulty 
also becomes an opportunity, as 
each local co-op is tuned into the 
culture of its community by defi-
nition. So the image has to be one 
that is sufficiently flexible, on the 
surface, to be meaningful to local 
cultures, while being consistent 
with the core of what makes a co-
op a co-op.  

An example from history that 
could be relevant is to look at 

how various religions took root in 
diverse countries and cultures 
through which they spread. Bud-
dhism, for example, evolved and 
deepened as it integrated itself 
with historical China, Japan, and 
Tibet—respectively. The prac-
tices and stories integrate per-
spectives from the host nations.  

So with cooperatives, the details 
of how the image shows up can 
arguably be locally crafted. But 
what is crucial is that people be-
gin to develop a sense that they 
are part of something larger, and 
the felt sense that this solidarity is 
powerful. It is incumbent on the 
co-op movement to demonstrate 
to local co-ops, on their own 
terms, that local communities and 
cooperative enterprises are em-
powered by their application of 
the model. If people can see and 
feel that connection, then re-
sources of motivation and com-
mitment will be unleashed that 
take the cooperative economy to 
greater prominence and even 
more robust resilience than has 
already been shown in the midst 
of the global financial downturn.   

One approach to how the coop-
erative global brand can be devel-
oped could be to design and im-
plement a pilot structure for the 
release of a cooperative global 
brand, with the understanding 
that the images would change and 
adapt based on the local culture. 
Cooperatives in a local area 
would receive core brand ele-
ments and have broad leeway to 
select and develop images and 
phrases that effectively communi-
cate the brand at the local level.  

The design process would include 

periodic check-ins with a diverse 
sampling of local efforts. Key 
questions would focus on how the 
brand has evolved, and what has 
landed effectively in the minds of 
local communities. This feedback 
could inform international com-
munication of best practices re-
garding brand development.  

The challenge of how to relocal-
ize in a globalized world is argua-
bly a core theme of the 21st cen-
tury. So much of what drives sus-
tainability involves the revitaliza-
tion of local and regional econo-
mies. It is incumbent on all or-
ganizations functioning on a na-
tional and international scale to 
ask themselves how they can 
genuinely add value at the local 
and regional level.  

The good news is that coopera-
tives actually have a first-mover’s 
advantage in this regard. Once it 
is clear that relocalization is a 
primary component of sustain-
ability, then the fact that co-ops 
are in tune with their local com-
munities and have local credibil-
ity becomes an asset. The lead 
story for this news item can 
change and adapt from place to 
place, as evidenced in the sto-
ries.coop initiative of the Interna-
tional Year of Cooperatives, but 
the takeaway message that needs 
to surface in people’s minds is 
consistent: This sympatico qual-
ity between co-ops and their com-
munities is no accident. It’s a pat-
tern that can be seen all around 
the world—in one billion distinct 
smiles, in 100 million pairs of 
working hands. Each snowflake 
is unique, but everyone can rec-
ognize a snow-capped mountain.  
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With the conclusion of the 2012 
IYC in site, it is good to look at 
the results of one of the primary 
goals of the IYC, which was to 
educate people around the world 
about the cooperative business 
model and how it can help ad-
dress many of the difficult issues 
facing people today. 

Clearly, co-ops and co-op organi-

zations have done a great job 
through facilities such as the sto-
ries.coop website as well as many 
local, regional and national cele-
brations. But what will co-ops 
have going forward to keep this 
in the public’s eye? It is often 
said that co-ops are the world’s 
best kept secret in terms of suc-
cessful businesses especially 

since they are successful at the 
same time they are working on 
addressing social and economic 
problems. 

The creation of a global coopera-
tive identity or brand at this time 
would be a tremendous legacy for 
cooperatives to create from the 
IYC. Within the cooperative com-
munity, we are well aware of the 

ESTABLISHING A GLOBAL 
COOPERATIVE IDENTITY  
 

CAROLYN HOOVER 
CHIEF EXECUTIVE OF DOTCOOPERATION LLC (DOTCOOP),  
THE SPONSOR OF THE .COOP DOMAIN  
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inspiring stories of cooperative 
successes for their members – 
lifting people out of poverty and 
giving hope for a better future to 
millions around the world. But in 
general people are not aware of 
cooperatives. Even when they 
have heard of cooperatives and 
sometimes even when they are 
members of a co-op, they don’t 
really understand the difference 
between a co-op and other busi-
nesses – and how that can make a 
significant difference in the im-
pact to their community of a co-
operative vs. another type of 
business. 

From my perspective it is really 
critical that any global coopera-
tive identity has to be present on 
the Internet. The internet is to-
day’s marketplace – where people 
trade information as well as 
goods and services. If businesses 
don’t identify themselves as co-
ops on the Internet then people 
are not going to really take them 
seriously as a co-op. They will 
just assume that they are like all 
the other businesses they find 
when they look at a .com or a .org 
or a .br or a .co.uk. Use of a .coop 
domain is one step in building a 
global cooperative identity – both 
for cooperatives in general and 
for individual co-ops. 

Since having an internet identity 
is something needed whether you 
are selling locally or internation-
ally or even just providing infor-
mation to your members so they 
can be more involved, many co-
ops already have a website. But 
when they use a variety of names, 
without the unity of .coop, it 
makes it difficult to connect co-

ops from one country to another. 
Having this unity online makes it 
clearer to governments, individu-
als and other businesses that co-
ops have something special going 
for them. 

And this will be even more rein-
forcing with the new group of 
domains that will be join-
ing .coop starting in 2013. With 
domains like .green, .movie 
and .hotel, people will be looking 
more and more towards what is to 
the “right of the dot” to see what 
type of business or information 
they are visiting. .Coop is ready 
to help support a move towards a 
global identity for cooperatives. 

Of course, many would say that 
having a global identity program 
or a global domain name 
like .coop is of no real advantage 
to many cooperatives as they are 
focused on serving their members 
and their local community. How-
ever, all co-ops benefit from be-
ing identified as a co-op and this 
type of identification by those 
who are not yet a part of the co-
operative community only hap-
pens with repeated exposure to 
the variety of co-ops that exist in 
their community as well as re-
gionally and nationally – and then 
globally. So being a part of a 
global identity reinforces them 
without any specific action on 
their part on a day-to-day basis. 
This helps them grow locally and 
support other co-ops globally if 
they participate in a global cam-
paign. 

Of course, there needs to be a 
central way to identify coopera-
tives but again, we already have 

that with the cooperative values 
and principles as supported and 
promoted by the ICA. With many 
of the world’s co-ops connected 
to the ICA through their members 
and their regional offices, there is 
a central reference for those 
wanting to confirm a business co-
op’s identity. .Coop works with 
the ICA in this regard for verifi-
cation of .coop domains and so 
this can also work for general co-
operative identity. 

To put this in place will take a 
concerted effort by both the ICA 
global organization and its mem-
bers as well as a program that 
would have to be developed and 
actively used by cooperatives 
around the world. Because that is 
what it will take – a real commit-
ment by the ICA, ICA regional 
organizations, member coopera-
tives and cooperative organiza-
tions and all the way down to 
every local co-op. To not only 
“BE” a co-op but to let everyone 
“SEE” the co-op that you are – in 
your business and in your mem-
ber’s actions. 

Now is the time to grab the leg-
acy and make it happen. Turn the 
legacy of 2012 into reality with a 
real push for a global cooperative 
identity at every level and in 
every venue – including the Inter-
net where .coop can lead the way.  
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To register a .coop  
domain now, please visit 

http://www.domains.coop. 



 

EXCLUSIVE INTERVIEW WITH 
SIMEL ESIM, CHIEF OF THE ILO 
COOPERATIVE BRANCH 

The economist Simel Esim has 
worked in the field of economic 
and social development for more 
than twenty years. In April 2012, 
she was appointed Chief of the 
ILO Cooperative Branch, after 
eight years working for the or-
ganization in the field of gender. 
“My faith in social justice and 
the value of collective solutions 
naturally drives me to coopera-
tive way of doing business” said 
Esim, convinced of the great 
value cooperatives have.  

As you said in a recent interview, 
the economic contribution of co-
operatives, although substantial, 
is often undervalued, and some-
times completely ignored. Why do 
you think this happens? What can 
cooperatives do to reverse this his-
toric difficulty? 

Simel Esim: The disregard and 
dismissal of cooperatives in the last 
few decades has been largely re-
lated to the predominant develop-
ment paradigm. However, the fail-
ure of that development paradigm, 
which prioritized markets to solve 
the problems of the poor, is becom-
ing clearer in the current context of 
the economic crisis. 

The search for alternative models 
of economic development which 
are better grounded in the real 
economy is underway. This is an 
opportune time to bring back to the 
forefront the comparative advan-
tage of the cooperative model 
which produces solutions locally, 

and is connected to the real econ-
omy. 

And at the same time, not at all by 
change, a renaissance of coopera-
tives is under way across different 
countries, regions and sectors. Peo-
ple are setting up workers’ coop-
eratives, and registering and utiliz-
ing consumer, financial and hous-
ing cooperatives in larger numbers. 
The rediscovery of cooperatives by 
local communities needs to be 
capitalized on by the cooperative 
movements, governments and sup-
port institutions, alike. While advo-
cacy built on statistics and aggre-

gate analysis is critical, more ef-
forts need to focus on the policy 
reform, training and capacity build-
ing and financing efforts. 

Available evidence shows that co-
operatives have been more resil-
ient to the crisis than other kinds 
of enterprises. Does it increase the 
chances of cooperatives of reach-
ing a wider audience?  

S.E.: There is a rediscovery of the 
cooperative ideals around the 
world as socially responsible enter-
prises that are connected to the real 
economies and members’ needs at 
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the local level. This is especially 
the case in response to the financial 
and economic crisis. Although the 
crises have had negative impacts 
on the majority of enterprises; co-
operative enterprises around the 
world have shown resilience to the 
crisis. The 2009 ILO report, Resil-
ience of the Cooperative Business 
Model in Times of Crisis (http://
www.ilo.org/wcmsp5/groups/
public/---ed_emp/---emp_ent/
d o c u m e n t s / p u b l i c a t i o n /
wcms_108416.pdf), provided his-
torical and empirical evidence that 
proved that the cooperative model 
of enterprise survives crisis, but 
more importantly that it is a sus-
tainable form of enterprise able to 
withstand crisis, maintaining the 
livelihoods of the communities in 
which they operate. 

The resilience of cooperatives to 
crises is an important case to make 
for all of us whether we are work-
ing in cooperative movements, in-
ternational organizations or re-
search institutions. Communicating 
on the resilience of cooperatives to 
the larger public will no doubt in-
crease the visibility of coopera-
tives. To reach such an effect, how-
ever, the messages need to be well 
targeted for different audiences. 
Nuanced messages based on aggre-
gated evidence from across differ-
ent sectors, regions and countries 
will make the difference. Different 
alliances are also needed between 
different entities ranging public 
and private, small and large. This 
may mean that we need to look 
beyond our comfort zones to reach 
out to new partnerships across sec-
tors, regions, topics that may not 
have been so common in the past. 

From your own experience work-
ing with Gender, which are the 

best lessons learned to be applied 
to cooperatives? 

S.E.: In my work as an economist 
working on the transition from in-
formality to formality in the last 
twenty years, I have made the case 
for working collectively to find 
solutions to common problems in 
the real economy. I have advocated 
for the cooperative way as a bridge 
between informality and formality. 
In working on gender equality in 
the world of work, I have actively 
promoted the cooperative solution 
for different populations from rural 
producers and artisans to home 
based workers and domestic work-
ers whether they are organized 
around production, marketing, sav-
ing and credit, consumer or hous-
ing purposes. 

I would like to share one possible 
lesson that could be weaned from 
efforts in mainstreaming gender 
equality concerns into social and 
economic development work. And 
that is about how one needs to be 
careful in not falling into the some-
what easy trap of instrumentalizing 
the goal of gender equality to serve 
other goals. Gender equality is of 
value in its own right without be-
ing about smart economics, or im-
proved well-being of household or 
children. Similarly, when we are 
making the case for cooperative 
advantage, we need to underline its 
value in its own right as a democ-
ratic, independent, socially consci-
entious business model that helps 
people solve common problems 
jointly, and serve common goals. 
Even if the cooperative way of 
working can serve different devel-
opment outcomes from HIV/AIDS 
prevention and mitigation to elimi-
nation of child harmful child la-
bour, and contributing to youth em-

ployment and rural development, it 
generates a value in its own right. 

Cooperatives are having a unique 
opportunity with this UN Interna-
tional Year of Cooperatives. What 
should the global movement ex-
pect from this year and what are 
the most important outcomes 
achieved so far? 

S.E.: This year is really about the 
beginning of years to come in 
bringing back the cooperative 
model into the basket of social and 
economic options that are available 
to people. This year should there-
fore not be thought of as an end in 
itself but as a catalyst for increas-
ing the numbers of those who are 
discovering or rediscovering coop-
eratives as socially responsible en-
terprises that are connected to the 
real economies and members’ 
needs at the local level. The mo-
mentum gained, the partnerships 
built, the products developed need 
to be expanded many-fold across 
the years to come till we reach a 
point where children and young 
people read about cooperatives in 
their school books from elementary 
school to university.  

How do you feel about having 
been appointed to work in the 
field of cooperatives? Which are 
your main challenges ahead in 
your present role at the ILO? 

S.E.: I have been working in the 
field of social and economic devel-
opment in different institutions, 
assignments and regions in the last 
20 years. I bring a range of experi-
ences from research and policy 
advice to technical cooperation and 
management from HQ as well as 
the field. My faith in social justice 
and the value of collective solu-
tions naturally drives me to coop-
erative way of doing business. 
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I have been working in the ILO 
since 2004, and I truly believe that 
it is an important UN institution for 
cooperatives. This is not only be-
cause it recognizes the importance 
of cooperatives in article 12 of its 
Constitution. And it is not only be-
cause it is the only UN agency that 
has had a general, explicit mandate 
to work on cooperatives through a 
specific branch since 1920. But 
also because it comes from a 
strong historical tradition that rec-
ognizes role of cooperatives in em-
ployment creation and their contri-
bution to the achievement of social 
justice that is about creating decent 
work for all through the promotion 
of sustainable enterprises of all 
types and sizes. This being the case 
the expectations to meet are wide, 
the constraints are many and the 
resources are limited. 

Since joining the Cooperative 
Branch of the ILO (www.ilo.org/
coop) in April of this year, I have 
held consultations within the ILO, 
with researchers, and leaders of the 
cooperative movement and other 
partner institutions. These consul-
tations have provided inputs into 
the development of the strategy of 
the Cooperatives Branch. The strat-
egy is based on the three pillars of 
vision, collaboration, and innova-
tion. It is rooted in the social jus-
tice agenda of the ILO, in line with 
the vision expressed by its first Di-
rector General Albert Thomas in 
1920: concern for the conditions of 
work as well as for the conditions 
of workers, which are best ad-
dressed under the organizational 
form of cooperatives; and in close 
collaboration with the international 
cooperative movement, as well as 
employers’ and workers’ organiza-
tions. It recognizes that broadening 
alliances, including through inter-

agency collaboration, partnership 
development, and outreach to vari-
ous social economy actors, is es-
sential for fulfilling that vision. 

In keeping with tradition, new 
tools and strategies need to be in-
novated and adapted to the chang-
ing circumstances. A recent tool is 
M y . C O O P  ( h t t p : / /
moodle.itcilo.org/mycoop/), a 
training package and programme 
on the management of agricultural 
cooperatives. This training package 
is the result of a collaborative ef-
fort which has initiated numerous 
requests for partnership agreements 
from different regions and institu-
tions. It targets existing and poten-
tial managers of agricultural coop-
eratives to offer high quality, effi-
cient and effective services to the 
cooperative members. An on-line 
training of trainers programme has 
been created to support participants 
in the design and delivery of the 
My.COOP training package. The 
My.COOP distance learning pro-
gramme offers trainers the possi-
bility to familiarize themselves 
with the contents of the Modules 
and to get prepared to deliver the 
training by learning on interactive, 
participatory facilitation tech-
niques. My.COOP has already been 
translated into Spanish, and it is 

currently under translation into 
several other languages, as well as 
a mobile application and is gov-
erned by the principles of creative 
commons. The next distance learn-
ing course for “MY.COOP - Man-
aging your agricultural coopera-
tive” is scheduled for 08 October -
 07 December 2012 and it is being 
delivered in English and Spanish. 
The deadline for registering is 21 
September (http://www.itcilo.org/
calendar/16921). 

The mainstreaming of cooperative 
development across ILO sectors, 
regions, and countries is important 
as the Cooperative branch itself is 
quite small. Therefore the promo-
tion of cooperatives needs to be 
well integrated into the work on 
Decent Work Country Pro-
grammes, technical cooperation 
projects from local economic de-
velopment and crisis response to 
youth employment, gender equality 
and rural development. Needless to 
say, all these initiatives need to be 
guided by ILO Recommendation 
193 on the Promotion of Coopera-
tives, which celebrates its tenth 
anniversary this year. 

Since 2002, the Recommendation 
has inspired more than 70 countries 
in the world to change their poli-
cies and legislation based on its 
provisions. Such change is driven 
by the dedicated efforts of ILO’s 
Cooperative Champions across the 
globe from China, Japan, Indonesia 
and Sri Lanka, to Lebanon, occu-
pied Palestinian territory, South 
Africa, Ethiopia, Tanzania, Bolivia 
and Peru. Recognition of achieve-
ments to date is a celebration of the 
efforts of cooperative champions in 
every region and organization. It is 
also a timely opportunity for us to 
further join forces in expanding the 
building blocks of the alternative 
social order we seek. 

Although the crises 
have had negative 

impacts on the majority 
of enterprises; 

cooperative enterprises 
around the world have 

shown resilience 
to the crisis. 

“ 

”
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ILO’s Regional Office for Latin 
America and the Caribbean, 
jointly with the International 
Cooperative Alliance for the 
Americas –ICA-Americas- pub-
lished the results of a research 
undertaken to answer the ques-
tion, “What is the current situa-
tion and impact of cooperatives 
on development and poverty 
reduction in Latin America?” A 
regional review and specific 
country studies were released 
highlighting its contribution in 
terms of poverty alleviation, as 
well as its contribution to the 
promotion of decent work. The 
document also offers recom-
mendations of public policies to 
foster the development of the 
cooperative sector in the region.   

Together with the regional inves-
tigation, the study includes a spe-
cific analysis of the situation of 

cooperatives in five countries in 
the region: Bolivia, Costa Rica, 
Guatemala, Paraguay and Peru, 
and it reveals the great diversity, 
heterogeneity, origins, services 
and organization of sectors of the 
movement in the region.  

Within the general conclusions of 
the study stands out the develop-
ment of the credit unions sector 
in comparison to the rest of the 
cooperative sectors in most coun-
tries, despite the potential coop-
eratives have to develop in other 
sectors of the economy.  

The study also emphasizes that 
one of the greater difficulties for 
cooperatives has been the fight 
for a suitable legal framework 
adapted to the true cooperative 
doctrine.  

The document Cooperatives in 
Latin America: A diversity of 

contributions to sustainable de-
velopment (Mogrovejo, Rodrigo; 
Mora, Alberto; Vanhuynegem, 
Philippe), is available only in 
Spanish at http://www.ilo.org/
w c m s p 5 / g r o u p s / p u b l i c / - - -
americas/---ro-lima/documents/
publication/wcms_188087.pdf . 
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Some of these cooperatives re-
ceived their certifications in Pa-
nama, during the II Coopera-
tive Summit of the Americas, 
and others are working on the 
final stages of the certification 
process. With the Cooperative 
Social Audit (BSCoop in Span-
ish), cooperatives in the Ameri-
cas can measure their Coopera-
tive Social Responsibility.  

The Cooperative Social Audit 
integrates a set of indicators 
based on the seven cooperative 
principles. Such indicators mean 
additional benefits that coopera-
tives bring to their members, em-
ployees and communities which 
go beyond economic benefits. It 
is an important tool to analyze the 
performance of single coopera-
tives but at the same time it helps 
to create a clearer picture of the 

worth of the cooperative move-
ment, using objective and accu-
rate measures.  

ICA-Americas has been working 
to sensitize cooperatives on the 
importance of carrying out the 
Cooperative Social Audit within 
the organizations. Since 2008, it 
has set up sensitizing and training 
workshops in a number of coun-
tries in the Americas including: 
Costa Rica, Peru, Mexico, Bo-
livia, Dominican Republic, Uru-
guay and Argentina. Once coop-
eratives have applied the balance 
they can get their ICA-Americas 
Quality Certificate on Coopera-
tive Social Responsibility.  

Liliana González and Juan Carlos 
San Bartolomé are responsible 
for the area of Cooperative Social 
Responsibility for ICA-Americas. 

In a recent interview with the 
ICA-Americas Newsletter San 
Bartolomé explained: “The Coop-
erative Social Audit report shows 
what is called the cooperative dif-
ference, that is, what sets us apart 
from any other kind of organiza-
tion”.  

The BSCoop can be applied in all 
sectors of co-operative activity, 
without exception. "All coopera-
tive organizations of any type and 
any branch can carry out the So-
cial Audit. Depending on the area 
of activity, the ICA– Americas 
model is adapted”, he explained.  

Within the Americas, there are 
some countries where there has 
been a sharp increase in the use 
of this tool. San Bartolomé in-
formed that this is particularly 
evident in Argentina, Peru and 

NEARLY FIFTEEN COOPERATIVES 
WILL BE CERTIFIED BY THE 
COOPERATIVE SOCIAL AUDIT IN 2012 
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Ecuador, but also in Paraguay and 
Uruguay.  

CEREMONY IN PANAMA 

The first ceremony of certifica-
tion in 2012 was held in Panama. 
Some organizations received their 
certification for the first time 
while the vast majority got their 
sixth or seventh certification.  

The ten cooperatives which re-
ceived the ICA-Americas Quality 
Certificate on Cooperative Social 
Responsibility were:  

Cooperativas from Argentina 

COOPERAR - Confederación de 
Cooperativas de la República Ar-
gentina 

Cooperativa Obrera Limitada de 
Consumo y Vivienda - Bahía 
Blanca 

COOPESCREVI Cooperativa 
Eléctrica y otros Servicios de San 
Gregorio Ltda.  

Cooperativa Agropecuaria Gen-
eral Paz de Marcos Juárez Limi-
tada 

Cooperativa Batán de Obras y 
Servicios Públicos Limitada 

Cooperativa Telefónica y de 
Otros Servicios Públicos, Asis-
tenciales, Educativos, de Vivi-
enda y de Consumo Tilisarao 
Limitada 

Cooperativas from Perú 

Cooperativa de Ahorro y Crédito 
Credicoop Luz y Fuerza Limitada 

Cooperativa de Ahorro y Crédito 
Coronel Francisco Bolognesi 
Limitada 

Cooperativa de Ahorro y Crédito 

La Rehabilitadora Limitada 24 

Cooperativas from Bolivia 

Cooperativa de Ahorro y Crédito 
Societaria El Buen Samaritano 
Limitada. 

Three organizations are now 
working on the audit process. 
They are Banco Credicoop, 
Grupo Asegurador La Segunda, la 
Cooperativa Eléctrica de Zárate, 
all of them from Argentina.  
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On August 20th the Board of the 
COFIA (Regional Committee of 
Financial Cooperatives and Coop-
erative Banks of the International 
Cooperative Alliance for the 
Americas) met in order to review 
its rules of procedure so as to 
deepen the scope of the functions 
of this body and identify actions 
for the design of a strategic plan. 
During the meeting, Board mem-
bers also decided on the authorities 
of the Board of Directors, and Al-
fredo Arana Velasco was appointed 
as President of COFIA. 

Convinced of the importance of 
financial cooperatives as instru-
ments that contribute to the im-
provement of the living conditions 
of the population, the new Presi-
dent of COFIA invited coopera-
tives of the Americas to "continue 
strengthening networks of integra-
tion at national and international 
levels with the aim of promoting 
the financial cooperative model 
and continue to work hard to that 
end".  In an exclusive interview 
with ICA-Americas Newsletter, 
Arana said that the draft plan of 

activities for the next two years is 
structured in 4 strategic axes which 
are based on the institutional goals 
of the ICA – Americas as well as 
on the Final Declaration of the II 
Cooperative Summit of the Ameri-
cas. 

ESTRATEGIC AXES OF THE 
ACTION PLAN OF COFIA  

 Consolidate and increase mem-
bership  

 Support the ICA-Americas 
Board in the promotion, inci-
dence and defence of the coop-

COFIA PRESIDENT CALLS TO CONTINUE 
STRENGTHENING THE INTEGRATION  
NETWORK OF FINANCIAL COOPERATIVES 
AND COOPERATIVE BANKS  
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erative model  

 Governance: good governance 
practices  

 Be a space for discussion, analy-
sis and exchange of experiences 
among financial cooperatives 
and cooperative banks in the 
Americas, promoting integration 
between cooperatives in order to 
pursue economic and social de-
velopment. 

Alfredo Arana said the plan will be 
reviewed and presented to the ICA
–Americas Board for approval 
shortly. This tool will allow COFIA 
to move forward in its management 
and to measure its results on the 
basis of the actions planned for 
each of the strategic axes.  

The President of COFIA high-
lighted the resilience of the coop-
erative sector, based on the infor-
mation that demonstrates that, 
worldwide, financial cooperatives 
resisted the financial crisis better 
than private banks. During this pe-
riod, several customers of banks 
opted for cooperatives, whose ac-

tions, based on the principles and 
cooperative values, brought more 
confidence. 

Having clearly shown a greater 
resiliency to better cope with the 
financial crisis of 2008-2009, fi-
nancial cooperatives and coopera-
tive banks have proven to be a 
model current and relevant. This 
sector is particularly important to 
enable access to financial services 
for the most vulnerable people in 
communities, and therefore are 
engines for achieving local eco-
nomic growth and reduce poverty. 

MEMBERS OF THE COFIA 
BOARD 

President: Alfredo Arana Velasco 
de COOMEVA, Colombia 

Vice-president: Antonio Ramírez 
Gómez, Cooperativa Universitaria, 
Paraguay 

Secretary: Víctor Hugo Magal-
lanes González, Caja Popular 
Mexicana, Mexico 

Members: José Ramón Agüero 
López, Cooperativa Sagrada Fa-

milia, Honduras y Barry W. Silver, 
National Co-operative Bank, 
United States. 

* ICA created the Regional Commit-
tee of Financial Cooperatives and 
Cooperative Banks of the Interna-
tional Cooperative Alliance for the 
Americas (COFIA) in 2009, com-
prising financial cooperatives and 
cooperative banks located in differ-
ent countries in the Latin American 
region, with a mission to "help ICA-
Americas in the promotion and de-
fence of the cooperative financial 
sector to boost its development and 
integration". 

** Alfredo Arana Velasco is the 
President of the Cooperative Busi-
ness Group Coomeva,  
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During the Youth Regional 
Committee that took place in 
Chile on August 20, new mem-
bers were electedand there was 
a reassignment of positions 
within the Board until 2014. 
The Executive Board of the 
Youth Committee of ICA-
Americas is now integrated by 
five members, instead of three, 
coming from Canada, Mexico, 
Dominican Republic, Peru and 
Argentina.  

During the II Assembly of the 
Youth Regional Committee, 
within the framework of II Coop-
erative Summit in Panama (May 
2012), the President of the Com-
mittee, Franklin Ferreras, re-

signed from his functions and si-
multaneously the Committee wel-
comed three new members of the 
Board: Mylène Bruneau, Carlos 
Medrano and Alvaro Ernesto 
Guevara, representatives from 
Canada, Dominican Republic and 
Mexico respectively. It is worth 
emphasizing the presence of the 
Canadian Mylène Bruneau, for 
being the first-ever woman to 
participate in the Board of the 
Youth Committee.  

MEMBERS OF THE BOARD 

President: Carlos Medrano, 
COOPNAMA, Dominican Re-
public; 

Vice-president: Edwin Espinoza, 

Cooperativa Francisco Bolognesi, 
Peru; 

Secretary: Mylène Bruneau - 
C.C.C.M. Canada;  

Members: Gabriel Angel Di 
Francesco, COOPERAR, Argen-
tina and Alvaro Ernesto Guevara,  
Caja Popular Mexicana, Mexico.  

A COMMON STRATEGY 

It is important to remember that 
since the year 2011, the Youth 
Regional Committee has a funda-
mental tool for cooperatives: the 
Strategy to Foster the Coopera-
tive Model among the Youth, 
which is the result of more than 
one decade of work in the field of 
Youth in the region of the Ameri-

A NEW TIME FOR THE YOUTH 
REGIONAL COMMITTEE 
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cas. In this strategy cooperators 
will find guidelines on how to 
stimulate the entrepreneurial 
spirit in young people and how to 
motivate their participation in the 
cooperative movement. 

The Strategy was supported by 
the Swedish Cooperative Center, 
convinced about the importance 
of involving young people in the 
cooperative sector.  

ICA-Americas calls upon all co-
operatives to spread this strategy 
and to work on its implementa-
tion and commit to its applica-
tion. The document can be 
downloaded here.  

This strategy will be applied until 
2016. The multiple objectives 

that this Strategy aims at require 
both the collaboration of coopera-
tives as well as of integration 
bodies, assuming different roles.  

IN WHICH HANDS IS THE 
FUTURE OF THE COOPERA-
TIVE MOVEMENT? 

ICA-Americas together with the 
youth representative, Jose Anto-
nio Chávez, are working on the 
bases for a process of investiga-
tion and compilation of informa-
tion for the edition of the book 
“The Cooperative Model: in 
which hands is it?”. 

The book will offer information 
about experiences of application 
of youth programs; the responsi-

bilities and processes entailed in 
working with, by and for youth; 
opinions and recommendations 
from leaders and experts in issues 
of cooperative youth develop-
ment and key contacts involved 
in giving continuity to the coop-
erative model. 

Twenty five young cooperators 
form the Americas are among 
the finalists in the International 
Co-operative Alliance's youth 
arts contest, Coop'Art. 

Six Mexicans, one Canadian and 
two representatives from the Do-
minican Republic are competing 
in the music category. It is an 
honour for ICA-Americas that all 
finalists in this category belong to 
this region. We congratulate them 
all for their commitment to the 
contest.  

Five cooperators from the Ameri-
cas are competing in the video 
category, two form Canada, two 
from Chile and one from Mexico. 
Videos  can be  seen a t 

http://2012.coop/en/get-involved/
coopart/video-finalists 

The photography category is the 
one with the largest number of 
competitors at the final. Form 
those, eleven belong to the 
American region, representing 
Chile, Brazil, Mexico, Argentina 
and Puerto Rico.  

The winners of each category 
(music, video, photography) will 
win a trip to the Co-operatives 
United conference in Manchester, 
UK at the end of October as well 
as a USD 3,000 prize. Second-
place entrants will receive USD 
1,500 and the third place entrants 
will receive a tablet computer. 

All the entries in the competition 
can be seen at http://s.coop/
coopartentries. You have time un-
til September 30 to vote your fa-
vorites. 

YOUTH FROM THE AMERICAS REACH 
FINALS IN ICA COOP’ART CONTEST 



 

 

The number of organizations in the 
region of the Americas that are re-
questing their membership to the 
ICA continues growing steadily dur-
ing the International Year of Coop-
eratives. The same tendency was 
seen in 2011 which had an impor-
tant increase in the number of af-
filiations.  

Cooperative organizations in this 
region of the world are showing a 
greater interest to belong to the in-
ternational organization that repre-
sents more than 1.000 million co-
operators. According to the informa-
tion provided by the Regional Of-
fice of ICA-Americas, traditionally 
around five cooperatives were affili-
ated to the ICA every year. How-
ever, probably driven by the cam-
paign for the International Year of 
Cooperatives, in 2011 eleven coop-
eratives became members and in 
2012 the figure is likely to be the 
same or even higher. To September 
2012 there were already five new 
members while others were in the 
affiliation process.  

At present, there are 86 member 
organization of ICA from the 
Americas which represent more 
than 42.620 cooperatives. It is esti-
mated that the direct members in 
this continent are more that 232 mil-
lion people and generate 340.000 
jobs. It is important to remember, 
however, that having precise figures 
is not easy since there are a number 
of difficulties to get updated infor-
mation about all the member organi-
zations and their own members.  

FREQUENTLY ASKED QUES-
TIONS ABOUT THE ICA MEM-
BERSHIP  

Who can be a member? 

The ICA membership is open to all 
organizations who are defined under 
the ICA declaration of Cooperative 
Identity and pursue the ICA objec-
tives. ICA offers two types of mem-
bership: co-operatives and organisa-
tions that unite or federate groups of 
co-operatives may become Mem-
bers while other kinds of organisa-
tions that are not themselves co-
operatives, but that support them in 
some way, can become Associate 
Members. 

Why join the ICA? 

As a member, you will gain from 
ICA’s leadership in a number of ar-
eas and be entitled to a number of 
benefits. 

ICA is the Forum for Inter-
cooperation:  

■ Develop business relationships 
and partnerships with ICA mem-
bers 

■ ICA Expo and trade fairs  

■ Access to the ICA network  

■ Connection to the global devel-
opment network 

ICA is the holder of Co-operative 
Knowledge:  

■ Access to the ICA network  

■ Gain access to ICA as a resource 
for co-operative expertise, in par-
ticular co-operative statistics, 
information and intelligence 

■ Participate in capacity building/
training programmes  

■ Exchange of information and 
technical documents  

■ Receive and access information 
on co-operatives including regu-
lar publication  

■ Access member only resources 
including the ICA Membership 
Directory, member only informa-
tion releases, and global co-
operative statistics as requested. 

ICA represents the movement as 
its Global Voice:  

■ ICA defines and promotes the co
-operative difference with media 
and policy-makers  

■ ICA represents the co-operative 
movement in multilateral organi-
sations including the United Na-
tions system, the International 
Accounting Standards Board, the 
European Union, and others. 

■ Defence for the co-operative 
movement with national govern-
ments at the request of members 

■ Participate in the governance of 
the ICA 

How can I join? 

Candidate organisations should 
complete the Membership Applica-
tion Form and provide the ICA with 
the required supporting documents. 

Where can I find more informa-
tion about the membership? 

You can visit this link on our web-
site or send an email to mem-
ber@aciamericas.coop. 

THE NUMBER OF COOPERATIVES AFFI-
LIATED TO THE ICA IN THE AMERICAS 
INCREASES INFLUENCED BY THE IYC 

NEW VOICES, THE SAME MESSAGE: JOIN ICA!! 
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The environmental perform-
ance of the regional office of 
ICA-Americas in 2012 shows a 
significant advance. The office 
reduced 29.6 tons of its CO2 
emissions compared to 2011. 
ICA-Americas applied a num-
ber of carbon reduction and 
compensation measures in com-
pliance with its environmental 
commitment to the seventh co-
operative principle.  

In 2011 ICA-Americas was certi-
fied as a Carbon Neutral organi-
zation and Cooperative Green Of-
fice, and in 2012 it has renewed 

its certification. According to the 
new inventory of Emissions of 
Greenhouse Effect Gases, which 
evaluated its environmental per-
formance between June 2011 and 
July 2012, ICA-Americas 
reached a total emission of 51.1 
tons of CO2. In the period 2010-
2011 the number was 81.11 tons, 
showing a reduction of 29.6 tons. 
This study, which considers both 
direct emissions (fuels) and indi-
rect emissions (electric energy, 
waste, travel) showed that the re-
gional office reduced its footprint 
by 36,5%. 

This reduction was celebrated as 
a “great achievement” by Manuel 
Mariño, Regional Director of ICA 
and by the rest of the staff. How-
ever, the Director called on to 
work even harder so as to keep 
these figures.  

SPECIFIC MEASURES 

The mitigation measures taken by 
ICA-Americas were: electronic 
communication instead of currier 
services, administrative measures 
to reduce the use of electricity 
and the reduction of international 
trips. 

ICA-AMERICAS REDUCED ITS 
CARBON FOOTPRINT BY MORE THAN 
35% IN TWELVE MONTHS 

CARBON NEUTRAL AND GREEN OFFICE CERTIFICATIONS 
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SHORT ica NEWS  
 

The final countdown has started for the closing ceremony of the International Year of Co‐operatives. At the 

end of October thousands of co‐operators will gather in Manchester, UK, at Co‐operatives United, which will 

see delegates discuss the Blueprint  for a Co‐operative Decade at the  ICA Extraordinary General Assembly. 

While the ICAEXPO will welcome 50 co‐operatives from 35 countries in the business‐to‐business trade show. 

A number of events from workshops to many of the other conferences that make up Co‐operatives United, 

will be continuing key themes of the International Year such as scalability of the sector, finance and food, gen‐

der and youth equality. The Closing Ceremony for the event is the ICA‐supported Big Debate, which will fea‐

ture a number of  international panellists  discussing  the major  topics  that have come out of  the week. For 

more information on Co‐operatives United, and to book a place, visit: http://www.manchester2012.coop.  

 

Co‐operators are being urged to enter the Rochdale Pioneers Awards, which will be awarded near the home 

of the Rochdale Pioneers  in October,  in order to recognise an  individual, or under special circumstances an 

organisation,  that has  contributed  to  innovative  and  financially  sustainable  activities  that have  significantly 

benefited co‐operative members. Members of the ICA can nominate a current or former member or employee 

who has served an ICA member organisation. Organisations that are nominated must be an ICA member, or an 

affiliate of a member. 

 

The  International  Co‐operative  Alliance  has  announced  the  launch  of  its  official  book,  Building  a  Better 

World: 100 stories of co‐operation, in commemoration of the United Nations International Year of Coopera‐

tives. The book contains 100  stories about cooperatives around the globe and will be of  interest to readers 

both during this special year and into what is being called the “Co‐operative Decade”. The book highlights the 

achievements of both the international cooperative sector and the individuals behind the movement. This is a 

commemorative edition and is limited in its print run. It is possible to pre‐order the IYC book following this link 

and receive a 30% discount off the cover price for orders placed before October, 8.  

 

The  International  Co‐operative Alliance has  received  the 2012  Pepe Miquel Award, which  is organised by 

Confederación  de  Cooperativas  (Valencia),  and  recognises  the  ICA's work  to  promote  and  sustain  the  co‐

operative model globally. Dame Pauline Green, President of the ICA, collected the prize on 10 July in Valencia, 

which is the first time an organisation has received the annual award. During her tour around Valencia, Dame 

Pauline also visited Anecoop, which is Spain's leader in marketing fruit, vegetables and salads.  

 

The International Co‐operative Alliance continues growing globally. Nowadays ICA has 276 member organiza‐

tions (238 full members and 38 associate members) from 98  countries  representing approximately 1 billion 

individuals members worldwide.  
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All of your suggestions and proposals regarding the newsletter’s contents are very important for us, since our primary 

goal is to provide a publication enriched by your opinions.  

Please send your comments to: communications@aciamericas.coop 


