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Letter from
the Chair

Agustín Markaide

memoria.eroski.es/en/chair

In 2017 EROSKI began a new strategic cycle that looks
to the future, focusing on the different approach found
in our stores. We are kick-starting this new phase with
health and sustainability as the two key areas that set
us apart.
Financial results in 2017 were positive in both
qualitative and quantitative terms, consolidating the
path to recovery that began in recent years. Total sales
were down as a result of reducing our surface area
in 2017 following various disinvestments, but when
comparing per surface area, sales performed well. In
turn, business competitivity has continued to improve,
especially with regard to sales prices. The “with you”
sales model is still being gradually expanded across our
network of supermarkets and hypermarkets. We closed
the year with over 600 next generation stores that offer
consumers a fresh concept that has been warmly
received.
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In 2017 we resumed opening our own stores with
three new supermarkets, adding to the large number
of franchise stores that were also opened, including
two new hypermarkets. We have made significant
progress with our digital transformation and won an
award for the best website for online food shopping,
confirming the excellent evaluation we were given by
our customers.
We have strengthened our links with our EROSKI Club
Client Partners, developing new advantages such
as the new Mastercard credit card or the new GOLD
savings programme. This reaffirms our historic social
commitment to helping families make savings, inspired
by the fee-based initiative that EROSKI used for its first
Client Partners when it was originally founded.

Big challenges lie ahead but we now find ourselves in
a positive socioeconomic context that means they can
be overcome: greater economic stability, increased
consumer confidence, greater health awareness,
healthy lifestyle habits and sustainability.
In turn, EROSKI workers continue to be the key players
in the future of our project. The positive evolution of our
financial results is the perfect opportunity to give thanks
and recognition to all EROKSI workers for their high level
of commitment that, year after year, stands out in our
cooperative culture and is unquestionably our greatest
strength.
Imminent tasks to tackle involve finding solutions
that will encourage more responsible consumption of
healthier food and we plan to make firm commitments
in this area. We will also continue to boost our business
competitiveness, improving its business interest,
developing a closer relationship with our customers
and adapting our physical and virtual stores to their
changing needs.

To summarise, we will work to tighten our relationship
with our customers, playing an important role in
meeting their needs. This is our leitmotiv and our
firmest commitment.

Agustín Markaide
Chair
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letter from the Board of Governors

Letter from
the Board of
Governors

memoria.eroski.es/en/boardofgovernors

The cooperative management model at EROSKI means
that each and every person who forms part of the
cooperative feels a sense of commitment to the project
and is given the chance to prove it by participating in
every activity that takes place within the organisation.
This is one of the great advantages of our cooperative:
it creates strong links between Worker Partners and
Client Partners who obtain goods and services under
the best conditions in terms of quality, information
and pricing. We have created new savings products,
such as the recently launched GOLD Card that offers
direct discounts of 4% on all purchases, and discount
vouchers and offers that help families make savings
that have a real impact on their accounts.

The ‘with you’ business strategy implemented
by EROSKI a few years ago helps to enrich this
relationship with customers because our consumers
are also partners with decision-making power in the
development of initiatives via their representation
on the Board of Governors. Corporate governance,
management and representation of the EROSKI
Group parent cooperative are the Board of Governors’
responsibility, in accordance with the legal regulations,
statutes and agreements made by the EROSKIGeneral
Meeting, the body that expresses the company’s intent
and is equally comprised of Consumer Partners and
Worker Partners. These are people who are involved in
management as a shared project.

From left to right:

A project that recognises social inequalities, in which
approximately 80% of positions are held by women and
where many work to reinvest profit in a better future
project where values such as commitment, solidarity,
responsibility and sustainability are not just a marketing
strategy but are present in actual realities of our
everyday activity.

Iñigo Arias – Worker Partner
Oscar Goitia – Consumer Partner
Sonia Ortubai – Consumer Partner
Gontzal Loro – Consumer Partner
Ignacio Ruiz – Consumer Partner, Secretary of Board of Governors
Leire Mugerza – Consumer Partner, Chair of Board of Governors
Edorta Juaristi –Worker Partner, Deputy Chair of Board of Governors
Ana Isabel Zariquiegui – Worker Partner
Lander Beloqui –Consumer Partner
Cristina Gainza –Worker Partner
Andoni Martinez Melgosa – Worker Partner
Nerea Esturo – Worker Partner
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For example, it is important to highlight our involvement
in the Food Bank with whom we have worked for over 20
years, our ‘Zero Waste’ campaign, our firm commitment

to local suppliers who represent over 50% of the Group’s
suppliers and the inclusion of various disadvantaged
groups in our organisation. Furthermore, at EROSKI
we have taken important steps to reduce polluting gas
emissions and continuously innovate the efficiency of
all our processes and the development of products and
services that contribute to improving the health and
wellbeing of our customers.
We are particularly concerned with healthy, good quality
food that meets the specific needs of each Client
Partner, responding to new consumer habits and the
demands of the market. This is why today, our ‘with you’
stores reflect these considerations and needs, making
EROSKI a different shopping experience. In our stores,
fresh produce takes pride of place and is displayed as
naturally as possible to highlight its properties, with less
packaging, and with a wide variety on offer.
We are also committed to being local and approachable,
innovating with new sales models that improve the
quality of life of all our consumers, even bringing
the EROSKI shopping experience right to their door,
ultimately aiming to be their favourite store. We listen to
them and progress by making effective responses. New

EROSKI stores are the clearest example of this aim, the
place where we express our uniquely different business
strategy. This is how we see the future and will continue
working towards it.

Leire Mugerza Garate
Chair of the EROSKI Board of Governors
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gobierno corporativo

Corporate
Governance

At EROSKI good corporate governance practice is
part of our cooperative identity. This practice ensures
the sustainable evolution of the company and its
commitment to society in a way that guarantees
appropriate and transparent management. Two
conditions make EROSKI Group an advanced
organisation that meets the requirements demanded
of any company and business relationship by the
world today. First, our governance model is based on
separating the two main decision-making spheres at
EROSKI Group: the Board of Governors and Board of
Directors. To guarantee a solid structure and efficient
management, we have fluid coordination processes
between each body and their respective committees.

Photo:

The Board of Governors is the administrative body
within the cooperative and is responsible for its
governance, representation and management. At
present, it is comprised of twelve governors, six of
whom represent Consumer Partners and six Worker
Partners. Their duties include recruiting and dismissing
partners, supervising the cooperative’s management
plan and proposing agreements to the General
Meeting for its approval, such as the annual accounts,
amendments to regulations and the cooperative’s
general policy.
In turn, the General Meeting is the body that expresses
the company’s intent in areas that correspond to it such
as current legislation and the Articles of Association.
Today it is formed by five hundred male and female
delegates with equal representation. Preliminary
Meetings have taken on particular importance; they are
held prior to the General Meeting and aim to improve
channels to help Worker/Consumer Partners to be
involved in the General Meeting.

The Social Board and the Consumers’ Board also
form part of Corporate Governance. The first is a body
that directly represents Worker Partners and plays a
consulting role in the Board of Governors. Similarly,
the Delegate Committees are bodies that provide
information to the Social Board and to partners at the
work centres. The second, the Consumers' Board,
is comprised of representatives from the Local
Consumer Committees and advises the Board of
Governors on issues related to consumers. In turn, the
Appeals Committee processes appeals submitted by
partners and also has a Supervisory Committee, which
supervises and regulates electoral processes and
internal audits.

This structure adds many pioneering aspects to our
management system. At the same time, EROSKI is
a member of the Global Compact, an initiative run
by the United Nations to encourage sustainability
and corporate social responsibility at the heart of
organisations. This means we have a code of ethics that
determines standards of behaviour in every sphere of
the cooperative company and promotes improvement
in all relationships with its local environment.
Furthermore, equality in management bodies is a
reality, communication channels respond effectively
to information needs and all biannual and annual
accounts (and any other significant financial reports)
are communicated promptly to the National Securities
Market Commission (CNMV) and published on our
website eroski.es.
This means that our corporate actions are not simply
commitments on paper but form part of our cooperative
culture and that is why at EROSKI, we are dedicated to
finding a very different way of understanding business,
using a model that gives back to society what it
contributes and that provides resources so that we can
all continue to grow: workers, partners, suppliers and
consumers.

General Meeting held on 2017
June
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datos destacados 2016

highlights

sales
5,505
million €
turnover

65%

of sales made in
next generation
stores
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consumers
4,792

million €
net sales
(before VAT)

253

million
checkout sales

>6

millions of
Client Partners
who have
EROSKI,
CAPRABO and
FORUM SPORT
cards

260

millions
of savings
made by
consumers

Best Customer
Service:
sixth
consecutive
year

14,596

Client
Partners who
contributed
ideas to
improve their
“with you” store

7,500

participants
in defining
EROSKI’s new
commitments
to health and
sustainability

76%

of sales made
by Client
Partners
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2017 highlights

2017 highlights

workers

stores
1,651

61

8,127 members of EROSKI S. Coop.
1,404 members of Hipermercados S.Coop.
486 members via Gespa FORUM

workers

next generation
stores

50 supermarkets
2 hypermarkets
7 sports/leisure stores
1 petrol station
1 travel agency

10,017 are
members

33,816

>600

new
openings

total establishments

31 hypermarkets
570 supermarkets

1,279 supermarkets

3,315

70%

workers
in franchises

of women are
in positions of
responsibility

207,000
training
hours

500 EROSKI city
320 CAPRABO
161 EROSKI center
140 ALIPROX
78 FAMILIA
73 ONDA
7 rapid

1.9

61 hypermarkets
19 cash & carry
50 petrol stations
16 opticians
159 travel
		agencies
59 FORUM SPORT
sports equipment stores
8 online stores

million
euros invested
in training

social change
60

million visitors
to consumer.
es every year

+20

years
collaborating
with food
banks
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7,000

tonnes of food
donated,
equivalent to
the annual
consumption
of 4,371
families

350,000

students have
taken part in the
Educational
Programme
on Food and
a Healthy
Lifestyle
(PEAHS)

631

million plastic
bags avoided
thanks to
the use of
reuseable bags

suppliers
10,079
suppliers

4,433

commercial
suppliers

2,642

local and SME
suppliers

22,014

local products
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modelo comercial “contigo”

Evolution of the “with you”
business model
Standing out is our priority, ensuring we can offer
consumers solutions that promote healthier and more
sustainable purchasing habits. At EROSKI we place
health and sustainability at the heart of our strategy
and, in response, evolve the main aspects of the “with
you” business model: our relationship with Client
Partners,creating a more attractive business proposal
and more efficient, next generation stores.
The “with you” business model is notable for
specialising in fresh produce, a wide range of items
for greater freedom of choice and a firm commitment
to local products. Today, we continue to expand these
areas with new proposals that also help consumers to
make savings and follow healthy eating practices that
are also compatible with sustainable consumption.
Our stores are increasingly more competitive and
attractive. We are expanding our self-management
model with every new opening and transformation.
We offer customers a full, multichannel experience via
different formats. All these practices aim to make us
our customers’ favourite store where they find their
solutions for healthier, more sustainable food.

“The ‘with you’ business model is our hallmark:
a consolidated model that is valued and
recognised by our customers.”
Beatriz Santos | Sales Manager

memoria.eroski.es/en/withyou

savings

Strengthening our relationship with consumers is
vital to EROSKI. We develop this via our EROSKI Club
loyalty programme. We offer clients more personalised
attention in our stores, encouraging their participation
and offering them information to promote healthier and
more sustainable habits.
Throughout the year, evolving the “with you” business
model has translated into improving the nutritional
content of our own brand products by eliminating over
325 tonnes of sugar, salt and fats from their recipes.
Furthermore, in 2017 our own brand celebrated its 40th
anniversary and was celebrated at the most recent
international ‘Salute to Excellence Awards’, winning
more prizes than any other European wholesaler.
In turn, we have collaborated with 4,400 local
suppliers who stock EROSKI stores with over 22,000
products, contributing to the sustainability of the local
environment.

To boost healthier,
more sustainable
food consumption.

wide range
To promote
healthier, more
sustainable
habits.

EROSKI
Club

customised
attention

different
business
appeal

local
production
To be the first choice
for finding solutions
for healthier, more
sustainable food.

openings and
refurbishments

health and
sustainability
Relationship
with Client
Partners

involvement
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specialists
in fresh
produce

informing
clients

Next generation
stores

efficiency

multiformat

selfmanagement
model

With you business model

Committed
to health and
sustainability
Since our beginnings, at EROSKI we have believed
that our stores are where we should encourage good
food and responsible consumption. That’s why
we have asked our workers, consumers and focus
groups how we can do things better. Their thoughts
and proposals have been set out in ten commitments
to health and sustainability that mark out the path we
plan to follow. 7,500 people collaborated on drawing
up these ten commitments that govern our ‘with you’
business model.

With you business model

1

3

4

Become
involved with
food safety

Promote a
balanced
diet

Prevent
childhood
obesity

Meet specific
nutritional
needs

At EROSKI, food safety is a basic
premise in terms of its products,
particularly its own brand, and
at its facilities. EROSKI has a
quality assurance plan that runs
over 11,000 product analyses
and audits over 400 suppliers
each year.

As a distributor, EROSKI is
committed to offering its
customers a balanced range of
foods. It therefore works, on one
hand, to promote food groups
that should form a greater part
of a balanced diet. And on the
other, on checking the recipes
of its own brand products that
belong to food groups that
should be consumed more
occasionally, improving their
nutritional content.

Childhood obesity represents
a huge threat to children. This
commitment focuses on being
proactive as a prevention
measure. As a result, EROSKI
is dedicated to promoting the
consumption of products at
the base of the nutritional food
pyramid and improving products
found in the higher layers,
reducing their calorie, salt, sugar
and fat load.

EROSKI works to provide
solutions to particularly sensitive
needs of the population. There
may be varied causes:

This commitment to food
safety is developed along three
main work lines. Safeguarding
the traceability of products
from their origin to the store.
Guaranteeing an unbroken cold
chain along the entire supply
process (transport, storage
and in-store handling), thereby
ensuring access to products in
perfect condition with all their
properties intact. And finally,
auditing, analysing and running
daily checks under the strictest
conditions. To do this, EROSKI
certifies all of its manufacturers
and runs continuous quality
control checks on its products
via microbiological and
physiochemical analyses.

Commitment to health and
sustainability
Discover EROSKI’s ten commitments
for contributing to a more sustainable
society with higher rates of health and
wellbeing.

2

Following the advice of health
experts and listening to its
customers, EROSKI has become
the first distribution company
in Spain and one of the first in
Europe to remove partiallyhydrogenated vegetable fats,
a source of artificial trans fats,
from its products. Reformulating
or replacing products that
contain industrial trans fats was
a complex process that required
considerable work; our suppliers
played a very active role with
the support of the quality
control laboratory. Furthermore,
the flavour of products was
calibrated during numerous
tastings so that consumers felt
that the products tasted the
same or better than before.

With this aim in mind, EROSKI
is committed to working on
reformulating is own brand
products that are aimed at
young children to give them a
more appropriate content.
Furthermore, the cooperative
puts a special emphasis on
boosting training in healthy
lifestyle habits for young
children and their local
environment (school and family).
This is particularly emphasised
through Energy to Grow, the
Educational Programme on
Food and a Healthy Lifestyle
(PEAHS) run by the EROSKI
Foundation. Our aim is to teach
over two million children and
their families by 2025.

■■ Health-limitations due to

allergies and intolerances.

■■ Needs related to different life

stages; solutions are adapted
to different stages in life from
infancy to the aged.
■■ We even offer solutions for
different lifestyles that aim to
achieve healthier and more
sustainable eating habits.
This commitment shows the
cooperative’s willingness to
meet the needs of people who
have specific food requirements
so that their range of products
are safe, sufficient for ordinary
shopping needs and within a
obtainable price range.
Specifically, in addition to a
range of over 2,500 leading
brands, it has 550 own brand
gluten-free products that are
30% cheaper. Furthermore,
during 2018 the cooperative will
launch a new range of specific
EROSKI brand gluten-free
products.

In addition, EROSKI offers
solutions with an improved
nutritional profile in each product
family and category via its
EROSKI Sannia brand.

https://vimeo.com/263111572
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With you business model

5

With you business model

6

7

8

9

10

Encourage
responsible
consumption

Offer more
local
products

Make it easy
to eat well at
low prices

Encourage
a healthy
lifestyle

Care for
ourselves
as workers

Act with
clarity and
transparency

Besides being healthy and
balanced, food consumption
also ought to be responsible
and sustainable. EROSKI
is committed to improving
the impact it has on its local
environment by enhancing
its processes, facilities and
products from a financial,
social and ethical sustainability
perspective. The sustainable
use of resources, reducing our
ecological footprint, promoting
a circular economy, preventing
climate change, defending
biodiversity, etc. These are all
essential needs that EROSKI
includes in its fifth commitment.
The cooperative will continue to
reduce the ecological footprint
of its stores, logistics fleet and
products.

More sustainable food doesn’t
just refer to environmental
aspects but social aspects
too. Social and economic
development of the local
environment, boosting
employment and local
wealth and respecting local
gastronomic culture are included
in EROSKI’s sixth commitment
to Health and Sustainability.
The cooperative broaches these
factors from the perspective of
a distribution company with a
close, supportive relationship
with local agri-food suppliers
and a wide, varied range of over
20,000 local products from 2,000
small producers. It takes the
approach of an agent of social
change, involving itself in social,
cultural and community aspects
of the areas where it operates.
Furthermore, from the beginning,
it returns a significant part of its
business profit to these areas.

EROSKI wants to be a force
that democratises health and
sustainability and this is the
aim of its seventh commitment.
The cooperative aims to reduce
the price barrier commonly
found in the market that can
make it difficult to access
certain necessary food types
that are part of a balanced
diet. To do this, EROSKI is
committed to offering products
that are needed for a balanced,
responsible diet at accessible
prices as well as developing
customised savings offers for
its Client Partners on healthier,
more sustainable products.

EROSKI is committed to offering
clear, transparent information
on everything concerning its
business (labelling, brochures,
magazines, etc.), providing
information and recommending
the best options. To do this,
it has created a series of
tools that encourage making
consumers more informed
about their food choices. Only
an informed consumer can
make rational decisions.

As a cooperative, workers play a
unique and vital role and are an
end in itself. Training in health,
sustainability, wellbeing and
promoting a healthy lifestyle
comprise the ninth commitment
to improving workers’ quality
of life and to help them provide
better customer service.

As a consumer cooperative,
EROSKI has always stood out
for its training activity and
work to inform consumers to
help them make healthier and
more sustainable choices. The
cooperative boosts this training
via the EROSKI Foundation and
EROSKI Club.

In recent years, EROSKI has
increased the resources it
spends on training people:

For over 40 years it has
communicated via its Consumer
magazine and the website www.
consumer.es.

EROSKI has improved the energy
model used in its next generation
stores, setting up a eco-efficient
prototype store that reduces
energy consumption by 60% in
comparison to a conventional
supermarket. EROSKI is
expanding this new energy
model to all its new openings
and refurbished supermarkets
and hypermarkets to transform
them into the next generation of
stores.
Investment, restructuring the
logistics map and automating
processes in our platforms over
the past few years have led to
a 27% overall improvement in
logistics efficiency along the
whole supply chain.
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EROSKI stores have a relevant
selection of different, local
ranges in each product category
that are sourced from the local
area in every territory.

01. Maximum clarity and
transparency in the information given on packaging.
Back in 2007 EROSKI
was already a pioneer in
informing clients when it
included traffic light nutrition
labels on the front of all its
own brand packaging. This
system means that, at a
quick glance, consumers
know the amount of calories,
sugar, fat, saturated fat and
salt in a product, as well
as their percentage of the
recommended daily amount
via the green, yellow and
amber colours. Furthermore,
the traffic lights are accompanied by other nutritional
information symbols that
state the nutrients in specific
products and their origin,
plus any ingredients that
may cause intolerances.

01. Improved customer service.
Workers are trained in health
and sustainability. In 2017
alone, EROSKI ran over
122,000 training hours for
more than 6,300 people.
Standard training includes
health and sustainability
content. The training
received by workers results
in improvements to their
quality of life and means
they can provide a better
service and advice to
customers.
02. Improve the quality of life as
workers. Offering training,
assessment, activities,
programmes and various
tools for workers and their
families, aiming to improve
their eating habits and
sustainability.

It also develops its vocation for
encouraging healthy eating and
a healthy lifestyle among the
population through the EROSKI
Foundation Food School which
actively collaborates with
health and food professionals
to be permanently up to date,
contributing to disseminate
this message within the sector
and offering thorough, modern
information to professionals.
The Food School creates a
wide variety of content and
organises events to spread its
information. And, since 2009,
aiming to be a place where ideas
can be exchanged, the EROSKI
Foundation has promoted
conferences that are attended
by healthcare professionals and
members of the population who
have concerns and particular
needs related to health matters.

02. Listen to partners and other
interest groups to improve.
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consumidores/as

consumers

Strengthening links
with Client Partners
At EROSKI, we place consumers at the heart of the
organisation; we create an increasingly personal
relationship with consumers to promote savings and
healthy and sustainable consumer habits. EROSKI
Club is a key piece in this strategy and now has over 6
million members. It operates as our loyalty scheme and
we continue to make innovations. EROSKI Club is also
the basis for creating a more multi-channel approach.
Physical stores are destined to operate alongside the
many options demanded by our customers today. We
are therefore continuously improving our sales and
online communication channels via the website and
EROSKI app; among other options consumers can now
check offers in their regular store, activate discount
vouchers and create shopping lists.

Our most loyal
clients now
represent 76% of
total purchases,
one percent more
than last year’s
figure

Savings made by
families reached
260 million euros
through offers
and customised
promotions
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“At EROSKI we foster ever more
personal relationships”
Eva Ugarte | director of marketing
memoria.eroski.es/en/consumers

In 2017 we have also developed new savings
advantages for our Client Partners. We have launched
two new cards that help them to make direct savings:
MasterCard Eroski Club, now used by 200,000 people,
and the GOLD card, a universal, fixed savings plan of 4%
on all purchases made. In addition to these initiatives,
during 2017 we helped our clients make 260 million
euros of savings via customised offers, promotions and
campaigns; prices were dropped on over 7,000 products
and half of these were food items.

Our relationship with our Client Partners has been
and will continue to be one of the biggest areas for
development so that this relationship can be enriched
and strengthened. That is why we pay special attention
to every point of contact with our Client Partners, from
the “with you” service in our stores and customer
service to the multiple channels and initiatives we have
created to involve and listen to them.

We promote savings, a healthy lifestyle and
adapt to the needs of our clients.

Our thorough dedication to health and sustainability can
be seen in our Health and Sustainability Commitments,
created with the involvement of 7,500 Client Partners
who set the path we needed to follow.

We have launched
two new cards
that help to make
direct savings:
MasterCard
EROSKI Club and
the GOLD card

Price reductions
on over 7,000
products, half of
which were food
items

Removal of over
325 tonnes of
sugar, salt and
fat from our own
brand range

Over 14,596
opinions from
members were
received on
our own brand
products for their
improvement

Over 208,882 fans
on Facebook and
more than 50,618
followers on Twitter

400,000 active
discount vouchers
each month
through the use
of new apps
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consumers

consumers

New ranges

We encourage savings
One of the driving forces at EROSKI as a cooperative
company is ensuring that customers fill their
shopping baskets under the best conditions in
terms of price, quality and service. By focusing on
competitiveness and savings, during 2017 EROSKI
increased the ways families could make savings by
launching several initiatives.
In addition to offers aimed at all its customers and
those for its Client Partners, a particular highlight of
2017 was a general lowering of prices by EROSKI on
over 7,000 products: 3,000 food items, 1,500 drinks
and 2,700 personal hygiene/cosmetic/perfume
products.
Thanks to these reductions and its sales proposals
for 2017, the savings EROSKI helped families make
rose to 260 millions euros.

New cards:
EROSKI Club MasterCard
and GOLD card
The cooperative has introduced a new credit card
in collaboration with Mastercard and Santander
Consumer Finance. Cardholders save 1% on
purchases made outside of EROSKI. This amount is
invested into a linked EROSKI Club card as money
available to the Client Partner for their shopping
in any supermarket, hypermarket, petrol station,
optician, travel agency or online store belonging
to the cooperative. Furthermore, the card gives
clients access to a daily sum of €300 in cash in any
establishment in the chain, commission free. The
card can also be used to make secure purchases
online and includes accident insurance.
■■ Over 200,000 cardholders since its launch in May

2017.

■■ New programmes and savings campaigns at

particular times of year: back to school, Christmas,
holidays, etc.

EROSKI also launched the GOLD card, which offers
a fixed discount of 4% on all purchases. This is a
pioneering initiative in the Spanish distribution
sector and EROSKI Club members can add it to their
savings products. By paying a monthly fee of €4.99,
consumers can have a fixed discount on all their
purchases. A new tool to lower the shopping basket
cost for all our members.

During 2017 we launched 381 new products spread
across our own brands: Sannia, Basic, Seleqtia, Natur
and belle. Innovation in all our product ranges and
their constant improvement is one of EROSKI’s great
commitments to improving health and sustainability.
89 items were reformulated to give them an improved
nutritional content. This is how EROSKI progresses
to offer its customers a wide range of fresh local
produce at the same time as it tries to create the
best ecological and diet products that now take on a
greater importance in our lines.
During 2017 1,768 local/regional items were also
introduced; 792 in the Fresh Produce section and
976 in Food.
These new items included 14 cheeses, 5 vegetable
preserves, 1 spice and 57 types of Denomination of
Origin or Geographic Indication wines.

Nuestras marcas,

40 años en familia

1977
Our brand celebrates
its 40th anniversary

“En Eroski fueron
pioneros en lanzar
productos de marca
blanca, mientras mi
madre me enseñaba
a cocinar y a vivir…
Y ahora yo lo hago
con mis hijos”.

In 2017 our own brand celebrated its 40th
anniversary. This was a particularly important
s.
as en inventar recetas junta
especialist
y Lola,
Kaitinfor
celebration
EROSKI
because
it demonstrated the
trust placed in us by our consumers,#40Añ
a driving
force
in
OSKI
osenfamiliaER
our organisation. Since its launch, EROSKI own brand
products have grown to become part of the family.
That is why we have celebrated this event with our
customers throughout the year and have continued
working to offer them quality products that help them
to save:
pagina eroski club 40 aniv MMPP.indd 1

Specialists in fresh
produce
At EROSKI we specialise in fresh product and always
search for the very best. Our EROSKI NATUR fresh
produce brand frequently uses the most prestigious
Denominations of Origin (D.O.P. )and Geographical
Indications (I.G.P.). EROSKI guarantees the quality and
food safety of all the products on sale in its stores.
This has been one of the bases of the company since
its beginnings as a consumer cooperative and a
principle that today is more relevant than ever:
■■ Over 1,400 D.O.P. wines.
■■ 125 D.O.P. cheeses.

■■ Over 100 D.O.P. preserved vegetables, oils, pulses

and rice.

■■ 300 I.G.P. meats and over 100 fruits and vegetables.

In 2017 we performed approximately 20,000
interventions to guarantee quality and food safety,
including supplier audits, product analyses, and food
technical file checks.

21/3/17 13:15

Since we launched our six first own brand products
in 1977 we have hit several big milestones, such as
including the four official Spanish languages on our
packaging in 1978, the introduction of our first own
brand Denomination of Origin product in 1990 and the
creation of the EROSKI Natur brand in 1996.
Then we removed genetically modified (GM) products
from our brand in 2004, included Traffic Light
Nutrition Labels on packaging in 2007 and eliminated
partially hydrogenated vegetable fat from all products
in 2009. During this period we also launched more
new brands: EROSKI Seleqtia (2007), belle (2009),
EROSKI basic (2010) and EROSKI Sannia (2012).
More recently, in 2014, our commitment to listening
to our customers led us to create personal hygiene
products that are paraben-free, becoming the
first Spanish distribution company to completely
eliminate parabens from its products. In turn, in 2016
our gourmet brand, EROSKI SELEQTIA, began to
collaborate with the Basque Culinary Center (BCC) to
taste the flavour and quality of its recipes.

Fixed discount programme for all
purchases
EROSKI expands the advantages it offers
its Client Partners with the launch of the
new EROSKI Club GOLD CARD.
https://vimeo.com/255580687
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EROSKI Club:
A multichannel
relationship with clients

EROSKI App, constant
communication with
Client Partners

EROSKI’s relationship with its clients is a priority in its
business model, and this relationship has developed
into one of the key identifying differences of this model.
EROSKI is committed to a business plan that revolves
around the consumer and prioritises the shopping
experience.

The app is available for IOS and Android operating
systems and has been operative for just over a year,
already registering over 3.5 million interactions by
users per month. It is a constant communication
channel with Partner Clients and, among other
functions, it can be used to check offers in your
regular store, make shopping lists or find your closest
EROSKI store. Furthermore, the update includes a
digital version of the EROSKI Club card so that Client
Partners can identify themselves in stores directly
with their mobile phone and without needing to bring
their card.

The use of new technology has raised the bar in terms
of consumers’ expectations, who want customised
sales offers and customer service. In response, at
EROSKI we are progressing with a multichannel
approach that aims to provide services to clients where,
when and how they want via different store formats
and digital channels: social networks, the internet, the
EROSKI app and online supermarket.
At EROSKI we have equipped ourselves with the
technology and ability to attend to and provide a
response to the growing use of online channels. We are
ready to advance with our digital transformation and
to respond to consumers by constructing innovative
solutions that are adapted to their expectations. EROSKI
Club is the basis for progressing with this multichannel
approach, placing the client at the heart of its strategy.
This loyalty programme, free for members, was created
three years ago to give our most loyal customers
greater discounts, promotions and exclusive offers,
plus access to the full advantages of the Travel Club
programme. With just one card, clients can enjoy
the benefits of shopping at any establishment in the
chain: hypermarkets, supermarkets, online shops,
travel agencies, opticians, etc., at the same time as
they accumulate Travel Club points across the whole
network of establishments in the programme.
But EROSKI Club goes beyond that, also representing
a platform for directly communicating and interacting
with Client Partners who form part of its daily
management via various activities. The internet
Club ended 2017 with 554,446 members in its digital
account. Throughout the year, members have taken
part in activities related to various launches, giving their
opinions on own brand products and their points of sale.
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■■ Currently over 100,000 EROSKI Club members use

the mobile phone app.

There is also a parallel social advantages programme
for Client Partners that includes involvement in
competitions and prize draws, invitations to chats and
workshops on responsible consumption, tastings and
new product testing, information on better purchasing,
special services and consumer involvement at EROSKI.

■■ Over 400,000 discount vouchers activated each

month.
■■ Direct link to the EROSKI MasterCard website where,
after identifying themselves as the cardholder, users
can check and manage their payment card.

■■ During the year we gathered over 14,596 opinions

from members about our own brand products. These
opinions are carefully analysed to better improve their
performance.
■■ We updated our brochures section so that users can
have a better experience when browsing this area.
■■ We launched the new EROSKI Club GOLD Card.
■■ During 2017, in celebration of the 40th anniversary of
our own brand, we highlighted the qualities of our own
brand products.
■■ For the Christmas campaign, in collaboration with
the Basque Culinary Center, we developed a range of
Christmas menus with key products from our brands.

Social network presence
We’ve listened and talked to our fans and followers,
encouraging them to give positive opinions about our
brand and products, also managing and responding
to any incidents that have occurred during the year,
thereby contributing to a good brand image:
■■ We have over 208,882 Facebook fans (4.7% more

than at the end of 2016).

■■ 50,618 Twitter followers (15.4% more than at the

end of 2016), this rate of growth has continued over
the past three years.
■■ Since December, we have expanded our brand
presence on the Instagram platform, closing 2017
with 1,792 followers and making a significant
contribution to the visibility of our food content at
Christmas.
■■ We are also present on professional platforms such
as Linkedin, publishing the most relevant EROSKI
company news and content. In 2017 we registered
14,166 followers.
■■ Across all the platforms we generated over 1 million
interactions between users and our brand content
(likes, comments, shares) and over 66 million
engagements.
■■ Email marketing channel: We sent 172 emails,
representing 49 million impacts with 12.7 million
opened and 1.9 million clicks.

Award for customer
service.‘We continue
to be the best’
For the sixth consecutive year, EROSKI has won an
award for being a large distribution company with
the best customer service and the company with the
best customer service for members of its loyalty club.
The award was given by consultants Sotto Tempo
Advertising who measure customer satisfaction
across various sectors. Consumers themselves
participate in choosing the organisations with the
best customer service. EROSKI customer service
assisted 423,715 queries last year.
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Workers, partners
and key players
At EROSKI, the workers are partners in the company,
meaning they are highly committed to the shared
project. Similarly, the wellbeing of its workers is a
priority for the cooperative. That’s why they are invited
to attend meetings where they can share their doubts,
opinions and exchange information with the rest of the
group. Furthermore, last year there were four Worker
Partner meetings that were attended by over 5,300
partners and covered issues to be brought before the
General Meeting.

There are 33,816
workers and 10,017
are Cooperative
Partners.

78% of the
workforce are
women.
70% of positions of
responsibility are
held by women.
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“During 2017, 377 new partners
joined the cooperative”
Iñigo Eizaguirre | Social Managing Director
memoria.eroski.es/en/workers

Creating and maintaining quality employment is
another important characteristic of the cooperative. At
EROSKI we have contributed to relocating unemployed
members of the Mondragón Group and 17 now have
permanent new positions. Similarly, training our Worker
Partners is an important part of our strategic plan.

In 2017, 377 new
partners joined
the cooperative:
66 more than the
previous year

Transforming the
network to the
‘with you’ model
created
1,155 new work
positions

The care we show for our workforce can also be
seen in the launch of several improvements within
the Equality Plan, with new measures that promote a
work/life balance.
We intend to be more ambitious in both of these areas.

3,315 workers
in the EROSKI
franchised store
network

We ran 207,000
training hours for
our Worker Partners

EROSKI workers are members of the
cooperative; we take part in its management
and are involved in the smooth running of the
business.

At EROSKI
our Equality
Observatory
promotes policies
that make progress
in this area

Our internal
regulations help to
create a work/life
balance
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Social innovation
In 2017 EROSKI and GUREAK (group for the
employment and integration of people with
disabilities) now have three supermarkets staffed by
people with some degree of disability, representing
a reference point for social innovation by integrating
people with disabilities into the workplace. In
addition to promoting employment among socially
disadvantaged groups, this initiative helps to
normalise disabilities and make them more visible as
part of a diverse society. Over 40 people work in these
three supermarkets located in Azpeitia and Vitoria.
EROSKI also collaborates with other organisations
such as Fundación Once, Cruz Roja and Secretariado
Gitano to encourage the workplace integration of
disadvantaged groups. In 2017 around 200 young
people at risk of social exclusion were given work
experience at EROSKI and 24% later went on sign a
work contract at our stores.

workers

Training with a
cooperative spirit
Training is one of the key elements in EROSKI’s new
strategic cycle. Boosting the abilities of different
teams to improve competitiveness is one of the
current priorities of the current management team at
EROSKI.
■■ 207,000 hours organised covering all training

modules.

■■ Almost two million euros invested.

■■ We ran eight courses with a contract agreement

during the year which led to 74 new contracts, a
greater average than in previous programmes.
■■ 196 people did work experience at EROSKI and 47
are now part of our workforce.

Developing talent
EROSKI and Mondragn Unibertsitatea signed a
collaboration agreement so that new professionals
could join EROSKI and to transfer talent between the
organisations via programmes such as continuous
training, innovation in business management
methods, technical knowledge transfer and the
creation of a new talent ecosystem for new internal
venture projects.
The aim is to boost, within the cooperative culture, an
exchange of talent to drive forwards the abilities of
work teams within the two organisations and to work
on joint initiatives to improve competitiveness in all
areas of the company.

New agreement with
entrepreneurs: CEAJE
In 2016, 3,315 people worked in EROSKI franchised
stores. Our self-management cooperative culture
perfectly matches the philosophy of entrepreneurs
who are focused on creating their own company.
We find talent ready to create employment and
opportunities in the distribution sector among our
Worker Partners. But we also sign agreements
and collaborate with organisations that promote
entrepreneurship. EROSKI Franchises and the
Spanish Confederation of Young Businesspeople
Associations (CEAJE) recently signed a collaboration
agreement to support and foster entrepreneurship.
Our franchise model offers a business alternative
to young businesspeople in a firm and stable food
sector, as demonstrated in previous years, a sector
that has started to recover sustained growth with
high expectations for the market in 2018.

Language diversity
At EROSKI we offer training and grants to workers
so that they can learn official the official Spanish
languages and foreign languages. In 2017 a hundred
people received these grants to improve their
linguistic profile, contributing to the development of
their professional skills aimed at actively listening and
personal customer attention.

Driving entrepreneurship forwards
EROSKI and CEAJE sign a collaboration
agreement to support and foster
entrepreneurship.
https://vimeo.com/242571202

1st class of managers in
the Summa programme
EROSKI has ended its 1st “SUMMA” Talent and
Development Programme Around twenty Worker
Partners took part in a programme that aims to
be an engine for innovation within the cooperative
so that it can continue to grow and increase its
competitiveness.
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Work/life balance
We recognise that having a work/life balance is part
of the personal and professional lives of our workers.
As a cooperative society we believe in a diversity
of interests and objectives and want to foster all
these types of needs that develop at the heart of the
organisation. Ideal time management is also one of
our priorities and we work on responding to issues
raised by our members.

A reference point
for equality
For over a decade, EROSKI has had an Equality
Observatory that coordinates any actions related
to promoting this principle in all spheres of the
organisation. At the Observatory we also fight against
gender violence, a scourge in our society, and work to
protect our workers, our consumers and all members
of society in general.
To do this, we run various awareness, education
and information campaigns. At EROSKI we want to
eradicate any behaviour that encourages inequality
between men and women and this is why, based
on the principle of fairness, we favour conditions
that generate the best professional and personal
opportunities for all members of the cooperative.
■■ We have an ambitious action protocol in the event

that any cases of gender violence are detected
within the organisation.
■■ We train our workers on the inclusive use of
language and gender-neutral language.
■■ We implement our Security Plan in supermarkets
with gender issues in mind.
■■ We collaborate with official campaigns that fight
violence against women, with the international day
against homophobia, transphobia and biphobia and
aim to protect people above all else.

■■ We have made access to a shorter working day

more flexible.

■■ We have extended leave for hospital stays or

operations on family members.

■■ We have lengthened bereavement leave, including

for third-degree relatives.

4th Krea Awards

■■ When considering leave, we take stable couples

into account even if they are not registered as a
common law couple.
■■ We form part of the DenBBora Sarea network, which
includes ten companies committed to improving
time management.

We look after ourselves:
occupational
health and safety

Internal communication

EROSKI has its own occupational health and safety
service established under the legal
modality of a Joint Prevention Service that
covers member companies in the areas of
Occupational Safety, Industrial Hygiene, Ergonomics
and Applied Psychosociology.

Our cooperative spirit is fully reflected in our internal
communications policy. Internal communication is
essential at EROSKI for decision-making and driving
forwards change and continuous improvement. We
have several tools and different publications that
provide information to all levels of the organisation,
in addition to our own corporate intranet that can
be used by all Worker Partners to access content of
professional use and of interest to the company.

During 2017, the health and safety plans, general risk
assessments and psychosocial risk assessments of
the various businesses in the group were reviewed
and updated. Internal health and safety audits and
programmed inspections were also run, the latter
performed by inspection teams from the centres
themselves with subsequent monitoring of any
proposed corrective actions to correct any observed
anomalies. The centres also performed emergency
drills, with and without evacuations.

During 2017, 55 internal information conferences
were held, bringing together a group of over 5,000
Worker Partners to share, in a direct, approachable
and participative way, the company situation and
future plans for the cooperative. These conferences
were headed up by Senior Management and aimed
to strengthen links between Partners, who were
divided into small groups of 150 people so that
communication could flow more easily and ideas
could be exchanged more effectively.

The best initiatives of the year that are implemented
under the self-management model by work teams
in EROSKI stores receive a KREA Award, which are
now in their fourth year. At this year’s event over
120 submissions were entered from across all our
centres. The jury selected 18 initiatives, classified
in different categories: ‘Our customers’ (customer
service); ‘We’re here’ (involvement in the social
environment) and ‘Like a clan’ (team work).

In terms of training, over 33,000 hours were invested
in basic risk prevention courses, specific training
on work position risks and emergency responses.
Training was attended by over 14,000 workers.
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Over 600 next
generation stores
For a further year, EROSKI has continued with the
process of refurbishing its stores, changing them to the
“with you” model. Particular focus was placed on the
Balearic Islands during 2017 and this will continue in
subsequent years.

“The ’with you’ customer service
model aims to place the customer
at the heart of all our decisions.”
Rosa Carabel | Sales Network Managing Director
memoria.eroski.es/en/stores

The cooperative’s investments have centered on
store refurbishments and, at the end of 2017 and after
investing over 300 million euros over the past four years,
it now has over 600 next generation stores, 570 of which
are supermarkets. These stores are predominantly in
the north of Spain where EROSKI holds a solid position
in the distribution market.
This significant transformation of its network to next
generation stores has led to the creation of 1,155
new work positions to date and sales in these centres
represent over 65% of total sales.

We have a
sales network
of over 1,651
establishments

We have diversified
businesses such
as petrol stations,
opticians, travel
agencies and
sports equipment
stores
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600 next
generation stores
that have led to
1,155 new jobs

Over 40% of the
food sales network
transformed
following 300
million euros of
investment

EROSKI has given a strong boost to its digital
transformation by updating its online store and
developing new services to offer a full, multichannel
experience to customers, meaning they can do their
shopping from any device and receive it at their home as
soon as possible.
Furthermore, during 2017 we continued to develop
collection points for online shopping, with the options
“Click & Drive” and “Click & Collect”. To date we have
approximately fifty centres with these delivery points.

The North and
Balearic Islands,
strategic zones for
the company

Over
55 new franchises
in 2017

Our ‘with you’ stores are at the centre of
our relationship with our customers. They
are where we can interact directly with
customers to offer them a wide range
of products in the best conditions in
terms of price, quality and service.

EROSKI gave
its digital
transformation
a strong boost
to improve the
customers’shopping
experience

Award for the
Best Online
Supermarket
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We are committed to a
multichannel approach
Since 2000 EROSKI has had an online supermarket that has evolved
over time to meet customers’ needs. In 2017 EROSKI introduced a new,
faster and more straightforward platform that can be accessed by all
customers.
The new online supermarket is adapted to the needs of today’s
consumer; purchases can be made from any electronic device without
needing to download an app, with shopping assistance features (recent
orders, lists, frequent purchases, etc.) and drop-down filters to quickly
locate products so that consumers can easily start to shop simply by
accessing the website.
The EROSKI experience and trust placed in the brand by our consumers
mean that fresh produce is included in 80% of online purchases,
far above the sector average where the sale of online fresh goods
has yet to take off. The quality of fresh local produce and EROSKI’s
commitment to healthy food make us pioneers in this area with an
extremely wide range of items.
■■ Over 15,000 food products and fresh produce items online.
■■ 80% of orders contain fresh products.

■■ We have developed intuitive, fast and straightforward shopping that

can be done securely and easily with every quality guarantee.
■■ Award for the best online supermarket of the year.

Award for best online
supermarket
Consumers have recognised
the changes made to our digital
platform and awarded us for our
work. Our online store was chosen
as the best online supermarket
of the year in the 2017-2018
Business of the Year awards held
in Barcelona. EROSKI was awarded
the ‘WebShop of the year’ prize in
the online supermarkets category.
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Award for best digital
transformation
EROSKI’s travel agency, Travel
Air, also received the Open
Awards 2017 prize in the best
digital transformation of a large
company for its innovative project
of integrated digitalisation. Travel
Air updated the analogue work
structure it had used for over 20
years to a totally digital platform,
making it the first company in the
sector to entirely eliminate the use
of paper.

Click&Collect and
Click&Drive: more
collection points
We closed 2017 with 49 delivery
points for orders placed using
the online supermarket. 18 were
“Click&Drive” points that allow the
customer to collect their online
order without leaving their car at a
point close to main traffic routes.
The other 31 were “Click&Collect”
points located in urban areas with
high levels of pedestrian traffic
where customers can collect their
pre-bagged shopping and avoid
waiting and queues.
These new collection options for
online orders let consumers place
their orders whenever they want
via the website or app and collect
them the same day, either in their
own vehicle or on foot on their
way home.
These new advances towards
omnichannel retailing help the
number of our online supermarkets
to keep growing; fresh produce has
an increasingly large presence in
orders and an initial reticence in this
area on the part of customers now
appears to have been overcome.

Hypermarkets
The EROSKI hypermarket network currently consists of 61 centres, 3 of which are franchised
stores, distributed across 14 autonomous communities.
During 2017 EROSKI expanded its network of franchised hypermarkets by opening a
franchised hypermarket in Melilla and converting a hypermarket in Elche to the franchise
model, which was transformed to the “with you” model in September.
EROSKI has worked with its supermarket format for over 30 years and this strategy of
expanding franchised hypermarkets is part of the cooperative’s plans for forthcoming
financial years, placing particular emphasis on competitiveness and adapting its stores
to each of the markets where it develops its business activity. It now has three franchised
hypermarkets, widening the types of establishment EROSKI can offer as a franchise and
broadening the range of franchise retail brands from local supermarkets to hypermarkets.
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Supermarkets

New RAPID
expansion plan

Expanding our different business model
EROSKI has 1,279 supermarkets to date. In recent years, it has driven
forwards the opening of franchises and investment has focused on
transforming its network of stores to the “with you” model, reaching 570
next generation stores. In 2017 the cooperative resumed investment
in opening its own stores with three new supermarkets in the Basque
Country and half a dozen projects underway that are due to be completed
at the end of 2018. The own supermarket opening plan will focus in
the north and east of mainland Spain from Galicia to Catalonia and the
Balearic Islands, regions where EROSKI holds an firmly established
position in the eyes of consumers and has approximately 18% of the
market share.
In 2017 the cooperative continued to expand its franchise network,
opening 55 new franchised establishments. These openings received
12.95 million euros of investment and have generated 507 work positions.
Alongside the transformation of its network of own stores, these openings
represent a strong boost to the expansion of the “with you” business
model that defines the next generation of EROSKI stores and is the basis
for all franchise retail brand openings.
The Autonomous Community of Catalonia saw the greatest number
of openings with 18 franchised establishments. It was followed by
the Basque Country and Balearic Islands with 7 and 5 new franchises
respectively. The remaining franchised stores were opened in Andalusia
(4), Galicia (4), Andorra (3), Extremadura (3) Madrid (2), Navarra (2) and
Aragon, while Castilla-La Mancha, Castile and León, Melilla, Cantabria, the
Valencian Community and La Rioja had one opening each.
EROSKI maintains the high rate of franchise openings established in
previous years, with over 267 openings in the past four financial years. It
continues to expand its franchise network, focusing on Andalusia, Madrid,
Castilla-La Mancha, Extremadura and Levante in forthcoming years.
■■ Sales in the EROSKI franchise network grew by 7% last year.

■■ The openings represented almost 13 million euros in investment.
■■ The new stores have generated over 500 work positions

■■ Last year EROSKI opened two franchised hypermarkets, in Melilla and

Elche, and 53 franchised supermarkets.

As part of its growth plan, in 2016 EROSKI launched a new retail brand of RAPID convenience stores. These small
stores are approximately 150 m2 in size and are located in urban areas and tourism zones with a high population
density. The new RAPID stores offer a range of 3,600 products including fresh produce, loose fruit and vegetables
and pre-packaged meat and fish. Each store also has an oven to ensure it always has freshly baked bread on sale.
The range of foods, drinks, personal hygiene products and perfumes/cosmetics consists of leading manufacturer's
brands and EROSKI's own brand.

We search for partners
to drive our franchises
forwards
During 2017 EROSKI signed several
collaboration agreements with
various financial institutions to
promote entrepreneurship via its
franchise system. One of its firm
plans to expand the ‘with you’ sales
model in all its regions of interest
and a way of bringing the EROSKI
philosophy and its commitments
to the maximum number of homes
possible:
■■ Cajasur has opened a financing

plan for EROSKI franchisees with
advantageous conditions to meet
the particular financial needs of
their business.
■■ In turn, Kutxabank will offer a
full range of financial products
with advantageous conditions
for current and future EROSKI
franchisees.

It is aimed at groups within the population who need to make convenience purchases, often responding to
unforeseen needs. During the next few years, plans are in place to expand the RAPID convenience store model,
mainly in Madrid, Andalusia, the Balearic Islands, Levante and Barcelona. This will add to the intense schedule of
franchised supermarket openings that has accelerated in recent years. EROSKI also has several agreements in place
with various banks to support current and future franchisees; the banks offer advantageous financing conditions to
open a new store and respond to the needs of its ordinary business.

Award for best business franchise
For the second time, EROSKI received an award for
the best business franchise in Spain from the Spanish
Franchise Association (AEF). The award recognises
the new franchise expansion model launched by
the group three years ago. Since then, over 200
entrepreneurs and investors have placed their trust in
the EROSKI brand and today they have a successful
business in a key food sector.

■■ In 2017 the EROSKI franchise model was awarded the Best Business

Franchise in Spain award and the fifSUR award for an outstanding
franchise in the business sector.
■■ The cooperative has broadened its range of sales formats with new
RAPID convenience stores.

Do you know about EROSKI’s openings
plan?
The cooperative is accelerating the rate of
an intense plan to open franchises based
on its self-management culture.
https://vimeo.com/218769542
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Diversified businesses
CAPRABO, which was launched in Barcelona in
1959, is the oldest supermarket in Spain and EROSKI
Group’s retail brand in Catalonia since 2007. It
currently has a network of 320 supermarkets located
in the urban fabric of strategic zones in Catalonia and
Navarre. CAPRABO stands out for its innovation, high
quality service and customised range.

Growing Franchises
The business expansion of CAPRABO
progresses via the franchise model launched
in 2010. Last year a supermarket was opened
in Granollers, a second in Barcelona and a
third in Hospitalet de Llobregat under the
Alioprox model.

Families at the centre
CAPRABO’s Business Commitment focuses
on helping families through its Welcome Baby
Programme, encouraging healthy eating, with
its Choose Well, Choose Healthy Programme,
social support initiatives and environmental
awareness. It also runs the Microdonations
Programme that each day donates any products
that con no longer be sold but are still suitable
for consumption to food banks.

Close to you
CAPRABO has created the first digital map of
nearby products in Catalonia and has become
the first supermarket company to develop an
online map with detailed information about its
most typical agri-food products that originate
from the 41 Catalan regions.

VEGALSA EROSKI has formed part of the EROSKI
Group since 1998 and is the leading distribution
business in Galicia. It also currently operates in the
neighbouring communities of Asturias and Castile
and León where it has been firmly established.
The commitment to local, high quality agri-food
production that values its place of origin, a constant
feature throughout the company’s history, has taken
a qualitative leap forwards with the Commitment
campaign for local suppliers. Throughout the year it
runs numerous promotional activities that highlight
the quality, flavour and origins of the finest selection
of products of the land. Thanks to this campaign, over
326 million euros were spent on purchasing from 909
suppliers from Galicia, Asturias and Castile and León.
Healthy eating is another strategic aim for the year
and a good example is the launch of “Eat well, live
well” initiative that falls within the framework of the
national “Prevent Obesity. Lighten your life” project.
Furthermore, there has been a firm focus on
innovation to strengthen e-commerce. The number
of distribution centres with a home delivery or
in-store collection service has risen to 34. This offers
coverage to 9 out of 10 Galician homes.
Awards and prizes:
■■ AGAFAN Prize for support given by the company to

large families.

EROSKI currently has over 200 diversified establishments including travel agencies, petrol stations, sports
equipment stores, opticians and wholesalers such as cash and carries.

EROSKI Travel

Forum Sport

EROSKI has its own travel agency, EROSKI Travel,
and a business travel division called Travel Air. At
present EROSKI Travel has a business network of 159
agencies, including Viatges Caprabo, in Catalonia,
and online offices atwww.viajesEROSKI.es and www.
viatgescaprabo.com. Furthermore, EROSKI Travel
has a key position in business travel and conference
organisation, with offices that exclusively handle
business travel under the Travel Air brand. Travel
Air has sixteen customer service offices exclusively
focused on business travel in Spain’s main cities,
including Madrid and Barcelona, seven implants and
a specialised division that organises conferences
and congresses, Travel Air Events. Travel Air is part of
GEBTA (Guild of European Business Travel Agents)
and ITP (International Travel Partnership).

FORUM SPORT is EROSKI Group’s sports retail brand
and there are currently 59 stores, including two outlets
and a franchise as well as an online platform. With
over 25 years of experience in the specialised sale of
sports equipment and a presence in 10 autonomous
communities, the chain maintains a positive rate of
growth. Its business network now includes eight Dooers
stores that specialise in trainers and clothes for young
people.
FORUM SPORT employs 850 people.

■■ ‘Galician Excellence Award 2017’ from the

Catalonian Association of Galician Businesspeople,
presented to Ventura González Prieto for his
business career.
■■ Humana, Fundación Pueblo para Pueblo Award
for Vegalsa-Eroski for its commitment to social
responsibility and for reusing textiles.
■■ eWoman Online Business Award from Grupo Faro
de Vigo-La Opinión de A Coruña in recognition of
our innovative website developments for online
shoppingwww.eroski.es .

Petrol stations

Opticians

EROSKI closed 2017 with 50 petrol stations in strategic
locations next to its hypermarkets and supermarkets.
EROSKI petrol stations uphold the cooperative’s policy of
offering its members the best prices, payment options and
discounts so that they can fill their tanks under the most
advantageous conditions possible.

EROSKI has a chain of 16 opticians staffed by top
professionals who offer the best products, service
and guarantees. These stores offer a varied range
of quality, well-designed products: graduated
glasses and sunglasses, contact lenses, liquids and
accessories, etc. The best own products, the leading
brands in the market and exclusive latest trends with
numerous advantages.
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cadena de valor

value chain

Improving our business
competitiveness
Creating value for our Consumer Partners is what drives
our daily work. By setting up the ‘with you’ model, our
unique approach is transferred to the whole distribution
cycle to make us more efficient, competitive and to
achieve the best range of products and services for
our customers. Our different approach is set out in the
strategic foundations of the cooperative and in every
step we take to optimise our resources, always with the
ultimate aim of creating value for our consumers.

We collaborate
with almost 4,500
agri-food suppliers
in all the regions
where we operate
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We have added
1,768 new
local products,
expanding our
range to over
22,000 items

That is why our ‘2017-2020 Efficiency Improvement
Plan’ includes innovations along the whole value chain
with projects that include negotiating with suppliers
and partners, building a more personal relationship
with our Client Partners and all business and logistics
processes. Thanks to our 22 logistics platforms, we
have achieved significant improvements in our supply
chain and the efficient provisioning of all our stores.
Without forgetting that we are a omnichannel group
with different ways of interacting with all our interest
groups. That is why we have improved our online
shopping service, creating more collection points and
making same-day deliveries easier.

We have launched
260 new own brand
products and another 104 have been
reformulated as part
of our nutritional
improvement plan

During the last
five years we have
reduced polluting
gas emissions
generated by
transport by 14%

“We innovate to meet the demands
of our consumers”
Javier Amezaga | Resources Managing Director
memoria.eroski.es/en/valuechain

Today we have a wide network of local and regional
producers and work alongside them to develop a
purchasing and provisioning policy that adapts to their
scale. And we have also been pioneers in creating a
pool of suppliers meaning we can access the best local
produce and most of our consumers consider us a
reference point for buying high quality local products.
We recently published the new EROSKI Commitments to
Health and Sustainability to promote healthy eating and
more responsible consumption. They include constant
innovation in our own brand and our relationships with
manufacturing brands and local suppliers. To drive
these two policies forwards, we continue to search
for new partners, creating alliances to maximise our

In 2017 1,670
tonnes of CO2 were
avoided thanks to
improvements in
our value chain

The Group
recycled 25,081
tonnes of waste

purchasing processes and involving all our Worker
Partners and Consumer Partners in the Group’s
important decisions to position it as the leading retail
brand for local shopping and via other channels.

We innovate along the whole value chain to
ensure we are more efficient and meet the
demands of our consumers.

We have 22
logistics platforms
covering 360,000
m2 that handle
over a million
boxes each day

We are members of
the “Lean&Green”
platform that aims
to reduce polluting
emissions in
logistics processes
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Creating
customised
offers

Our value chain is orientated around satisfying each of
our customers with an increasingly personalised range,
greater freedom of choice and greater savings when
shopping. We aim to construct the most efficient value
chain possible for the maximum satisfaction of our
customers so we continue to innovate at every level of
the supply chain and in logistics management.
Thanks to our advanced platforms, we have succeeded
in automating a large part of our distribution, for
example in Elorrio (Vizcaya) and Zaragoza, or by
automating fruit and vegetable order preparation
processes in Mallorca.

Similarly, this year we have boosted strategic
meetings with our suppliers. Because we understand
that manufacturers and distributors need to
collaborate to achieve a more efficient and optimised
provisioning chain.
The new Logistics Management Plan that was
launched in 2017 with its sights set on 2020 includes
huge progress in this area, such as a review of current
useful life criteria established in the different links in
the supply chain, always checking risk in our platforms
while maintaining the useful life for the end client.
We have systematised reviewing the optimum flow
per item, which will be determined by the rotation of

goods and the supply cost. This systematisation will
mean flow can be adapted to the evolving demand for
different items.
We also aim to make further progress in expanding
the unloading unit in the Refrigeration and Freezer
processes, implementing it in the remaining platforms
to be able to plan and speed up unloading at our
facilities and avoid any unnecessary waiting time.

The EROSKI value chain
EROSKI
order
Automated
management

to

Reshipping without
stock

Segmented marketing

Online
Website
App

Restocking of
shelves

Direct supply to
store
Supplier
Partner

Store

Management by category, SOLUTIONS FOR CUSTOMERS

Business negotiation

Alliances

Administrative management

Click &
Collect
Click &
Drive

Continuous adaptation of commercial formats

Trade/marketing collaboration

AECOC
standards

Home
delivery

Customers

Reshipping without
stock

New product R&D

Distribution
store

to the
Transport
distributor

Storage

Transport

Production

Automated
logistics

Client Partners

Supplier

Purchasing
headquarters

In-store selfmanaging team

Administrative management

Social responsibility
Manufacturer's
brand
supplier
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Local
supplier

Own brand
supplier
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Map of logistics platforms
EROSKI's logistics network is currently comprised of 22 platforms: 12 fresh produce,
9 food and 1 non-food. It also has 6 transit facilities. Its map of logistics platforms
and facilities covers 360,000 m2 and provides highly efficient logistics coverage to the
current business network, handling up to a million boxes a day.
The logistics platforms in Madrid, Elorrio (Vizcaya), Zaragoza and Mallorca have
a high level of automation making it possible to increase the range of products to
offer consumers greater freedom of choice and to shorten the time between picking
and availability in stores for greater specialisation in fresh produce and in seasonal
products in particular.

New collaborative
environments with
suppliers

EROSKI’s logistics organisation is based on five areas: Platform, Provisioning and
Transport, Projects, Continuous Improvement and Value Chain, the latter three
coordinating and ensuring the smooth running of the first two.

EROSKI is currently working on developing innovative,
new collaborative environments with suppliers to
increase the competitiveness of our business range.

A Coruña

This initiative will help us make shared decisions
that improve consumers’ experience in key areas
such as size of range and freedom of choice, price,
promotions and research and development into new
products.

Kortederra
Elorrio
Gasteiz
Agurain
Imarcoain

Zubieta
Sigüeiro

Vigo
Zaragoza

Abrera
Ciencies

M50
Ciempozulelos

Menorca
Mallorca
Picasent
Ibiza

Bailén

Murcia
Fresh produce
food
non-food

Sevilla

Transit facilities

New express home
delivery service
EROSKI online shopping service, recognised as
being the best in Spain, has created a new same-day
home delivery option that is already up and running
in Bilbao, Vitoria, San Sebastian and Pamplona.
Same-day home delivery of online orders are made
from Monday to Friday with no additional cost to the
client, although orders must be placed before 3 pm.
During its first few days in operation, over 20% of
customers chose same-day deliveries.
This new instant delivery option represents an
added service to current same day deliveries to the
Click&Drive and Click&Collect collection points where
customers can collect their orders placed at EROSKI
in a few hours with no waiting or queues.

Reducing CO2 emissions
The current transport model has led to changes to
all route planning, from suppliers to platforms, and
local-level distribution to each of our stores. This
management system (TMS) optimises route planning
and monitoring, improves the quantity of goods fitted
into transport modes and reduces routes, driving
time, kilometres travelled and fuel.
During the last five years we have reduced transport
emissions by 14%, which is equivalent to preventing
the emission of 8,000 tonnes of CO2. During 2017
alone, 1,670 tonnes of CO2 were avoided.

Málaga
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“Lean & Green” Project
Reducing the environmental impact of our stores,
facilities and processes continues to be one of our
main commitments. In this context, EROSKI and
fifteen other companies in the consumer sector have
joined the European Lean&Green Platform that aims
at reducing emissions linked to the supply chain by up
to 20% within five years. To do this, we are drawing up
an action plan that will include a detailed calculation
of our carbon footprint and a series of improvement
measures to achieve this reduction.

BCC-EROSKI Award,
food innovation with
local products
6th Basque Culinary Center and EROSKI Saria Award.
This prize is open to all professional chefs working
in Spain and aims to acknowledge and award chefs
who promote specific varieties and species that form
part of the cultural and gastronomic wealth of Spain’s
various regions.

AGECORE, the largest
European purchasing
alliance
The AGECORE international alliance represents
the largest European purchasing alliance and is
comprised of EROSKI, the ITM Group (France), EDEKA
(Germany), COLRUYT (Belgium), CONAD (Italy) and
COOP (Switzerland) who together, based on the value
of representing independent companies, share a
long-term strategic vision.
Its aim is to offer European consumers a wider range
of products for greater freedom of choice and lower
prices while expanding business opportunities for
our suppliers. It operates in 8 European countries:
Germany, Belgium, Spain, France, Italy, Switzerland,
Poland and Portugal. The alliance also represents
a meeting point for partners as they search for
synergies through the exchange of knowledge in
fields such as sustainable consumption, quality
management, store formats and collaboration
programmes with small local producers.

Healthy, sustainable and innovative dishes with
a strong focus on foods produced in the local
environment and that demonstrate a social
commitment to producers and the preserving the
biodiversity of species, varieties and flavours.
Paulo Airaudio, from the restaurant Amelia in San
Sebastian, was declared the winner of the 6th BCC
Eroski Saria Prize for his recipe “Molleja, ajo negro y
zanahoria”.

Paulo Airaudo of the restaurant Amelia de San Sebastián,
winner of the “BCC EROSKI Saria Prize”
During the 6th Basque Culinary Center and EROSKI awards,
we once again gave recognition to cooking professionals
who work to give greater value to local, traditional food,
giving them a new, innovative gastronomic dimension.
This year the prize was awarded to Paulo Airaudo of the
restaurant Amelia in San Sebastián.
https://vimeo.com/245896832

Supporting local foods and wealth
generation in the local environment
Our consumers know that EROSKI’s
commitment to local produce is one of its
identifying features. Entering an EROSKI store
is being given access to a wide range of fresh,
local produce but also hundreds of unique,
quality items made by small local producers and
by companies in the area. This demonstrates
our firm support for regional development
and the trust we place in our own produce
as added value. EROKSI drives forwards an
agri-food sector that bases its sustainability
on the diversity of its production framework as
a key element for contributing to the economy,
culture and the environment. Our cooperative
convictions are what inspire us to make this
commitment to diversity, create collaborative
environments and work with a large number of
suppliers.

In 2017 we had 22,014 unique items. Each has
a story to tell about exceptional raw materials,
unique locations and special production
methods.
We continued to run several on-going
campaigns to valorise food through knowledge
about foods prepared in the area and to
re-introduce them as an extra option for the
weekly shop because they are products that
support the local economy and are more
sustainable because they are produced closer
to their place of consumption.
To help people discover all these products,
EROSKI runs various regional campaigns to
promote different local produce. Specifically,
in 2017 we ran 33 activities of this type in our
stores.

EROSKI currently has 10,079 suppliers and over
half are commercial suppliers. Of this big family
of commercial suppliers, 2,642 are SMEs with
whom we have a purchasing and provisioning
policy that is adapted to their scale and the
particular nature of their product.
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social change

We are a collective project,
open to society
Social change is a part of our DNA. Since its beginning,
EROSKI’s mission has been to contribute to developing
a better society, particularly in its direct local
environment. To achieve this, we work in four key areas:
informing consumers, promoting healthy lifestyles and
eating, sustainable consumption and action to support
those people whose need is greatest.
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Informing consumers is a constant process and we
have several offline and online channels so that no one
is excluded and our message reaches all our public.
Consumer magazine is where we set out our stall,
communicating all the new trends in food, healthcare,
childcare and the environment, but also key aspects of
household economics that concern our Client Partners.
It also includes healthy, balanced cooking recipes,
advice and recommendations about consumer habits
and health matters.

We promote a healthy lifestyle through various
programmes and campaigns developed by EROSKI
such as Ekilibria, which offers Client Partners a free
nutritional advisor or the Educational Programme on
Food and a Healthy Lifestyle. This programme has
reached over 400,000 primary school children during
the past four years and represents a true commitment
by the cooperative to nutritional education from
childhood. It is an ambitious training programme that
aims to promote healthy lifestyle habits to prevent
illnesses related to poor food choices such as obesity,
diabetes and other heart problems. EROSKI also has the
support of its own Food School which runs studies and
reports on eating habits and workshops and training
courses that aim to improve our menus.

The fight against food waste is another of EROSKI’s
great engines for social change. In collaboration with
various organisations such as the Food Bank, EROSKI
contributes to lengthening the life cycle of products,
encouraging new socially responsible behaviour, in
short, improving the quality of life of everyone who is
related to the cooperative in any way.

As a consumer cooperative, we are working to
create a better society, to promote behaviour
that encourages sustainable development
and environmental awareness and to foster
healthy, balanced consumer habits that make
all our members feel part of a small social
change with a big impact.

Eroski | 2017 Annual Report | 49

social change

social change

Consumer information
la revista del
socio consumidor

la revista del
socio consumidor

Año XLII - Época IV - Nº 215
ENERO 2017 • www.consumer.es

Año XLII - Época IV - Nº 219
MAYO 2017 • www.consumer.es

alimentación

salud

???
bienestar

alimentación

salud

Menos azúcar,
más calidad de vida
Dietas para
adelgazar

Enuresis
Enfermedades
reumáticas en niños

Vacunas y bebés
Los excesos de
la cláusula suelo

Diagnosticar la
intolerancia al gluten
Aceite de palma

Patógenos en las manos
Medicamentos
sin receta

???
bienestar

Campaña de la Renta
Servicios adicionales
de las eléctricas

Alimentos
ecológicos:
características
de un sector
en alza

¿Consumimos
de manera
responsable?

EROSKI CONSUMER Magazine
With a print run of 1,200,000 copies, EROSKI Consumer
is a communication channel that aims to train and
inform consumers in matters related to food, food
safety, health, the environment, social awareness and
other themes. Through shopping guides and research
studies, information is provided that helps consumers
to make the right shopping choices.
Similarly, the magazine publishes different guides to
help people make good choices; last year it covered
issues such as pre-packaged stews, olives, tomato
sauce, pre-packaged squid, octopus and cuttlefish,
seeds, beer, sliced bread and crayfish.
In turn, the research reports cover matters such as food
budgets, marine pollution, responsible consumption,
ecological products, eating disorders, vaccinations,
sugar, home economics, etc.

Healthy
eating

CONSUMER.ES
Our consumer information website CONSUMER.ES
receives 60 million visits each year.
Food, Baby, Health and Food Safety and Pets are
the most visited pages. Over 260,000 people have
registered for our newsletters.

The EROSKI Food School encourages healthy
habits.

Recognition for the best CSR
campaign

Four years ago EROSKI launched a pioneering programme to
encourage healthy lifestyle habits. The Educational Programme
on Food and a Healthy Lifestyle run by the EROSKI Food School
aims to make children of between 9 and 12 years of age, and their
family environment, aware of the importance of eating a balanced
diet and following a healthy lifestyle. To achieve this, and with the
collaboration of experts, various free teaching units have been
offered to all education centres in Spain. Last year, 189,000 primary
education schoolchildren across Spain took part in four cycles of
the programme. Since it was launched, over 400,000 schoolchildren
in approximately 2,800 different centres have followed the
programme, which represents a great commitment by EROSKI to
its local environment and to encouraging social change towards
sustainable habits.

The Educational Programme on Food and
a Healthy Lifestyle was awarded the 2017
OCARE prize by the Communication and
Responsible Business Action Observatory.
Specifically, the second year of these
awards gave recognition to the programme
as one of the best actions of CSR
communication developed in 2016 in Spain.

The programme was created by a Scientific Committee formed
by professionals from different fields: medicine and paediatrics,
nutrition and diet, psychopedagogy and pedagogy. Furthermore, the
content includes contributions made by teachers who have taken
part over the years, making it essential teaching content.
Among the new items this year are visits to suppliers and
workshops run in collaboration with experts from the Basque
Culinary Center. Students learn to do a healthy food shop, are taught
about the origins of foods and their properties and create balanced
menus.
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The 2017 OCARE awards celebrate the
best initiatives and communication
actions concerned with Corporate Social
Responsibility in Spain. OCARE was
created in 2014 by the University CEU
San Pablo and consultants Medialuna to
encourage companies and institutions to
communicate their CSR more successfully.
Its management team and Board of
Governors are comprised of well-known
professionals in the area of Communication
and Corporate Social Responsibility.
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Sustainability

raw
materials

Organic
waste

logistics
packaging

24,689

4,078

47,314,554

Meat

pallets

tonnes

units

tonnes recycled

Cardboard

23,412
tonnes

Plastic

1,062
tonnes

More eco-sustainable stores

Fighting food waste

EROSKI’s commitment to social change can also be
seen in its stores. Its next generation stores apply many
of the energy efficiency measures developed for the first
pioneering zero-emissions store by the cooperative in
2012, which managed to reduce its energy consumption
by 60% compared to the energy used by an equivalent
conventional supermarket.

EROSKI’s commitment to fighting food waste is
demonstrated by various on-going campaigns that
were launched years ago and new ones that have begun
more recently. In addition to a close relationship with the
Food Bank, an organisation that we have worked with
for over twenty years, EROSKI has launched different
campaigns to raise awareness about this problem.

At the same time as it refurbishes each store, EROSKI
now promotes energy efficiency measures to maximise
energy savings according to the needs of each location.
These innovations primarily focus on climate control
in the establishment and its refrigeration equipment,
lighting systems and minimising any waste. The “Zero
Waste” programme is therefore particularly important;
food that is removed from sale but still suitable for
consumption is sent to social support organisations in
the area near to each EROSKI store.

■■ EROSKI’s Zero Waste Programme was created to

make use of excess food from stores and give it a
second chance through various social associations
and organisations. In 2017 over 4,755 tonnes of food
in perfect condition and suitable for consumption
were donated.
■■ Furthermore, thanks to collection campaigns such as
“Operation Kilo” or “The Great Collection”, EROSKI and
its customers donated a further 2,437 tonnes of food.
Together these initiatives reached over 7,000 tonnes
of food, including fresh produce, equivalent to the
food consumption of 4,341 families for a year.
■■ EROSKI and Hispacoop (Spanish Confederation of
Consumer and User Cooperatives) also joined forces
to minimise the current impact of food waste. The
campaign is part of the project ‘Waste management,
food waste and consumption’ that aims to improve
management of food and its packaging and is run by
the Spanish Agency for Consumption, Food Safety
and Nutrition, part of the Ministry for Health, Social
Services and Equality.

tonnes recycled

1,912

packages reused

5,490,795

of seafood

plastic boxes

tonnes

units

2,166

41,823,759

Solidarity stars
EROSKI’s Solidarity Stars campaign, organised in
collaboration with the Basque ACNUR Committee
(UN Agency for Refugees) and the Spanish UNICEF
Committee (UN Fund for Children) succeeded in raising
€72,000. During the Christmas period, consumers can
purchase this Christmas decoration at the checkout
of all our supermarkets and hypermarkets for the
symbolic price of two euros. It is also available from
our online supermarket. The idea came from a worker
who suggested writing their best experiences enjoyed
throughout the year on the stars. The amount raised will
be spent on social projects related to children.

porex

215

tonnes

Electronic
and electrical
appliances*

1,559

tonnes recycled

Collaborating
company

Batteries
and energy
storage
devices

Lamps and
fluorescent
lights

tonnes recycled

tonnes recycled

95

Collaborating
company

13

Collaborating
company

*air conditioning, electrical appliances, television, small electrical
appliances, etc.

Solidarity campaign in collaboration with ACNUR and
UNICEF.
For three years running, the Solidarity Stars campaign has
been run in EROSKI stores over Christmas in collaboration with
ACNUR and UNICEF.
https://vimeo.com/243118868

Earth Hour
Just as it does every year, in 2017 EROSKI joined the ‘Earth
Hour’ campaign promoted by the WWF and supported
by the United Nations to raise awareness about the
need to fight climate change. The idea comes from the
need to make people aware about the importance of the
environment and the fight against climate change.

Circular economy
EROSKI works under the principles of what is known as
the Circular Economy. This means aiming to maintain
the value of products and services for as long as
possible to minimise consumption and the waste of
raw materials, resources and energy. In short, it means
closing the product cycle, following nature’s model and
emphasising eco-design, responsible consumption and
sustainable development.
EROSKI’s Circular Economy programme establishes
recycling circuits for various raw materials. To achieve
this, inverse logistics processes are developed and
applied to our stores, platforms and suppliers, to ensure
they are reused correctly and recycled to minimise waste.

Global Compact
For a further year, we have reconfirmed our membership
of the Global Compact, an international initiative run
by the United Nations. Its aim is to achieve a voluntary
commitment from companies on social responsibility
by implementing its principles, based on human,
employment and environmental rights. EROSKI has
signed the compact since it was first established in
2002.

In 2017 over 25,081 tonnes of waste (paper, cardboard,
packaging, porex, wood and others) were recycled. In
addition, 5,490,795 pallets and 41,823,759 plastic boxes
were reused. Thanks to encouraging the use of reusable
bags, we avoided the use of 631 million plastic bags.
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Ethical Management and Transparency
Code of ethics
Our code of ethics is the cornerstone of our daily management policy, and in
practice it corresponds to the following action lines:

1
2
3
4
5

INCLUDE ethical management among the
Directors' main aims.
COMMIT and CONTRIBUTE to the continuous improvement of Social
Responsibility levels established by legislation.
VERIFY, using indicators, the ethical behaviour of the organisation to
define areas of activity that need to improve.
SET TARGETS for improving Ethical Management and draw up and
implement plans to achieve these targets.
TRAIN and INFORM, to an appropriate level, everyone involved in
applying the management system and promote the application of Social
Responsibility good practice.

6

INFORM, to an appropriate level, suppliers and contractors about the
code of ethics, creating mechanisms to transfer knowledge about Social
Responsibility.

7

RESPOND to any external parties (consumers, neighbourhood
communities, the government, clients, suppliers, etc.) if they are interested
in learning more about our social behaviour.

8

COMMUNICATE, openly and effectively with the company about the code,
its regulation and compliance with its objectives.

