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Improving our Business Improving our People
Improving our Partners 
and Suppliers

Improving our Community Improving our Planet

Our Report

The aim of the Sustainability Report of the Sonae Group 

is to share with all its stakeholders the economic, social, 

and environmental performance and progress achieved 

throughout 2016.

The purpose of this edition is to present some of the projects implemented, in relation to the sustainable development of our 

different business areas, as well as to communicate the main progress made regarding our Sustainability Strategy.

Therefore, the Report is divided in two complementary documents:

1. Sustainability 
Report

It is structured upon five axes, which reflect our ambition to 

ensure the creation of shared value as a business objective:



1. GRI Supplement

For each one of these pillars, the main performance 

indicators are presented (the non financial indicators don’t 

consolidate NOS performance), as well as some of the 

projects developed in 2016 in our different business areas, 

reflecting the history of the year in terms of sustainability. 

This supplement complements the report complied on 

each of the axes, with additional information that allows our 

stakeholders to analyse Sonae’s performance, according to 

the GRI guidelines. Hence, the supplement aims to meet 

some of the GRI-G4 core level requirements, presenting 

some additional detail with regard to: the materiality analysis 

process; the description of the value chain; the sustainability 

strategy and assess if our previous commitments were 

fulfilled. This document is divided into two major sections: 

Retail and Sonae Sierra. In addition, the detailed GRI table 

can be found in the supplement. 

Finally, the Sustainability Report is available for further 

consultation on Sonae’s website.

Should you require any clarification regarding the information published in this report or about Sustainability at 

Sonae please contact:

Catarina Oliveira Fernandes | Head of Communication, Brand and Corporate Responsibility

E-mail: catarina.fernandes@sonae.pt | Tel.: +351 220 104 000
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Message from the 
Executive Commission

Intrinsic to our entire history, Sustainability comes to life through the actions of our businesses and is present throughout 

our value chain and, therefore, is expressed differently through the way we: create value; promote the development of talent 

and the careers of our colleagues; actively contribute to the development of the communities where we are involved; mitigate 

or avoid the environmental impact of our activity; or establish partnerships that promote the generation of knowledge  

and shared value.

We would like to highlight, firstly, a topic that for us is essential: our continued investment in our people! In the last year alone, 

we carried out more than 1 million hours of training, we were recognised as the best employer in the world for MBA students, 

we continued to actively promote our ‘Somos Sonae’ programme, which since its inception has represented an investment 

of approximately half a million euros, aimed at the households of about 400 colleagues who found themselves in a vulnerable 

situation. And we extended our concern to the communities where we are present, having supported, in 2016, more than 

1,300 institutions, with approximately 10 million euros. 

Secondly, we would also like to emphasise examples like Parklake, our first shopping centre opened in Romania, internationally 

recognised for its unique and eco-efficient design, or the creation of ‘Jindo-Burel’, an innovative model of sneakers,  

100% recyclable, distinguished in the “Outdoor – Footwear Lifestyle” category at ISPO 2017 and which clearly demonstrates 

the integration of Sustainability throughout our value chain. Our action regarding the mitigation of our environmental impacts 

is vast and encompasses projects as diverse as ‘Transformar-te’, which combats food waste, or programmes like ‘Trevo’ that 

through improvements introduced in our operations and the installation of more than 100 independent energy production 

facilities promotes more efficient use of natural resources and contributes towards the fight against climate change. 

At Sonae, Sustainability is embedded in our way of being 

and in our mission - to create long-term economic and 

social value, taking the benefits of progress and innovation 

to an ever increasing number of people.



Sustainability is a journey, therefore, 2017 will once again be a year in which the entire group, without exception, will continue 

to develop projects and actions in the most efficient, circular, and innovative way possible, embodying in practice our culture, 

our way. Finally, we would like to highlight the joint effort of all our businesses in the ongoing challenge of our Sustainability 

Strategy and in the search for new paths and more demanding goals.

We believe that through the fulfilment of our mission and the ability to improve the lives of more and more people, we will 

accomplish our business goals. It is under this motto, and with increased responsibility, that we will continue to commit 

ourselves so that we can affirm Sonae, Improving Life.
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1. Sonae  Group 

We are a multinational group with a diversified business 

portfolio in areas like retail, financial services, technology, 

shopping centres and telecommunications, with the 

objective of taking the benefits of progress to an ever 

growing number of people. 

We aim to meet the needs and expectations of our colleagues, customers, shareholders and society at large, through a stong 

culture and a highly-developed capacity to innovate and execute.

On this path, we have adopted the creation of shared value and sustainable development, in all their different dimensions, as 

our main commitments and intrinsically linked to our business strategy.

OUR MISSION

To create long-term economic and 
social value, taking the benefits of 
progress and innovation to an ever 
growing number of people

OUR VALUES

• Ethics and Trust
• People are at the Centre of Our Success
• Ambition
• Innovation
• Social Responsibility
• Frugality and Efficiency
• Cooperation and Independence



Sonae in 2016 

In the pursuit of our mission, we aim to promote transparent management practices and to ensure that all of our activity is 

governed by the same values, standards and ethical principles. As this is a cross-cutting concern to all of the Sonae Group, the 

Sonae Code of Ethics and Conduct is available to all of our colleagues, defining the ethical standards by which we are guided. To 

ensure its implementation, enforcement and monitoring, an Ethics Committee has been appointed by the Board of Directors.

Specialised 
Retail

SONAE
SR

100%

Food 
Retail

SONAE
MC

100%

Retail 
Properties

SONAE
RP

100%

Financial 
Services

SONAE
FS

100%

Investment 
Management

SONAE
IM

26% 
to

 89.9%

Developer, owner 
and manager 

of Shopping Centres

SONAE
SIERRA

50%

*Participation held
through Sonaecom

Telco

NOS*

23.4%
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+1M
HOURS OF 
TRAINING

236,462.13 t CO2e

CO2 EMISSIONS*

416 M€
EBITDA

10 M€
COMMUNITY 

SUPPORT

89
COUNTRIES

0.002%
WORK 

ACCIDENTS

1,215 M€
NET FINANCIAL 

DEBT

3,239,197.67 GJ

ENERGY 
CONSUMPTION*

5,376 M€
TURNOVER

1,824,220 m3

WATER 
CONSUMPTION*

Results of our activities in 2016  

Scope: Sonae 

 * Sonae IM data not consolidated 



Milestones in 2016  

Sonae MC announces the agreement to 
acquire 51% of the company that owns 
Go Natural and open its first supermarket 
entirely dedicated to healthy food, taking 
important steps towards promoting, among 
its customers, broad and free access to a 
healthy lifestyle.

Sonae SR entered into a strategic 
partnership with Salsa, through the 
acquisition of a 50% stake of its equity. 
This operation will allow Sonae to strengthen 
its expertise in the development of textile 
products and distribution channels.

Launch of Bright Pixel, the latest and 
most distinctive Company Building 
Studio in Portugal, integrated into 
Sonae Investment Management’s 
(Sonae IM) portfolio.  

Sonae Sierra signs 150 new real 
estate management contracts 
in the amount of € 31.7 million, 
reinforcing its presence at 
emerging markets and 
central Europe.

Sonae SR reaches 
259 international stores, 
distributed between 
32 countries in Europe, 
Africa, Asia and America.

Sonae MC implements a 
strategic expansion plan to 
expand the Well’s store network 
and launches the Well’s Health 
Plan, with the aim of facilitating 
access to private health care to 
all Continente Card holders.

Sonae IM becomes a reference 
shareholder of the technology 
start-up InovRetail.

Sonae Sierra launches an 
investment fund with Bankinter.

Sonae MC and Hilton Food Group 
established a joint venture 
agreement to increase 
value-creation in the meat 
department for Sonae MC stores, 
in Portugal.

Sonae received around
176 awards/distinctions related 
to products or services provided.  

Sonae Sierra and CBRE Global 
Investment Partners (GIP) 
established a programmatic 
venture to own and operate 
dominant shopping centres 
in the Iberian peninsula.
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Strengthen and leverage our key 
assets and competencies

We constantly strive to reinforce our strongest competitive 

positions and explore new business opportunities that 

leverage our exceptional capabilities and asset base as a way 

to nurture our portfolio of options for future growth.

Drive international expansion

Internationalisation remains our key growth driver for years to 

come and we will continue to deploy resources accordingly, as 

we have the opportunity to enlarge our international footprint 

and reinforce Sonae’s status as a multinational corporation. 

Diversify business and investment 
approach

We will maintain a high level of flexibility in pursuing different 

business models (from organic expansion to wholesale, 

franchising and services rendering) and investment styles 

(including wholly owned businesses and majority stakes, but 

also joint ventures and minority stakes).

2. Corporate Strategy  

Based on our commitments and in line with our mission and values, we aim to reach our strategic goals in order to create value 

for all stakeholders.

Focusing on our mission, our corporate strategy is based on three fundamental pillars:



Strengthen and leverage our key 
assets and competencies

We constantly strive to reinforce our strongest competitive 

positions and explore new business opportunities that 

leverage our exceptional capabilities and asset base as a way 

to nurture our portfolio of options for future growth.

Drive international expansion

Internationalisation remains our key growth driver for years to 

come and we will continue to deploy resources accordingly, as 

we have the opportunity to enlarge our international footprint 

and reinforce Sonae’s status as a multinational corporation. 

Diversify business and investment 
approach

We will maintain a high level of flexibility in pursuing different 

business models (from organic expansion to wholesale, 

franchising and services rendering) and investment styles 

(including wholly owned businesses and majority stakes, but 

also joint ventures and minority stakes).

3. Communicating with Stakeholders 

In order to ensure that we cooperate and interact closely with each one of our stakeholders, we have several communication 

channels in place, which allow us to maintain a close link with our stakeholders and respond effectively to their concerns  

and expectations.

Given the wide spectrum of our businesses and the resulting multiplicity of stakeholders, one of our greatest challenges is to 

identify their expectations. To this end, we use various communication channels and tools that we mobilise in a specific way for 

each group of stakeholders, at key times of sharing and gathering information.     

Written Communications

Meetings

Training

Surveys

Participation in Various 
Sector-Specific Associations

Partnerships with 
Representative Institutions

Community 
Engagement Projects 

Surveys

Conferences

Interviews

Reply to 
Specific Questions

Suppliers’ Websites

Visits and Audits

Reciprocal Training

Surveys

Performance Assessment

Websites

Suggestions and 
Complaints Systems

Call Centres

Stores and 
Shopping Centres 

Sonae Ombudsman

Surveys

General Meetings

Surveys

Quarterly Financial
Reports 

Reply to Specific 
Questionnaires

Social Climate Survey

Intranet News

Internal Publications

Sonae Ombudsman

Knowledge
Sharing Forums

Surveys

Shop tenantsCommunity

InvestorsCustomers
and Visitors

SuppliersColleagues

Media
Regulatory 

and Governmental 
Entities 
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In 2016, we would like to highlight two major initiatives related to stakeholder engagement, the 1st Major Survey on 

Sustainability, carried out externally by “Mission Continente” and, internally, the Social Climate Survey – “Tu Contas!”.

1st Major Survey on Sustainability

In the context of “Mission Continente’s” activity, the first major survey on sustainable development was developed with the 

Institute of Social Sciences (ICS) of the University of Lisbon, with the following overall objectives  i) to learn about the habits of 

Portuguese society concerning  various aspects that make up the concept of sustainable development; ii) to identify areas where 

information, awareness and mobilisation campaigns are a priority; iii) to share important information with various civil society 

partners, in order to define better intervention strategies for Sustainable Development. The survey aimed to reflect the perception 

of Portuguese society in relation to subjects like the Environment, Nutrition, Health, Sustainable Consumption, Investment and 

Public Policies. The survey was carried out during April and May 2016, on a sample of 1,500 Portuguese individuals of legal age. 

The main results of the survey show that:

• The general population is familiar with the term sustainability (over 70%);

• Education, training and tourism are considered Portugal’s priority sectors for investment;

• Priorities of a social nature stand out in terms of public policies;

• Forest fires are the main environmental concern;

• The economic crisis is a determining factor, which has led to a change in consumption practices and leisure activities, in 

the majority of the population;

• Tackling food waste is a general concern of Portuguese society;

• Replacing meat with vegetable protein emerges as the most prominent nutritional alternative for the future;

• Involvement with associations and volunteering are not predominant practices;

• Freely available leisure activities are increasingly valued.



“Tu Contas!”

The “Tu Contas!” project reflects our way of communicating and intervening with our colleagues, with the objective of allowing 

us to know how they feel with regard to their role, team, work conditions and environment, as well as to understand how they 

experience Sonae’s values, so that improvement opportunities can be identified and we can act accordingly. 

In the 2016 edition, the social climate survey covered all of the group’s businesses, including all colleagues working for Sonae 

for more than three months, with either permanent or fixed-term positions, and part-time or full-time contracts. The survey, 

which consisted of 27 questions, was presented in simple and clear language, in order to ensure that it was easily-accessible to 

all colleagues. Paper and digital versions were made available, which resulted in a response rate of 83%.

During 2017, the overall results will be released and, in a segmented way, a set of reports and recommendations will be published, 

which will result in a concerted action plan to be implemented by the various businesses and sectors.

4. Sustainability Management

The Sustainability Forum, transversal to all of the Sonae Group, aims at promoting the sharing of experiences and know-

how between the different business sectors. Through this sharing of experiences, skills and information, the search for and 

implementation of measures to improve the sustainable development of the business is stimulated. This Forum is coordinated 

by a sponsor, a president and a secretary, addressing and consolidating miscellaneous issues regarding economic, environmental 

and social aspects such as the circular economy, community support, management and relationship with suppliers, among others.
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improving
our business

We are known as being a multinational group that is driven 

by the desire for continuous development and the search 

for new opportunities and challenges. Our culture and way 

of carrying out business is what makes us unique and what 

holds us together, strengthening our leadership positions.

It is this ambition and constant challenge that leads the group to increasingly diversify its business, as seen by the recent 

strategic acquisitions, which promote, not only in the retail sector, a growing complementary offer to the client, as well as 

anticipating the trends of today’s society.

The way we shape our business is driven by innovation, efficiency and continuous improvement. These aspects, in addition 

to being anchored in our mission and values, are effectively critical success factors that we consider as distinguishing us from 

our competitors, in all the business segments in which we operate and, therefore, are the basis for the development of our 

products and services.

Over the past few years, we have consistently aimed to be in line with society’s expectations, therefore we have developed 

our business according to the highest standards of innovation and scientific development. On the other hand, we consider 

that obtaining and maintaining the trust of our customers, whether they are final consumers or other companies, can 

only be achieved when products or services are of the highest quality. This aspect is present in our own brands, in the  

services we provide, and in the customer centric vision that we endeavour to be central to the way in which we manage our 

various businesses. 

Below we have presented some projects from 2016 that illustrate the implementation of these principles at the level of our 

business, products and services.

100%
SPECIALISED RETAIL

Nº of Colleagues: 10,990
Turnover: 1,438M€

Underlying EBITDA: 35M€

100%
FOOD RETAIL

Nº of Colleagues: 29,327
Turnover: 3,687M€

Underlying EBITDA: 210M€

50%
DEVELOPER, OWNER AND MANAGER 

OF SHOPPING CENTRES 

Nº of Colleagues: 1,068
Turnover: 209M€

EBIT: 97M€

100%
RETAIL PROPERTIES

Nº of Colleagues: 42
Turnover: 92M€

Underlying EBITDA: 80M€

100%
FINANCIAL SERVICES

Nº of Colleagues: 33

16% a 89.9%
INVESTMENT MANAGEMENT

Nº of Colleagues: 2,261
Turnover: 258M€

Underlying EBITDA: 13M€

23.4%
TELCO

Nº of Colleagues: 2,519
Turnover: 1,515M€

Underlying EBITDA: 557M€
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ODS

1. Initiatives and Projects  

Project
Go Natural Supermarkets, Sonae 
MC

Challenge
Expand and grow in the healthy food sector.

Action
As part of Sonae MC’s strategy to lead the retail sector of health and well-being in Portugal, offering 

solutions and products that contribute to improving people’s health and quality of life, the first Go Natural 

store opened on December 6th.

With the aim of democratising healthy food, Sonae MC’s new format has the more specific goal of 

promoting healthy and organic products; developing the concept of tasty healthy food; meeting different 

nutritional needs and food intolerances; guaranteeing the lowest prices in healthy and organic food, and the 

development of actions that contribute to the planet’s sustainability.

This new area, which offers a unique shopping experience and service, and presents a concept that was 

completely developed from the beginning to create an organic and natural environment. With a retail sales 

area of approximately 350 m2, it includes a supermarket and a restaurant with 40 seats.

Impact
 A supermarket with approximately 4,000 skus;

 A selection of more than 50 organic ingredients in the restaurant;

 Use of biodegradable packaging; 

 5 additional stores are expected to be opened in 2017.



ODS

Project
ParkLake, Sonae Sierra

Challenge
Anticipating market trends in the development of commercial areas, which are attractive, sustainable and 

with a unique mix of stores.

Action 
In September 2016, Sonae Sierra together with Caelum Development, inaugurated the ParkLake shopping 

centre – in Romania, the most innovative centre in the country, an investment of €180 M, with more than 

200 stores and 70,000 m2 of GLA that, in its totality, generated more than 2,100 new direct jobs. This 

unique and eco-efficient shopping centre brings together several brands, some of them introduced into the 

Romanian market for the first time, and different retail concepts to the market, creating a unique area that 

combines leisure, sport and entertainment.

As it was designed based upon the concept of “Park-Nature-Family”, it offers its visitors an innovative 

shopping experience and creates a pleasant and relaxed environment. In parallel, ParkLake has adopted 

sustainability as a critical factor in its development, aiming to continuously reduce its environmental 

impact, through the efficient use of resources.

Impact
 Awarded the best "Concept & Design Project of the Year" at the 10th Annual SEE Real Estate Awards 

and named "Developer of the year" by CIJ Awards;

 Distinguished in the Forbes Green Awards, in the category of “Green Strategy in Developing and 

Operating Shopping Centres”;

 Building certified according to the most important method of environmental assessment and 

classification of buildings in the world (BREEAM) and UNE 170001;

 The integrated OHSAS 18001 and ISO 14001 certification of the safety, health and environmental 

system, were implemented during the construction of the centre. This integrated certification was 

ground breaking in the country;

 2.8 Million visits after four months of opening.
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ODS

Project
Jindo Burel sneakers, Sonae SR, 
BERG Outdoor

Challenge
Align functionality, style, and sustainability in the development of new products.

Action
Using natural materials of Portuguese origin such as cork and Burel artisanal fabric, made entirely from 

wool, BERG Outdoor has created urban footwear, the Jindo Burel sneaker, which combines respect for the 

environment with a design that brings together the best functionalities for everyday wear: thermoregulation, 

water repellency, flexibility, high resistance, breathability, and premium comfort. 

In this way, this new model reflects the fundamental and guiding attributes of BERG Outdoor - innovation, 

quality, sustainability, and respect for the quality of materials.

Impact
 Development of a 100% recyclable sneaker model;

 Valorisation of national production;

 Sneakers distinguished in the “Outdoor Category - Footwear Lifestyle” at ISPO 2017.



ODS

Project
Customer MO Feedback Project, 
Sonae SR , MO

Challenge
Collect, analyse and continuously introduce consumer’s feedback into our products.

Action
In order to ensure that our fashion collections are increasingly aligned with our clients’ preferences, increasing 

their flexibility and responsiveness, a team of more than 30 colleagues led the MO pilot feedback project. 

This initiative aims to gather the opinion of the final consumer in a recurring, structured and actionable way, 

and involved the design and testing of the process employed to collect feedback from the final customer, 

making use of different tools and methodologies, and taking into account 3 different critical variables: 

products, prices and promotions. 

The project stands out as it involved hundreds of loyal customers and not generic customer panels, which 

allowed the questions and answers to be more focused and assertive. Reacting quickly, aligning the offer 

to the demands of its consumers, thus contributing to the increased levels of satisfaction of the final 

consumer and, consequently, to the increase of sales are the impacts expected with the roll out of the 

Customer MO Feedback Project.

Impact
  4 questionnaires were conducted to a total sample of 8,000 customers;

 Interview of 20 clients through the panels;;

 Promotion of focus groups through which the in-depth opinion of 30 clients was gathered; 

 Promotion of 6 shop-along actions.
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ODS

Project
ME310 Graduate Programme, 
Sonae

Challenge
Use our vast network of partners to develop and share knowledge.

Action
As part of the ME310 Product Innovation Programme at Stanford University, Sonae challenged students 

from a group of academic partners to participate in an open innovation initiative aimed at meeting the 

challenges posed by Berg Cycles and Worten, outdoor/cycling brands and consumer home appliances 

and electronics from Sonae. The initiative is part of Sonae’s open innovation policy, which aims to foster 

knowledge through collaboration and cooperation with the academic and the scientific community. 

Impact
 Involvement of 3 academic institutions - Porto Design Factory, University of Modena and Reggio 

Emilia and the University of Swinburne;

 Participation of 13 students;

 As a result, participants developed 2 prototypes: an urban bike for Berg Cycles and a device for the 

remote management and monitoring of home appliances and electronic equipment for Worten, which 

were presented in the United States and Portugal.
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We are a highly-diversified and multicultural group, 

comprised of a team of young professionals with a high 

level of qualifications and skills that, together, contribute  

to the success of the Sonae Group and enrich  

our culture on a daily basis.  

35%
Men

23
Geografies with 

local teams65%
Women

54% 18-34 years of age

28% 35-44 years of age

14% 45-54 years of age

4% 55-65 years of age

Scope: Sonae



Recognising the challenge of being one of the largest private employers in Portugal and the desire to be able to understand 

the individuality of each colleague, we promote an integrated approach to talent management based on 3 distinct pillars: (i) 

Attracting Talent Effectively; (ii) Assessment and Development; and (iii) Career Management. 

(i) Attracting Talent Effectively

 Sonae welcomes the heterogeneity and diversity of profiles and, due to our diverse and international business portfolio, 

we invest in identifying and attracting young talent with different academic, professional and personal backgrounds. We 

look for creative and bold people, who value integration into a team and who, in addition to the best academic background, 

valued enriching experiences that enhanced their development, even on a personal level, as part of their education. 

Apart from technical and professional skills, we place more and more value on the so-called soft skills, looking for a profile 

that is ambitious, creative, entrepreneurial, intellectually curious, flexible and focused on excellence. Throughout their 

professional career, we strive to enhance and strengthen these skills, so that our colleagues are better prepared for the 

heterogeneity and diversity of the challenges that our business involves.

(ii) Assessment and Development

 Based on the principles of Meritocracy, Pluralism and Participation, Sonae’s performance management model – Improving 

Our People – promotes, on an annual basis, the involvement of management with each team member to jointly reflect 

upon the results of the previous year, while defining goals and action plans for the current year, clearly focusing on 

exploring the potential and the personal and professional development of each colleague. 

 The performance management interview, known for its rigour, directness and transparency, is a unique opportunity to 

share expectations and areas of interest, where each colleague can be part of their own development, as well as in the 

shaping of their professional career. 

(iii)  Career Management 

 Aiming to balance the personal and professional expectations of our people with our strategic business goals, from a 

skills and talent point of view, our career model aims to support the management of the current talent pipeline, as well 

as to respond to the needs and challenges of the medium/long-term. Bearing this in mind, enhancing the role each 

colleague has as an actor of their own development, our goal is to convey the wide-range of possible career paths and 

growth within a multiplicity of areas, businesses and geographic areas in which Sonae is present.

 Aware of our role as a reference employer, we are committed to the continuous training and development of our 

colleagues’ competences, by strongly promoting a culture of personal and professional fulfilment.

 

Additionally, the health and safety of our colleagues is a central aspect of our management. Aiming at a zero-accident culture, 

we ensure the necessary conditions so that our stores, shopping centres, warehouses and workplaces are safe and conducive 

to the collective well-being.  
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2016 was marked by an ambitious and diverse set of initiatives, some examples of which will be provided  below.

53%
Women in management 

positions

+1M
Hours of training 

0.002%
Rate of labor accidents

Scope: Sonae 

Sonae IM consolidates only  Maxmat’s data.

1. Initiatives and Projects 

Project
Sonae Summer Experiences – 
Launch yourself into the Future, 
Sonae

Challenge
Create a vocational development programme in a real work context.

Action
Considering the diversity of business areas, roles and skills that exist throughout Sonae’s different 

businesses, we feel it is our responsibility to create an opportunity whereby our colleagues’ children can 

develop their professional and personal interests in a real work context and not in the absence of one, as so 

often happens with many young people. 

The Sonae Summer Experiences – Launch yourself into the Future, arose precisely from this belief that 

Sonae could play a very important role in the process of young people’s vocational choice and that this 

process could contribute in an effective way to the development of skills that are important for their 

professional and personal future.



ODS

Impact
In the short-term, it is possible to identify the impact of the programme on 3 levels:

 Young participants – stated that the programme allowed them to acquire knowledge about what 

is carried out in a company (100%) and to broaden their knowledge about their professional area  

of interest (91%);

 Participants’ Parents/ Sonae Colleagues – stated that the programme was able to improve their 

children’s knowledge about the real world of work (100%) and to support them in the process of their 

vocational choice (95%);

 Business – the content of the work developed by our teams in response to the challenge launched by our 

businesses was incorporated into our ongoing studies and presented at Sonae MC’s Annual Convention.

In order to achieve this goal, the Sonae Academy developed a programme, in partnership with the Faculty of 

Psychology and Educational Sciences of the University of Porto, a consultant in its design, and the Catholic 

University, through the Católica Porto Business School, responsible for the management and leadership 

masterclasses and vocational orientation. Furthermore, of crucial importance was the participation of 

40 colleagues with different roles, backgrounds, ages and geographic areas, who shared their knowledge 

and experience with the participants. This combination, resulted in the first programme in Portugal for 

vocational development in a real work context. 

During the period of one week, through the Sonae Summer Experiences project, 26 young people, 

colleagues’ children aged between 15 and 18 years old, had the opportunity to be part of the company, 

by visiting different businesses and participating in shadowing experiences, receiving training in multiple 

management and leadership areas, responding to business challenges playing sports and, based on this 

experience, reflecting upon their educational and professional future.

The assessment of this project was carried out in 3 main stages: in the Short-Term (after the Programme 

has been completed) – through the satisfaction assessment (participants, parents and Sonae colleagues 

who were involved in the project) and the knowledge/application assessment (team work carried out in 

response to a challenge from one of the businesses and the individual vocational guidance process); in the 

Medium-Term (12 months) – through the assessment of the usefulness of the vocational choice and the 

use by the business of the work developed; and finally in the Long-Term – implementing more editions/

programmes for different age groups, extending access to the programmes to young people at schools 

that benefit from Sonae intervention, making the contents developed available to community vocational 

guidance services, leading a movement that then challenges other companies to complement it with input 

from other sectors of activity and sharing the experience in a national/international context with a view to 

gathering other input and encouraging its dissemination.  
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Project
‘Contacto’ Programme, Sonae

Challenge
Attract, retain and develop new talent.

Action
The ‘Contacto’ programme, that celebrated its 30th birthday in 2016, was created with the goal of recruiting 

final year undergraduate/master’s degree students from the best universities to carry out an internship 

at one of Sonae’s businesses and, later, depending on their performance, to join our team. The aim of 

the programme is to attract and integrate into Sonae’s different businesses, young talent, with different 

backgrounds, who strive to have access to the best leaders and who aim to develop ambidextrous skills, as 

well as to build up a large networking system. 

Over 30 years, the ‘Contacto’ programme has contributed to reinforcing the teams of Sonae’s different 

businesses with young talent, promoting knowledge and innovation, while offering participants a unique 

opportunity for personal and professional development. 

In the 2016 edition, Contacto looked for “Gyroscopers” – young talent, with an open mind and global perspective, 

that is to say, young people with academic backgrounds, nationalities and exceptional extracurricular 

achievements, who are able to bring and integrate their experiences into their day-to-day job.

ODS

Impact 
 More than 40 thousand applications and the participation of more than 4,500 youngsters from 

various areas of training, since the beginning of the programme;

 45 interns in the 2016/2017 edition;

 79% retention level in the 2015/2016 edition.



Project
‘Mais Sonae’, Sonae

Challenge
Promote the benefits we offer our colleagues.

Action
In order to contribute to the motivation and satisfaction levels of our colleagues, we have developed 

several partnerships that offer our colleagues and their families the opportunity to enjoy a set of exclusive 

advantages. 

In 2016, we felt we needed to collaborate more closely with our teams. In this way, we were pioneers in 

Portugal, in the implementation of a micro-site and a web platform that allows each colleague, not only to 

access and consult all of the advantages and benefits available, but also to more easily enjoy the discounts 

offered on a variety of goods and services, thanks to the protocols established with various entities. 

The easiness of accessing the website and the application developed for this purpose, also ensure the 

continuous update of Sonae’s benefits and advantages. 

As one of our main concerns is to ensure the well-being and health of our people, we offer our colleagues 

and their families the opportunity to take advantage of discounts at gymnasiums and in relation to sports 

activities, life insurance, schools and language institutions, as well as various cultural activities, among others.

ODS

Impact
 More than 50,000 colleagues benefitted from these advantages;

 Approximately 30,000 visits were made to browse the offers available;

 More than 50% expressed a desire to make a purchase;

 220 partnerships were established.

Testimonial
“The platform is straightforward, users of the site can easily access the most varied discounts and, for this 

reason, I think it is a very user-friendly site. I believe every colleague should use it.” Rui Coelho
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Project
‘Desafia-te’, Sonae MC

Challenge
Support colleagues who present medical restrictions that prevent them from fully performing their 

functions.

Action
‘Desafia-te’ is a programme directed at Sonae MC’s logistics and production centre colleagues, who due to a 

medical restriction, are unable to completely perform the function for which they were hired. 

Through a project that is intended to be flexible, simple and easily-accessible, colleagues that find 

themselves in this situation are identified and asked to be part of a skills assessment process, so that we 

can know them better, and later place them in a Talent Pool.

This in-depth and multidisciplinary assessment of our colleagues’ profile allows us to identify internal 

mobility opportunities or to develop professional retraining solutions tailored for each colleague.

Concerning the alternatives of a professional career presented to our colleagues, all support and preparation 

for a possible change is ensured, namely through the implementation of development plans that aim at 

training colleagues to perform new functions that best suit their physical condition.  

Throughout the entire process, a close and thorough follow-up of the development plans and integration 

into the new functions are carried out, concluding the process with an assessment. 

The ‘Desafia-te’ programme also has a preventive aspect, namely at the level of the development of 

ergonomic studies that allows each work area to be characterised and in the area of occupational health 

that strives to ensure the good physical and psychological condition of colleagues, beginning at the time of 

their admission and throughout the entire life cycle of their time at the organisation, in order to minimise 

professional risks and injuries and to reduce the negative impact on a colleague’s capacity to work. With 

these measures and by investing in new equipment aimed at reducing the manual physical effort required 

to perform each function, we are also reducing the negative impact on a colleague’s capacity to work.  

In order to achieve these objectives, a broad and diversified set of actions is underway such as: the 

creation of a new IT portal for Occupational Health that provides easier access to more information and 

automatically notifies human resources every time a situation with medical restrictions is identified, as 

well as accessing a map of indicators; standardisation and revision of the medical services that are available 

and their schedules; and the development of ergonomic studies and healthy living promotion actions for 

logistics and production centre colleagues.



ODS

Impact
 39 colleagues have already joined the programme;

 11 colleagues have completed their reallocation.

Testimonial: 
From a colleague who is part of the administrative sector of the Transportation services:

“I feel good… the colleagues that welcomed me are nice people… the company is giving me a  

new opportunity.”

Cláudio Meneses, 29 years old | Previous role: Prepare orders – Maia |Time with Sonae: 7 years
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ODS

Impact
 More than 50 colleagues registering voluntarily;

 10 work teams were set up;

 105 proposed actions presented.

Project
WORTEAM, Sonae SR, Worten 

Challenge
Ensure the involvement and satisfaction of the Worten teams in Spain.

Action
We believe that the quality of the work environment is one of the vectors that defines our success. 

With the results obtained in the exit interviews, with the implementation of Upward Feedback – a bottom-up 

development tool that provides the formalisation of an opportunity for our colleagues to provide feedback 

to their leaders – and a social climate survey, the Spanish Worten team has developed an ambitious team 

engagement programme: the WORTEAM.

To better understand the results of the survey and identify areas that needed improvement, focus groups 

were created. The main findings that were then drawn and led to the creation of a set of work groups, which 

generically aim for greater transparency and better work conditions, more open and direct communication, as 

well as improving the leadership and team management skills, and endowing them with better working tools. 

With the results of the social climate survey, the implementation of actions developed by these groups  

will be prioritised.



Project
Health and Wellness Programme, 
NOS

Challenge
Minimise the work related psychosocial, ergonomic and traveling risks identified through regular means of 

diagnosis.

Action
NOS focuses on Health and Wellness as a performance driver and, for this reason, has developed an Annual 

Programme, with different initiatives as a way to contribute to a healthier work environment. For each risk 

identified, a set of initiatives was developed, defined by the mobilisation message: “Small big gestures that 

do well”. The plan was composed of the following topics:

• Psychosocial: Anti-stress, physical exercise and relaxation

• Ergonomic: Body posture and relaxation in the workplace

• Work Travel: Safe driving.

The programme was implemented in various stages to engage and promote the initiative in order to 

mobilise colleagues to participate and finally to adopt this behaviour in their daily routines. 

The programme had nutrition and relaxation workshops, techniques for workplace postural exercises, 

driving attention evaluations, among others. These face-to-face actions were accompanied by video 

content, testimonies and tips.

ODS

Impact
 35% of our colleagues actively took part in the initiatives that involved enrolments due to the limited 

capacity of the venues;

 100% took part in open-space initiatives;

 89% level of satisfaction towards the programme;

 8,555 views of related content.

Testimonies
“These initiatives are very important and good practices can make a difference to our work.”

“It was very interesting, a new perspective on day-to-day movements.”
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 Improving Our Life Movement 

The Improving Our Life (IOL) movement marked the year 2016 for Sonae MC. It is a movement that combines a diverse set 

of initiatives and aims to guarantee the personal satisfaction and well-being of our colleagues, through their professional 

fulfilment. With the goal of promoting a culture where every colleague feels challenged, finds meaning in the work being carried 

out, feels appreciated and recognised; a culture in which we are continuously improving the way we work, where people and 

leaders develop, where we work as a team, and with an increasingly significant impact on the community. 

We would like to highlight a set of practices / projects implemented that aim to work on different dimensions which contribute 

to the engagement and professional satisfaction of our colleagues, narrowing down and making the relation between colleague 

and company more meaningful. Therefore, within this context, we often promote thematic events and celebrate important 

moments of their lives with our colleagues, such as the birth of a child, a birthday or the celebration of the years worked at 

the company. These moments are marked at the level of internal communication and also through symbolical gifts given to 

colleagues, for example, the Baby Kit.

The set of initiatives/programmes implemented, involved actions as diverse as the creation of focus groups, IOL Advisors, 

composed of about 70 back office and store colleagues, who meet periodically to perform an assessment of the actions carried 

out within the scope of the movement and gather feedback on what actions should be prioritised in the future. Interventions 

in the workplace, to make it more comfortable and conducive to conviviality and well-being, or interventions in our stores and 

warehouses, to make them safer, was another strategic axis of action. 

We would also like to highlight the ‘Somos Sonae’ programme, whose goal is to provide support, of an exceptional and temporary 

nature, - legal and financial advice, technical aid, basic necessities, among others – to colleagues who find themselves in need or 

in a vulnerable situation. This project is developed in partnership with the Portuguese Red Cross, who assume a key role due to 

their experience in the social and humanitarian area, but also because of their geographic coverage, as their local delegations 

ensure closer contact with colleagues. A further example is the project ‘Desafia-te’ that presents professional alternatives 

to colleagues who would like to take their careers in a new direction. The programme consists of training these colleagues 

with new professional skills, considering the profile and situation of each individual, together creating an opportunity to 

integrate into a new function. Furthermore, concerning the promotion of family well-being, Sonae MC has the initiative ‘Colega, 

Mudámos-te a Casa’, through which a colleague’s house can be renovated, through a fund raiser organised by the company and 

our colleagues. We also have initiatives, such as the ‘Clube Junior’, that allows us to welcome colleagues’ children, during the 

Christmas period, and provide them with several activities such as music and cooking workshops. In 2016, we organised for the 

first time ‘Semana das Nossas Crianças’, inviting children / young people to visit their parents’ workplace, during Christmas and 

Summer holidays. For 2017, we are working on initiatives that aim to promote the exploration of vocational choices, enabling 

our colleagues’ children to have a better understanding of the ‘world of professions’ at Sonae MC.

The internal communication and the involvement/ participation of our colleagues as ambassadors of our culture and brand, 

are of strategic importance at Sonae MC, requiring a continuous and challenging effort. We want to continue to develop this 

strategy, inspired by best practices and always focused on making Sonae MC a Great Place to Work. 

“The ‘Improving Our Life’ movement is built each day, in each store, by and for each and every one of us! It is up to each 

colleague to contribute to this common achievement.” – Isabel Barros, Human Resources Director at Sonae MC.
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improving our partners
and suppliers

We continuously invest in close relationships with 

our producers and suppliers in order to ensure safe 

and high quality products.

At the same time, we are committed to improving the way we relate to our partners, with trust and cooperation as our guiding 

principles. These values are particularly evident in the way in which we involve them in the development of our products, 

services and solutions, but also in the way in which we aim to transfer our best practices (e.g. health and safety at shopping 

centres) into their organisational realities through training, involvement and follow-up actions.

More specifically concerning our own brand suppliers, it is important to highlight their assessment and qualification process, a 

mechanism that has the dual role of assessing and qualifying "suitable" suppliers to work with Sonae, but also with the purpose 

of using audits to identify points of improvement in their operations.

In addition to suppliers, it is worth noting the importance of a vast network of partners, from the various economic sectors (such 

as universities, research centres, etc.), with which Sonae collaborates directly, in order to implement some of its initiatives.

Below we present a set of projects, carried out by the different companies of the group that reflect this vision of long-term 

partnership that we intend to establish with our suppliers.

80%
Purchases from local 

suppliers

84%
Suppliers
qualified

55%
Suppliers 
audited

Scope:  Sonae Retail  



Project
Continente Producers Club, 
Sonae MC

Challenge
Encourage and value national production and promote sustainable consumption.

Action
Throughout 2016, Sonae MC reinforced its commitment to the Continent Producers Club (CPC), in order 

to consolidate the link between production and distribution. Based on innovative and ambitious projects, 

the CPC drives one of the pillars of Sonae's sustainable development strategy. This Club promotes regional 

employment and strengthens the competitiveness of national suppliers. Promoting a stronger relationship 

between producers and academia and research centres was another of the CPC's key actions during 

2016, mainly through the creation of the Scientific Council that works as a platform for the exchange of 

knowledge and as a driver of the producers’ competitiveness. At the same time, with strict criteria for the 

certification of producers, the CPC ensures compliance through annual internal audits. Today the CPC is 

a true success story, bringing "the Best of Portugal" to all of Sonae MC’s customers. During 2016, several 

projects were developed among the producers who are a part of the CPC, such as the cereal and bakery 

producers’ meeting and the fruit and vegetable producers’ meeting that we would like to highlight next.

CPC: Cereal and Bakery Producers’ Meeting and the Fruit and Vegetable Producers’ Meeting

With the aim of reversing our dependence on international cereal producers, balancing our trade balance 

(which in the case of cereals is very low, importing more than 90%) and to contribute to the development 

of local producers, CPC developed a type of wholemeal bread which comes from the Alentejo region. This 

bread is an entirely national product, produced from the recovery of several varieties of Portuguese wheat, 

of proven origin and quality.

In parallel, through a partnership with PortugalFresh (Association for the promotion of fruits, vegetables 

and flowers of Portugal), we implemented an action that aims to communicate the benefits and 

advantages of consuming national, seasonal fruits and vegetables. This action includes the distribution of  

these products to children who visit Continente stores with their families and, in doing so, stimulates 

sustainable consumption.

1. Projects and Initiatives  
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ODS

Impact
 6 Projects developed; 

 224 Members; 

 248 million euros in purchases;

    4.5 tons of fruit and/or vegetables distributed every weekend, to children who visit Continente stores;

 114 thousand tons in purchases.



ODS

Impact
 38 thousand hours of face-to-face product training and more than 11 thousand hours of pre- and 

post-event distance training;

 Assessment of the programme was highly positive, with average feedback of 3.8 given by the trainees 

(sales team) and 3.6 out of 4 given by the partners.

Project
Worten Training Campus, 
Sonae SR,  Worten

Challenge
To bring suppliers closer to our store teams, enhance product knowledge, market trends and news and 

promote a better understanding of the distinctive factors of Worten's offers.

Action
Worten Training Campus was designed to bring suppliers closer to our store teams (salespeople, coordinators 

and managers), encouraging them to collaborate. With a total of 13 editions and with the involvement of 

30 partners, this initiative is based on a rigorous and demanding training programme. The project plan 

of the Worten Training Campus includes several product training sessions given directly by our partners 

and suppliers who represent the brands, as well as other training programmes where partners present new 

products and innovations, encouraging experimentation.
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ODS

Impact
 3 “non-stop” days of conferences and workshops on emerging technologies and a programming 

marathon;

  Approximately 1,000 participants;

  100 speakers.

Project
Pixels Camp, Sonae IM

Challenge
Gain acess to talent in technological areas  to anticipate the future needs of our customers through the 

devolpment of new solutions.

Action
In October 2016, at the LX Factory in Lisbon, Bright Pixel, a company which is part of Sonae IM’s portfolio, 

carried out the Pixels Camp, an initiative that brought together companies, students, enthusiasts and 

people interested in technology with some of the best national and international experts.

Through workshops and innovation challenges, this initiative was developed with the purpose of promoting 

a closer contact between the technological community sharing knowledge and looking for creative 

solutions that could contribute to improving people's daily lives. In order to stimulate the creativity of the 

participants, Pixels Camp included conferences, workshops and an innovation contest on the main topics of 

the agenda, where subjects like sustainability and Big Data were not forgotten. More specifically, there were 

presentations available on Predictive Analysis and New Digital Architecture, as well as their e-commerce 

Apis and Business Intelligence (BI) data sets, presenting the community with a challenge and promoting 

their conversational commerce and machine learning prototypes.

.



ODS

Impact
 86 NOS colleagues; 

 3,000 persons who carry out activities on behalf of NOS, participated in the training sessions. 

Project
Ethics for partners and 
suppliers, NOS

Challenge
Ensure that NOS partners, and those acting on their behalf, are aware of NOS’ Code of Ethics and incorporate 

it into the activities they develop for NOS.

Action
In 2016, NOS identified the most relevant ethical risks associated with activities performed on behalf of NOS. 

Based on this information, they developed an explanatory document of the NOS Code of Ethics for NOS 

Partners and Suppliers. This document was shared with all suppliers and partners who carry out activities on 

behalf of NOS, who have committed themselves, as well as their colleagues, to comply with these principles. 

In order to ensure that everyone is familiar with the principles and rules outlined in the NOS Code of Ethics, 

training sessions were also held for all persons involved in activities related to NOS. The first phase of the 

training was carried out face-to-face and involved NOS colleagues responsible for instructing their colleagues. 

The model adopted in the following phases was either face-to-face or through e-learning.
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ODS

Impact
12 months after its launch, the ‘Universo Card’:

    Has reached more than 400 thousand customers, thus ensuring a strong position in the payment 

methods available in Portugal;

    Used in 128 countries;

   Promoted 8 campaigns, which combined the payment and discount platform, both within the store 

and externally.

Project
‘Universo Card’, Sonae FS

Challenge
Improve our customers' shopping experience by providing integrated benefits with a network of partners 

and multiple payment options.

Action
Launched at the end of October 2015, it brought together the various customer and payment cards of 

the Sonae insignia into a single card, and added the benefits of a universally accepted MasterCard, with 

no annual fees. The ‘Universo Card’ integrates the loyalty programmes of the various brands, that is, it 

has brought together in one instrument, the Continent Card, the Worten Resolve Card and the Sport Zone 

Card. The ‘Universo Card’ also has an innovative feature that consists of allowing the Customer, for each 

purchase to choose from a set of payment methods directly at the payment terminal.
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improving our 
community

Our commitment to the development and well-being of 

the surrounding communities is a value that is shared by 

all the different areas of our activity. Over the years, we 

have helped to invigorate local economies by creating jobs, 

through the expansion of our activity and offering support 

to communities in a variety of ways.

Influenced by our strong culture of social responsibility, the various businesses of the Sonae Group have developed initiatives 

that embrace this increased sharing and promotion of social well-being, reinforcing their link to the community, in the geographic 

areas in which they operate. Support which is divided into a set of 6 main axes of action: (i) environmental awareness; (ii) 

culture; (iii) education and entrepreneurship; (iv) health and fitness (v) science and innovation; (vi) social solidarity.  

In line with our culture and our guiding principles, we believe it is fundamental to give our colleagues an opportunity to be 

involved in voluntary actions. In addition to the contribution that they can give to the community, we believe that it enables us 

to expose our colleagues and our teams to different realities, to face new challenges and to broaden horizons, often working as 

a way to stimulate creativity and innovation, which are values that form part of Sonae’s DNA. 

In 2016 our community support increased over 1,6 M€, the number of volunteers and hours of volunteering raised 33%  

compaed to 2015 , in a clear  evidence of our commitment to the communities in which we are present.

In this chapter, we will present some of our community support initiatives.

Scope: Sonae  

1,374
 Volunteers

5,988
Hours Volunteering

10 M€
Community Support

1,393
Institutions Reached



Impact
In  2016: 

111 colleagues supported

237 people reached | 97 adults + 140 children*

159,503.20 € invested.

Since the Programme was first established:

411 colleagues supported

818 people reached | 341 adults + 477 children*

499,005.74 € invested.

* excluding colleagues

Project
‘Somos Sonae’ Programme, 
Sonae

Challenge
Support our colleagues and their families at their most vulnerable times.

Action
With the aim of providing support of an exceptional and temporary nature to colleagues who find themselves 

at risk and in vulnerable situations, we have the ‘Somos Sonae’ Programme, in place since 16/09/2013. It 

is an initiative developed in partnership with the Portuguese Red Cross, supported through the ‘Portugal 

Mais Feliz’ project.

A highly specialised and multidisciplinary team, which is external to the organisation, is mobilised to 

analyse any requests for support received from our colleagues. After the initial assessment, a support plan 

is developed and implemented, designed according to the specific situation of each of our colleagues.

In this sense, the kind of intervention provided is very diversified and ranges from legal advice, financial 

advice, the management of family finances, health, basic goods and services and any other type of help 

should it be deemed necessary and appropriate.

All processes are managed and monitored to ensure the privacy of colleagues and their families.

1. Initiatives and Projects
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ODS

Testimonial
The ‘Somos Sonae’ Programme is undoubtedly a unique experience for those, who like us, are involved in 

the area of social work, and who so often, experience the frustration of not having the means to support 

people in situations of vulnerability, a situation in which any one of us, could suddenly find ourselves.

The ‘Somos Sonae’ Programme is itself testimony that with perseverance, ambition, trust, commitment 

and belief, it is possible to build shared solutions that enrich us all and make our days happier.

So many happy and inspiring stories to tell. But we know they exist, they are real, and we are very proud to 

be part of them in some way.

To all colleagues, our most sincere thanks! To Sonae, thank you for all your support.

We may not touch the moon or change the world, but we are happy to help change lives every day.

Together ‘Somos Sonae’.

Daniela Costa and Alexandra Leitão

The Portuguese Red Cross| Portugal + feliz | Team ‘Somos Sonae’



ODS

Impact
     442 Colleagues, in 8 countries, involved in the initiative;

 2,731 Work hours dedicated to volunteering;

 13 Charities have benefitted from our support.

Project
Community Day, Sonae Sierra

Challenge
Support and contribute to the well-being of the surrounding community.

Action 
The Community Day initiative, launched by Sonae Sierra, was created to foster volunteering amongst 

our colleagues with the unique purpose of supporting local communities and making a difference. Sonae 

Sierra’s involvement in volunteering meets the growing need to encourage and boost volunteering amongst 

our colleagues, by providing an adequate and flexible plan through which colleagues are able to organise 

themselves in such a way that they can devote part of their time to supporting social solidarity institutions. 

The success of this initiative in 2016, as in previous years is evident, with the presence of hundreds of 

colleagues. The range of activities developed by Sonae Sierra on Community Day is varied, ranging from 

the refurbishment of institutional buildings to support activities for the elderly and children, and all of the 

activities have enjoyed great participation, success and very positive feedback.

The collaboration with local associations and organisations is another important aspect of Community Day. 

Through such associations, Sonae is able to identify what we can effectively offer, implementing projects 

that can truly contribute to making a difference to local communities.
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ODS

Impact
 4 vocational training courses provided;

 132 students registered; 105 students completed the training;

 18% employment rate;

 9 jobs generated through the activity at the school.

Project
Vocational Training Centre 
‘O Meu Futuro’, Sonae

Challenge
Contribute to the development of the Soalpo population, in Chimoio, Mozambique.

Action
To counteract, in a sustainable way, the cycle of poverty in which the majority of Chimoio’s population lives 

and which is characterised by precarious entries into the job market, in areas with limited or no qualifications, 

and simultaneously contributing to the development of the region, we supported the construction of the 

Vocational Training Centre “O Meu Futuro”.

The building of the centre provided the community with a vocational training area, consisting of three training 

rooms, duly equipped for the purposes for which they are intended, and some support areas necessary for 

the proper functioning of the centre. Facilities were also provided in terms of the establishment’s energy 

supply, plumbing, sanitation and safety.

Since its inauguration, courses in domestic electricity and child education have been developed and 

training sessions in the area of cutting and sewing were started. The last sessions were not strictly within 

the framework of vocational training, as participants were not given a certificate, however they have an 

important role within the community. In addition, for this purpose the community has the possibility of 

collecting water from a borehole at the centre and one of the training rooms is available for university 

students to teach reading and writing classes to 7 disadvantaged children.

Testimonial
“As graduates from the Child Education Course, we would like to express our sincere thanks, firstly to God, 

then to the organisation and all the people who have helped us with the facilities we have today, as well as 

the trainers who have helped us with their knowledge”. Excerpt from the group of trainees’ message from 

the Child Education Course in 2016.



ODS

Impact
Save the Children’s Bangla Buddies project:

 Present in more than 160 schools;

 Reached more than 4,500 children;

 Promotes the distribution of educational material.

Project
Bangla Buddies – Reading 
Camps in Bangladesh, 
Sonae SR, Losan

Challenge
Contribute to increased literacy amongst children between the ages of eight and ten in Bangladesh.

Action
Through the establishment of a collaboration protocol with Save the Children and supporting the Bangla 

Buddies project for the next three years, Losan aims to fulfil one of its central pillars of its corporate 

responsibility policy, support for disadvantaged children, in a community where it is present, Bangladesh.

The aim of this project is to contribute to increased literacy amongst children between the ages of eight and 

ten years old, a fundamental aspect for the development of Bangladesh, where only one out of every four 

children complete their primary education namely to read and write correctly. There are numerous factors 

that contribute to this, such as the high illiteracy rates of parents, the inadequate training of teachers to 

meet the demands of the situation and the overcrowding of school facilities that result in children attending 

school, on average, for just two or three hours a day.

In the Reading Camps promoted by Save the Children, a set of activities are developed which aim to 

address some of the weaknesses of the educational system such as: the organisation of reading sessions, 

distributions of books and didactic material for students and teachers, the organisation of games and 

recreational activities that foster the improvement of reading skills, awareness raising activities for families 

and mentoring sessions conducted by older students to primary school students so that they are monitored 

more closely and their learning is facilitated (Reading Buddy Mentoring).
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ODS

Impact
 Promotion of 2 artistic residencies;

 Involvement of the academic community with the promotion of 3 internships;

 Organisation of 3 conferences, involving students from the Faculties of Fine Arts of Lisbon, Porto, 

Coimbra and Évora.

Project
Sonae Art, Sonae

Challenge
Promote culture and bring society closer to the Arts.

Action
Culture is, undoubtedly, a commitment of our corporate responsibility. The initiatives promoted through 

this scope aim to promote creativity and innovation, stimulating new trends and bringing society closer 

to the Arts, namely through relevant cultural events that promote enriching personal and collective 

development experiences.

In 2016, the inauguration of the Sonae//Serralves project stands out, with the unprecedented exhibition 

by the South-Korean artist Haegue Yang who created an outdoor piece of work for the Serralves Park, and 

the Sonae | MNAC Art Cycles project, which in its second edition benefitted from the artistic residency of 

Hugo Canoilas whose exhibition entitled “Under the Volcano” includes six unprecedented works, namely 

four videos, a sound installation and a painting of variable dimensions.

In addition to encouraging artistic creation, Sonae Art promoted the organisation of a series of meetings 

between artists and students, both through the organisation of conference cycles and the promotion of 

internships where students had the opportunity to participate in the process of artistic creation.
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Improving our Planet

Aware of the importance of the efficient use of natural 

resources, the Sonae Group of companies significantly 

invest in the continuous improvement of environmental 

management, by aiming to minimise the impact of their 

activities on the environment. We strive to achieve greater 

environmental balance by using our resources in a more 

effective way, by reducing water and energy consumption, 

minimising the emission of greenhouse gases in our 

operations, without neglecting our responsibility in the 

design and management of shopping areas.

Within this framework, we are committed to developing our activities by focusing on adopting more responsible practices, 

by encouraging eco-innovation at all stages of our value chain. These practices are adopted either upstream of the 

commercialisation process, working on projects that aim, for instance, to optimise distribution, or downstream, for example, 

concerning waste management.

Our efforts result in progressive environmental efficiency, which is evident in the reduction of specific energy and water 

consumption, in stores and in shopping areas, as well as in several pioneering and innovative initiatives that target the 

promotion of eco-efficiency from a global perspective. 

Next, we will present some distinctive initiatives and projects that we developed throughout 2016, which contributed not only 

to reducing the environmental impact, but also to increase the awareness of our workers and the general population in relation 

to this matter. 



-1%
Energy Consumption 

+3%
Water Consumption

-13%
Emissions of CO

2

Scope:  Sonae 

 Sonae IM data not consolidat



improving our planet

Sonae sustainability report '16

ODS

Impact
With regard to electricity, Sonae Sierra has achieved a reduction of 72%, approximately 46,000 tCO2, from 

2012 to 2015. The avoided emissions have a potential value of 644, 000€, in the current carbon markets;

In 2016, 29 out of 45 owned centres used “green” electricity, generated entirely from renewable  

energy sources.

Project
Carbon footprint, Sonae Sierra

Challenge
Reduce our carbon footprint.

Action
Sonae Sierra has calculated its carbon footprint since 2004, which allows us to identify the most significant 

environmental impacts and to carefully plan our actions in the short, medium and long-term. Over the last 

few years, Sonae Sierra has been generating value in the shopping centre development and management 

industry, through its transparency and voluntary adherence to carbon emission benchmarks. By adopting 

measures to reduce carbon emissions, Sonae Sierra also achieved a reduction in its operational costs, while 

placing itself on a different level, in terms of the sector’s carbon footprint management practices.

1. Initiatives and Projects  



Project
Eco-efficiency in our Retail 
Stores, Sonae MC and Sonae SR 

Challenge
Reach a higher level of eco-efficiency in our stores.

Action
Over the last few years we have been making efforts to reinforce the eco-efficiency of our operations, 

through the implementation of various initiatives and by promoting environmental awareness raising 

actions.

Management policy and commitment regarding environmental matters is reflected, firstly, by the 

environmental certification programme in our facilities (food and non-food retail stores, distribution 

centres and production units), according to ISO standards, which determines a set of mechanisms that aim 

to minimise our environmental impact, improve our infrastructure and strengthen compliance with legal 

obligations.

In the context of sustainable water consumption, mostly in the food retail business, our stores have 

improved their water consumption through various initiatives, such as, the efficient control of equipment 

with flowmeters in all taps and urinals, control of the mains water pressure, use of efficient flushing toilets, 

use of washing machines to wash mops and other cleaning materials, and timely control of leaks.

In terms of energy consumption, in the food retail business, in 2016, we continued the Trevo project, which 

includes a portfolio of 93 independent energy power plants, 92 using photovoltaic panels (solar energy) 

and 1 using wind turbine (wind energy). Furthermore, within the scope of the Trevo project, we replaced the 

Main Lighting with LED Lighting (action performed in more than 40 stores), installed Doors on the Butchery 

Equipment (action performed in more than 32 stores), replaced the fan motors of the refrigerated display 

stands with high efficiency motors (action performed in more than 53 stores), among others. 

Additionally, in the non-food area, also with 20 independent energy power plants, we also developed 

energy efficiency initiatives that were implemented throughout the year, such as the replacement of the 

Main Lighting with LED Lighting (action performed in more than 50 stores), the implementation of real-

time consumption monitoring (action performed in more than 10 stores), the implementation of lagged 

consumption monitoring (action performed in more than 50% of the stores), among others.
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Impact
 Water Consumption: 

 Decrease of total consumption using a comparable set of Stores (L4L) by 3.3%;

 Decrease of specific consumption (m3/m2) by 0.02 pp;

 Energy Consumption: 

 Total Electricity Consumption: 430,689 MW;

 Decrease of 2.5% for all facilities with higher electricity consumption levels (food stores and 

distribution centres, which represent circa 87% of total consumption of Sonae’s Retail Area); 

 Environmental Certifications: 

 In 2016, we closed the year with 71 environmental certifications, that is in 12 more Continente stores 

and in 3 more Worten stores, compared to 2015.



ODS

Impact
 Food Donation to over 620 institutions;

 Celebration of World Food Day;

 Distribution of 500,000 copies of the “Guide to Combating Food Waste”.

Project
Transformar-te, Sonae MC

Challenge
Combat food waste and give economic, social and environmental value to unavoidable waste.

Action
At Sonae MC, preventing food waste is a cause shared by different areas, throughout the value chain. An 

effort that has long been present within the teams, who are already aware that about 1/3 of the food 

produced is not consumed. 

In 2016, with renewed ambition, the ‘Transformar-te’ project set about trying to reduce and value this loss, 

through a range of diversified actions that are comprised of 3 axes of action: reduce, reuse and recycle.

Depreciating products which are approaching the end of their expiration date, promoting repackaging when 

any parts of a unit are not commercially attractive, or lowering the price of cooked products at the end of 

the day, to boost their disposal, are examples of simple actions that contribute to the reduction of waste. 

When we donate products to social institutions, or make them available in our social areas, we are promoting 

their reuse. When we extend the life of the products, transforming them, internally or externally, following 

the logic of the circular economy (production of animal food from fish waste, production of energy from 

waste, or the production of chutneys from fruits and vegetable waste) we are promoting their recycling.

An important awareness campaign among our customers, with initiatives such as World Food Day or the 

production and distribution of Mission Continente’s Guide to Combating Food Waste, are examples of some 

of the campaigns being promoted.

A concerted effort is being made as, in Sonae MC, we believe that what is a loss today, tomorrow can be 

perceived as added value to the economy, society and the environment.
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Impact
 Installation of the pilot unit in Continente at Gaia Shopping;

 Treatment of 216 ton/year of organic waste*;

 Production of 50 thousand m3/year of methane*.

*Project Data

Project
Waste to Energy, Sonae MC

Challenge
Transforming waste into energy.

Action
In 2016, Sonae MC implemented the Waste to Energy (W2E) pilot project, an initiative that reflects the 

transition from a linear model of material goods production, to a circular model, where environmental 

impacts are minimised throughout the products’ life-cycle.

This solution, with capacity adjusted to the average amount of material goods produced by a large 

supermarket, is innovative as it allows the local recycling of organic waste produced from the stores, 

reducing the amount sent to the landfill, producing energy and fertiliser with its treatment, and reducing 

the emission of greenhouse gases, by avoiding the transportation of waste.



ODS

Project
Smart Cities Global Platform, 
NOS

Challenge
To develop interactive applications that reinforce the link between municipal authorities and citizens, monitor 

water, electricity and waste management systems, modernise administration and reduce operating costs.

Action
NOS is aware of its responsibility to contribute to improving the quality of life of people and cities. Smart 

parking, fleet management, guided tours, preservation of art and materials, energy efficiency of public 

lighting, remote control of water meters, smart irrigation, noise pollution maps, atmospheric pollution and 

UV radiation are some of the areas in which NOS has developed solutions. These are value-added solutions 

flexible and adjustable to different scenarios, allowing progressive and consolidated implementation, 

streamlining the management of resources, as well as the capacity to respond and intervene. They 

contribute to more efficient, closer and more sustainable, people-centred cities. The starting point is 

to identify the challenges, develop solutions, specific to each region, and the use of communication 

and information technologies to measure, analyse and integrate the key data of urban centres. It is a 

collaborative and flexible approach that aims to be solidly involved with citizens and to strengthen links 

with municipal authorities, in order to improve their capacity to manage cities.
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1. Retail’s Sustainability  

1.1. Retail at Sonae 

Sonae MC is the food retail leader in the national market. With a diversified offer of high quality products 

at the best prices, Sonae MC is responsible for the following brands: 

• Continente (hypermarkets) 

• Continente Modelo and Continente Bom Dia (supermarkets) 

• Meu Super (convenience stores in the franchising format) 

• Continente Negócios 

• Bagga (coffee shops and restaurants) 

• Note! and Make Notes (bookshops/stationery shops) 

• Well’s (health, well-being and optics)  

• ZU (products and services for dogs and cats) 

We believe that our experience, understanding of customer needs and the consequent adaptation of our 

products, will continue to ensure our leadership position in the Portuguese market. 

Sonae SR represents the non-food retail segment, involved in electronics, sports and fashion businesses, 

through the following brands: 

• Worten (home, consumer and entertainment electronics) 

• Worten Mobile (mobile telecommunications) 

• Sport Zone (sports equipment and fashion) 

• Berg Cycles and Berg Outdoor 

• Deeply 

• MO (apparel, footwear and accessories) 

• Zippy (clothing, footwear and accessories for babies and children) 

• Losan (specialised in children’s clothing in the wholesale segment, with a strong international 

presence) 

• Salsa 

Sonae SR’s internationalisation contributed to enriching our brands, by providing opportunities to explore 

competitive advantages and alternative growth paths, through channels such as partnerships, franchising 

or exports. 

Over the last few years, the retail sector has become increasingly demanding. Aware of our customers’ new 

habits and lifestyles, our retail companies have aimed to guarantee a greater level of trust throughout the 

value chain, in order to ensure our customers the highest quality products. 

 



 

 

1.2. Context and Trends 

The retail sector faces enormous challenges. We believe that our commitment to ensuring alignment with 

society's trends and expectations reflects our determination to become a sustainable company. According 

to RobecoSAM, there are 9 specific issues, divided by our 3 sustainability pillars, for the retail sector: 

Economic - Customer Relations Management (CRM); Strategies for Emerging Markets, Supply Chain 

Management. 

Environmental - Environmental Management Policy and System; Operational Eco-efficiency; Packaging. 

Social - Corporate Citizenship and Philanthropy; Indicators for Labour Practices and Human Rights; 

Stakeholder Involvement. 

Considering the recent trends and the high degree of volatility in the retail sector, we would like to highlight 

the three topics that we consider to be particularly relevant: 

1) Adaptation to customers’ needs 

2) Supply Chain 

3) Innovation 

Adapting to customers’ needs 

The growing concern about adopting a healthy lifestyle and environmental sustainability has changed the 

consumption habits of our society in general.  

With quick and easy access to information, consumers have become better informed, showing a growing 

concern in consulting the nutritional information available on the labelling of the products they consume. 

In this way, without compromising the quality-price ratio, consumers are increasingly looking for healthy 

alternatives.  

Today’s consumer is more aware, demonstrating a greater level of care when buying products, acquiring 

only the products they consider to be necessary, revealing increased concern about ecological, 

environmental and, in general, more sustainable issues. 

Supply chain 

Aiming at increasingly efficient management of our resources, we continuously aim to incorporate 

sustainable development values into our supply chain. For this purpose, we strive to optimise it by aligning 

management with our Sustainability strategy. In addition, we invest in a good relationship with our business 

partners, fostering trust and transparency, and sharing our concerns on an environmental and social level. 



 

 

 

Products Producers Club: 

• 224 members 

• 248 million euros in purchases 

• 144 thousand tonnes in purchases 

• 712 national producers 

  

Suppliers 
• 808 national suppliers 

• 1,077 audited suppliers in 2016 according to the financial, environmental, social 
and employment criteria defined by Sonae 

  

Distribution and 
Logistics 

• 7 logistics warehouses 

• 40,117,128 Km travelled by the hired fleet for product distribution 

  

Customer Relations 
• 4,846,899 – customers who have benefitted from card/coupon discounts 

• 281,425,104 million euros – the total amount of savings made through 
card/coupon discounts 

• 109,927 – customers’ complaints and suggestions analysed in 2016 

• 400,000  ‘Universo Card’ users 

  

Sales – Stores and 
online platform 

• Opening of 25 “Continente Bom Dia” stores and 77 “Meu Super” stores 

• 481,899 home deliveries 

• 100,707 Continente online users 

  

Community  
• 8,102,032 euros donated to support the community by our retail companies 

• 922 institutions supported 

Innovation 

Innovation is a priority and is considered a key differentiator in all our business areas. Positioned as one of 

the main pillars of our strategy, Sonae has a department exclusively dedicated to innovation, in order to 

maintain the company's sustainable growth and ensure its competitiveness in this area. 



 

 

The Innovation Committee is responsible for promoting innovation in Sonae's various Retail companies and 

for sharing innovation between areas, encouraging the participation of all colleagues. 

1.3. Materiality 

In order to design the sustainability strategy, an analysis of the material themes was carried out. In order 

to do so, we surveyed our stakeholders concerning their expectations and opinions, analysed the main 

sector’s trends and developed a benchmark comparing several international players. Finally, we selected a 

set of priority themes taking into account the business area (Sonae SR and Sonae MC), and the 

organisation's borders ("Inside Sonae" and "Outside Sonae"). 

MATERIAL THEMES INSIDE SONAE 
OUTSIDE SONAE 

 SONAE SR SONAE MC 

Environmental, labour and human rights criteria 
for suppliers 

✓ ✓ 
✓ 

All the suppliers 

Transparency and trust throughout the value 
chain ✓ ✓ 

✓ 
All the suppliers; Community; 

Regulators and governmental entities 

Ethics in the supply chain ✓ ✓ ✓ 
All the suppliers; Community 

Influence suppliers in the preservation of natural 
resources  ✓ ✓ 

✓ 
All the suppliers 

Local Production ✓ ✓ 
✓ 

CPC Suppliers and Own Brand; 

Community 

Compliance/ Product quality ✓ ✓ 
✓ 

All the suppliers, Customers and 
visitors; Media 

Public health ✓ ✓ 
✓ 

All the suppliers, Customers and 
visitors; Media; Regulators and 

government 

New consumer interaction technologies ✓ ✓ ✓ 
Customers and visitors 

Product adaption and innovation ✓ ✓ ✓ 
Customers and visitors; Community 

Packaging innovation and optimisation ✓ ✓ ✓ 
Own brand suppliers; Other suppliers 

Combating Food waste  ✓ ✓ 
Community 

Nutrition  ✓ 
✓ 

Own brand suppliers; Other suppliers; 
Customers and visitors; Regulators and 

government 

Healthy lifestyles ✓ ✓ ✓ 
Customers and visitors 

Support to local communities ✓ ✓ ✓ 
Community 

Health and safety in stores ✓ ✓ ✓ 
Employees; Customers and visitors 

Human capital management ✓ ✓  

Water, energy and GEE emissions ✓ ✓ ✓ 
CPC; Sonae MC suppliers; Own brand 

Waste Management ✓ ✓ 
✓ 

Own brand suppliers; Customers and 
visitors; Own brand 



 

 

Optimisation of transport and distribution ✓ ✓ 
✓ 

Own brand suppliers; Customers and 
visitors; Own brand 

 

1.4. Sustainability Strategy 

Our sustainability strategy is based on three axes of action: Better Purpose, Better Planet and Better People, 

each of them being divided into the priority areas on which we focus, in order to act on the themes we 

consider to be the most relevant. 

 

 

Through these three axes, where we base our efforts for the continuous improvement of our activity, we 

contribute to stimulating the growth of our business, reinforcing the creation of economic value. Thus, 

based on our sustainability strategy, we define our specific priorities and goals to ensure that our 

commitments are met. 

Within the scope of the sustainability strategy, we define our commitments taking into consideration the 

critical issues for the sustainable performance of our activity.   

Better Purpose – Commitments 

• Invest in innovation, promoting healthier lifestyles that contribute to the well-being of our consumers. 

We strive to ensure the information and clarification necessary for our consumers to make balanced 

and nutritionally responsible choices. 

• Regularly support our communities, promoting well-being and social cohesion. 

 

 

 



 

 

Strategic Axes Which material issues do they respond to? 

Responsible offer and informed choice Nutrition 
Public health 

Own brand product responsibility Compliance / product quality 
Product adaptation and innovation 
Public health 

Contribution to sustainable fishing Preservation of natural resources 
Ethics in the supply chain 

Increase sharing and promote social wellbeing Combating food waste 
Healthy lifestyles 
Supporting local communities 

 

Better Planet – Commitments  

• Prevent and minimise our environmental footprint, focusing on the continuous improvement of our 

environmental performance.  

Strategic Axes Which material issues do they respond to? 

Efficient management of environmental performance Water, energy and GHG emissions 
Waste management 
Transport and distribution optimisation 

Sonae’s "footprint" Transport and distribution optimisation  
Water, energy and GHG emissions 

Environmental impact of packaging  Packaging innovation and optimisation 
Transport and distribution optimisation  

Better People – Commitments 

• Promote the development of all of our colleagues, focusing on attracting and retaining talent, 

contributing to the enrichment of the Sonae culture. 

• Ensure alignment of suppliers' practices with our quality policies, ensuring the integration of 

sustainability throughout our supply chain. 

Strategic Axes Which material issues do they respond to? 

Human capital development Human capital management 

 Well-being and internal satisfaction Health and safety in stores 
Healthy lifestyles 

Responsibility in the supply chain Environmental, labour and human rights criteria 
Transparency and trust 
Ethics in the supply chain 
Local production 

 



 

 

1.5. Sustainability Performance 

Over the past few years, we have been guided by the commitments outlined in the sustainability strategy 

‘Our Way to a Sustainable Life’ with the objective to contribute towards a better and sustainable world. 

Our dedication and effort enabled us to fulfil most of our commitments. 

 Better Purpose 

 Responsible Supply and Informed Choice 

Commitments 2013-2016 Examples of what we did 
Performa

nce 
Investing in partnerships with universities and other 
learning institutions and promoting internships 
related to food quality 

 

2015: 2 trainees and 1 partnership. 

Note: Data only related to food quality.  

Ensure the maintenance of the certification of the 
suggestions and complaints system according to ISO 
10002  

2016: Certification revalidated until 2019.  

Promote feedback on Food and Non-Food products, 
namely Well’s and Note! (reporting platform on the 
use of products)  

2014 –2016:  We have maintained the system of suggestions 
and complaints to gather customer feedback, as well as other 
projects that allow us to assess in a more extensive way the 
feedback from our customers and for example the Quality + 
Project. 
  

 

Provide product information to ensure correct use 
by the end consumer  

2014-2016: We provided information about the environment 
and safety, beyond that required by law on various products. 
2014-2016: We remain committed to continually improving 
communication. We included nutritional information on the 
labels of various food products (e.g. The Nutritional Traffic 
Light). 

 

Formalise a procedure for assessing any non-
conformities identified in supplier audits 

Accomplished since 2013.  
Optimise shipping boxes to reduce packaging 
materials 

Accomplished since 2013.  

Invest in sensory analysis in order to promote, 
monitor and ensure the highest quality products  

2014-2015: We carried out more than 79,313, 000 internal 
sensory analyses.  
2015 - 2016: We developed the initiatives “Taste and 
Approve” and “Sensory Memory”. 

 

Continue to promote a healthy lifestyle, providing 
more and better information and working together 
with the community  

2014-2016: We have developed several initiatives to promote 
a healthy style among customers - food and exercise and 
awareness raising initiatives. As an example, we have the 
partnership between Continent Producers' Club and 
PortugalFresh, whose first action materialised in the 
distribution of a piece of fruit and / or vegetable, every 
weekend, to children visiting Continent stores. 

 

 Accomplished  Partially accomplished  Not accomplished 

 

 Responsibility in Own Brand Products 



 

 

Commitments 2013-2016 Examples of what we did Performance 

Guarantee the maintenance of NP EN ISO 
9001:2008 certification for the own brand 
product development process 

2016: we maintained the certification.  

Certify the development process of Worten’s 
own brand products.  

2016: we renew the certification.  

Formalise a health and nutrition policy for own 
brand products 

Accomplished since 2013  

To provide a balanced supply of the different 
types of own brand products 

2014: We launched the Light Potatoes ‘Continente Equilíbrio’. 
2015: We launched a range of dry fruits Continente Wellbeing 
and a range of meat of native breeds and 100% National Meat. 

2016: We launched the Continent Balance Salads, a range of 
Continent dips (100% vegetable with a sauce); the Continente 
Simple & Healthy range of fish preparations; we developed the 
wholemeal bread from the Alentejo region. 

 

 Accomplished  Partially accomplished  Not accomplished 

 Contribution to Sustainable Fishing 

Commitments 2013-2016 Examples of what we did Performance 

Raise customer awareness of fishing 
sustainability issues  

2014: We launched the project Mr. Barros, which aimed at raising 
awareness among customers concerning the purchase of products 
captured using sustainable fishing methods, which are controlled 
and local. 
2015: The progress made during this year will be transmitted to 
customers in 2016. 
2016: Placing signs on the counter identifying the fishing technique 
used. 

 

Give greater prominence to fish products 
captured using sustainable methods 

 2014: We increased the amount of fish produce on display and 
improved the exposure of the products through the Mr. Barros 
project. 
2015-2016: We have started the development of communication 
tools, in order to highlight products from sustainable fishing 
methods and we attached a statement from our suppliers on this 
issue to our Suppliers General Contract. 

 

Raise the awareness of our cod suppliers 
about sustainable fishing certification  

2014: We maintained our commitment made with suppliers to use 
sustainable fishing methods. 
2015-2016: We attached a statement from our suppliers on this 

issue to our Suppliers General Contract. 

 

Implement increasingly demanding 
sustainability requirements  

2014: We implemented the Mr. Barros project and reduced the 
items obtained through harmful fishing methods. 
2015: We began to define a set of additional requisites to 
implement. 
2016: We have developed a methodology for controlling fish 
sustainability. 

 

 Accomplished  Partially accomplished  Not accomplished 

 

 

 Increased Sharing and Promotion of Social Well-being 



 

 

Commitments 2013-2016 Examples of what we did Performance 

Define Sonae’s formal strategy for community 
support, including definition of strategic 
areas, goals and information reporting 
practices  

2014: We initiated the development of the support 
strategy to the Community. 
2015-2016: We continued to work on the 
development of the support strategy to the 
Community. 

 

Continue with projects that have positive 
impacts on the community in the fields of 
Health and Sport, Education, Solidarity, 
Environmental Awareness, Culture, Science 
and Innovation 

2013-2016: We developed various projects of this 
nature, such as  ‘Mission Continente’ (Continente), 
Equipa Worten Equipa and Código Dá Vinte (Worten), 
Love-in-a-Box (Zippy), Make-a-Wish (Well’s), ‘Somos 
Sonae’ among others. 

 

Continue with investment in the community  

2014: Investment of 9.8 million euros. 
2015: Investment of 8.4 million euros. 
2016: Investment of 10 million euros. 
 
Note: Sonae consolidated values  

 

Develop and promote volunteering in the 
company, through Sonae Activshare 
Programme diversifying the actions and 
facilitating access to them  

2014: 1,737 volunteers involved. 
2015: 916 volunteers involved. 
2016: 1,374 volunteers involved. 
 

Note: Sonae consolidated values 

 

 Accomplished  Partially accomplished  Not accomplished 

Better Planet 

 Management of Efficient Environmental Performance 

Commitments 2013-2016 Examples of what we did 
Performan

ce 

Extend the NP EN ISO 14001:2012 
Environmental Certification 
Programme for Textile and Sports 
stores 

2014: The certification process of the first Sport Zone store was 
started in 2014 .  

Maintain current NP EN ISO 
14001:2012 Environmental 
Certification and expand the 
certification plan to Worten stores 

2014: 28 maintained/renewed certifications, 12 new 

certifications, including 1 Worten store (Total=40). 

2015: 40 maintained/renewed certifications, 15 new 

certifications, including 3 Worten stores (Total=55). 

2016: 55 maintained/renewed certifications, 15 new 
certifications, including 3 Worten stores (Total=70). 

 

Conclude the R22 refrigerant gas 
replacement programme in 
refrigeration plants 

2014: We eliminated the use of R22 in our cold production 
systems of the last two stores where it was still being used.  

Promote the use of rigid boxes with 
disposable lining and replace the 
bags of rigid boxes, in home 
deliveries 

2014-2016: In 2013, we started the gradual replacement of 
thermal bags, and in 2016 their use was almost residual.  

Reduce the use of plastic bags in 
home deliveries 

2014: We averaged 14.9 bags per delivery. 

2015/2016: We changed the packaging process in home 
deliveries because of changes to the legislation concerning plastic 
bags – we used a plastic separation solution instead of plastic 
bags, and therefore, it is not comparable to previous years. 

 



 

 

Strengthen the Outlet/UTAD concept 
- Treatment Unit for Depreciated 
Items, in order to recovery items that 
would have been disposed of as 
waste 

2014: Recovery rate of 70%. 

2015: Recovery rate of 82%. 

2016: Recovery rate of 58%. 

 

Implement best environmental 
practices in new facilities (stores, 
production centres) or when existing 
facilities are overhauled (use of 
recyclable materials easily adaptable 
to climate changes, energy efficiency, 
use of renewable sources, water 
efficiency, etc.) 

Every year, we implement best environmental practices in new 
and existing facilities (e.g. we equipped the refrigeration plant of 
the Matosinhos and Coimbra Continente with Ammonia and the 
CO2 cold production facilities are free of fluorinated gases). 

 

Install Environmental Dashboard 
“Tableau Board" in 80% of 
Continente and Worten shops 

2013: We installed the Environmental Dashboard “Tableau Bord" 
in all Continente and Worten stores (Portugal).  

 Accomplished  Partially accomplished  Not accomplished 

Sonae’s Footprint 

Commitments 2013-2016 Examples of what we did Performance 

Calculate the carbon footprint of selected products 

2014: The first carbon footprints were calculated for a 
set of 13 selected products in fruit, vegetables, 
butchery, fish stall and delicatessen areas. 
2015: We started the upgrade of the calculation tool 
evolving from an excel basis for a computer-based 
platform due to the inherent complexity of this tool 
and we have extended the number of products to be 
assessed. 

2016: We closed 2016 with Excel Models ready for 32 
products, which allows the calculation of the Carbon 
Footprint of more than 200 items. 

 

Implement a car sharing system 
2015: We have provided access to a car sharing 
platform at Sonae for our colleagues.  

Maintain the route optimisation procedure for 
home delivery orders, helping to reduce the carbon 
footprint 

2013–2016: We maintained the km reduction efforts, 
thus optimising delivery routes during the four-year 
period. 

 

Replace tri-temperature vehicles with bi-
temperature in home deliveries 

Accomplished since 2013.  

Calculate the water footprint of selected products 

2014: We calculated the first carbon footprints for a 
set of 13 products in selected areas of fruits, 
vegetables, butchery, fish stall and delicatessen. 
2015: We started the upgrade of the calculation tool 
evolving from an excel basis for a computer-based 
platform due to the inherent complexity of this tool, 
and we have extended the number of products to be 
assessed. 

2016: We closed 2016 with Excel Models ready for 32 
products, which allows the calculation of the Water 
Footprint of more than 200 items. 

 

Study and promote best practices in animal and 
vegetable production to reduce the carbon and 

2013-2016: We continued to provide technical advice 
under the Continente Producers Club. It is expected  



 

 

water footprint of products from the Continente 
Producers Club (CPC) 

that this aspect will be driven as a result of the 
implementation of the roll-out of the carbon and water 
footprint calculation tool. 

Promote the reduction of the carbon footprint by 
shortening distances between the places where 
perishable products are produced and Continente 
stores, if feasible for the members of the 
Continente Producers Club (CPC) 

2013-2016: We invested in the process of direct 
delivery, with special focus on fruits and vegetables 
and in the Delicatessen, there are some examples of 
shared logistics between CPC members. 

 

Continue to focus on the installation of new 
independent energy generation plants that use 
renewable sources, according to investment 
capacity and applicable laws with regard to the 
mini-generation and microgeneration of energy 

2014-2016: We maintained our portfolio of 113 plants 
since 2013.  

Include environmental issues when monitoring 
customer satisfaction 

2013-2016: Included environmental issues in 
questionnaires for customers during this period.  

Include environmental issues in the monthly 
“Good Morning Meetings” 

2013-2016: We continued to address environmental 
topics in our "Good Morning Meetings" throughout the 
this period. 

 

 Accomplished  Partially accomplished  Not accomplished 

 Environmental Impact of Packaging 

Commitments 2013-2016 Examples of what we did Performance 

Reduce packaging materials of own brand 
products 

2014: Significantly reduced packaging materials (e.g. yogurts). 

2015-2016: Significantly reduced packaging materials (e.g., 
coffee capsules, natural yogurt Slim 0%, Continente pizzas). 

 

Optimise shipping boxes in order to 
reduce packaging materials 

2013: Optimise the shipping boxes of garbage bags “É 
Continente" (2 SKUs), Continente biscuits (1 SKU), Continente 
canned tuna (1 SKU) 

2014: We have changed the primary packaging and the shipping 
boxes of 309 products (reduction of cardboard and plastic from 
8% to 15%) 

2015-2016: We continued to work with suppliers on innovative 
solutions to reduce the use of cardboard and plastic in shipping 
boxes. 

 

 Accomplished  Partially accomplished  Not accomplished 

Better People 

 Development of Human Capital 

Commitments 2013-2016 Examples of what we did Performance 

Increase the representation of women in 
management positions 

2013-2016: We have maintained the representation 
of women in over 50% of management positions 
globally and over 30% in Management and Top 
Management positions 

 

Continuously monitor internal diversity indicators 

2013-2016: We continuously monitor the internal 
diversity indicators such as representation by 
nationality, gender and age of those holding senior 
positions, as well as for most of the company 

 



 

 

Maintain strategic planning of Human Resources in 
the medium to long-term 

2013-2016: In line with our strategic business 
planning cycle, the medium and long-term planning 
process of our human resources was carried out.  

Continue the internationalisation of the Human 
Resources policies and processes 

2013-2016: Existence of policies and processes at an 
international level, particularly with regard to the 
management policies for performance, training and 
development policy, remuneration policy and 
international mobility policy. 

 

Keep streamlining the Human Resources structure in 
order to increase efficiency and achieve improved 
response to business requirements  

2013-2016: The strategic HR axes during the 2013-
2016 period, including all our actions and resources, 
were designed aiming at agility, efficiency and 
improved response to business needs. 

 

 Accomplished  Partially accomplished  Not accomplished 

 Well-being and Internal Satisfaction 

Commitments 2013-2016 Examples of what we did Performance 

Implement a software tool to provide support to 
Sonae’s Health and Safety Management System 

2016: Development and implementation of support 
software tools: SIGS, OPS Card and Checklist, Near 
Accidents; Documental Management; Accidents 
Dashboard . 

 

Implement a Health promotion programme for 
Logistics and Production Centre Colleagues 

2016: Development of the “Desafia-te” programme 
 

Implement a software tool to support Occupational 
Medicine 

2016: Rollout of the tool “Medicine One”  
 

Promote health actions within the scope of internal 
social responsibility 

2013-2016: Over the last years, we have developed 
a series of actions aimed at meeting this 
commitment. Some examples are the AED 
programme (automated external defibrillation) and 
Blood Donation/Bone Marrow initiatives. 

 

Keep our employees focused on healthy lifestyles 

2013-2016: We have extended our actions beyond 
the predicated plan across the organisation, 
developing over the last few years, several actions 
for the units in response to identified needs. 

 

Continue to promote internal communication on 
issues related to Health, Wellbeing, Hygiene and 
Safety with our employees 

2013-2016: We have complied with the internal 
communication plan on the issues relating to Health, 
Well-being, Hygiene and Safety among our 
employees. 

 

Create and distribute to suppliers a 
Supplier/Subcontractor Safety Manual, containing a 
description of good practices on this subject 

2016: Creation and launching of the SST 
Management Improvement Centre for Service 
Providers and elaboration of Procedures for 
Centralised Service Providers; DEC and Logistics. 
Elaboration of SST’s prequalification for the service 
providers concerning cleaning and human 
surveillance.  

 

 Accomplished  Partially accomplished  Not accomplished 

 



 

 

 

 Supply Chain Responsibility 

Commitments 2013-2016 Examples of what we did Performance 

Implementation of the Supplier Manual, which 
includes the Supplier Policy and the Supplier Code of 
Conduct 

2013: We developed the Supplier Manual and the 
Suppliers Code of Conduct.  

Increase the number of own brand suppliers audited, 
including qualification and selection audits 

2014: 1,283 suppliers audited. 
2015: 947 suppliers audited. 
2016: 1,077 suppliers audited. 

 

Increase in the number of textile suppliers with Social, 
Ethical and Environmental certification 

2014-2016: Due to the priority of the 
internationalisation process and the costs involved, 
it was not possible to increase the number of 
certified textile suppliers. 

 

Ensure the maintenance of the Continente Producers 
Club certification, in accordance with the technical 
specification of the Producers Club 

2014-2016: We maintained the Continente 

Producers Club certification during this three-year 

period. 
 

Creation of a formal procedure for the assessment of 
non-conformities detected during supplier audits 

2013: Assessment procedures of non-conformities 

found in suppliers’ audits have been formalised.  

Implementation of a ranking system for textile 
suppliers, with regard to ethical commerce 

Not accomplished  

 Accomplished  Partially accomplished  Not accomplished 
  



 

 

2. Sierra’s sustainability 

2.1. Sonae Sierra 

Sonae Sierra is an international company dedicated to serve the needs of real estate retail investors. We 

develop and invest in sustainable retail real estate assets and provide investment, development and 

management services to clients in diverse geographic areas such as Europe, South America, North Africa 

and Asia, creating shared value for business and society. 

The company identifies market opportunities, establishes partnerships with real estate investors and 

provides services that span the entire lifecycle of the asset. This strategy allows us to apply our knowledge 

and international experience in the development of products that create value for our customers and 

stakeholders. 

Our vision is to develop and deliver dynamic real estate services anchored in retail. This vision is sustained 

by a set of core values and principles relating to our business culture, accountability to our colleagues, the 

environment, local communities where we operate and independence from political power. We aim to be 

a partner of choice, developing long-term partnerships with all our stakeholders, based on trust, integrity, 

efficiency and flexibility.  

2.2. Context and Trends  

2016 was a year of continued economic recovery within the euro zone. Low inflation, rising employment 

rates and the entry of new favourable monetary policies have strengthened the domestic economy, 

sustaining GDP growth by approximately 1.7% from 2015 to 2016. For Sonae Sierra, the positive results of 

our European business portfolio, the solid financial base and the continued growth of our professional 

services business, contributed to a positive performance for the company as a whole. However, in Brazil 

the economy continues to be challenged by the recession and the by combination of the economic and 

political crisis that has reduced consumer and investor confidence. 

Thus, the sustained success of our business model depends on the continued availability of a range of 

resources that cover financial, manufactured, intellectual, human, social, and natural capital. Sonae Sierra's 

activities depend on both the quantity and quality of these resources.  

1) Financial Capital – In order to employ our resources and serve our clients, we have financial capital, 
such as equity, debt and cash, and with stable financial and investment markets.  

The current and future macroeconomic trends include increasing debt, aging populations and 
infrastructure challenges. In addition, it is estimated that by 2025 global economic growth will be 
predominantly generated by emerging economies. 

2) Manufactured Capital – We need manufactured capital in the form of buildings, urban 
infrastructure, materials and equipment to acquire, develop, manage and sell assets on behalf of 
Sonae Sierra and our customers. In this context, integrated strategies at the level of our assets will 
be the drivers for sustainable urban growth. 



 

 

3) Intellectual Capital – Intellectual capital is crucial to our company as we seek to provide our 
customers with an extensive real estate experience in the retail industry, as well as market 
innovation and knowledge regarding our consumers' behaviour. 

Technology is also an essential element, allowing intellectual capital to become increasingly 
transparent and readily-available, which in turn, represents significant opportunities and 
challenges for the professional services sector.  

4) Human Capital – Human capital is at the heart of our growth strategy and our main competitive 
advantage. However, attracting and retaining qualified and specialised talent is a challenge as there 
is a shortage of talent in particular sectors and geographic areas. In this context, companies will 
need to focus on promoting a more open and flexible environment, as well as good career 
prospects.  

5) Social and Relational Capital – Social capital includes the key stakeholders, including investors, 
consumers, customers, suppliers, financial entities, local communities and authorities.  

Institutional investors take on development projects, which in some cases implies building a new 
urban area in its entirety. The relationship with tenants is changing, and for the most disruptive 
businesses the concept of owner and tenant is outdated. At the same time, new consumer habits 
are forcing retailers to rethink their business models.  

6) Natural Capital – Ecosystem resources and natural resources provide us with natural capital. Cities 
are taking on a more prominent role in establishing and meeting local carbon reduction targets and 
in promoting efforts to combat pollution. Thus, in partnership with real estate and transportation 
companies - cities can become the main beneficiaries of the low carbon economy. At the same 
time, impacts related to climate change, such as water scarcity and drought, are influencing 
operations in some locations. 

2.3. Business strategy 

Sonae Sierra aims to expand its business through a combination of two axes, increase the exposure of 

capital to the development of new projects and an expansion in shopping centre management services. 

This business strategy in turn supports our vision of developing and providing services to retail real estate 

assets and is aligned with the specific objectives of each of Sonae Sierra's business areas. 

The sustainability strategy arises as a support to our businesses strategy through its focus on the creation 

of shared value, in order to ensure the sustainable management of our resources and the partnerships on 

which we are dependent in the medium and long-term. Consequently, both strategies are supported by a 

risk management approach in order to safeguard the continuity of our operations. 

This business strategy allows us to apply our knowledge and our international experience in the 

development of products that create value for our customers and stakeholders. 

i) Increasing Exposure to Development Projects 

We aim to increase our exposure to new development opportunities in Europe and Emerging 
Markets. To achieve this goal, we aim to increase our exposure to new development opportunities 
and reduce exposure related to investment properties. In addition, we will shift our focus from 
shopping centres to exploring urban regeneration and other retail-focused multipurpose 
development opportunities. We believe that through our "Capital Light" strategy, we will be able 



 

 

to reduce the financial capital invested in the long-term, inviting other investors to share the risk 
and return.  

ii) Professional Services Expansion 

We intend to intensify our focus on providing real estate services to clients. When combined with 
our disciplined approach to the use of capital, the provision of services allows us to maximise 
revenues, enter new markets, and build new professional relations. In turn, it allows the 
optimisation of company resources exposed to market risks and the increase of our knowledge 
regarding the markets where we operate, partners and projects. 

iii) Recycling Capital 

The recycling capital strategy is transversal to both axis of our strategy. In the context of increasing 
investor demand for retail assets in European markets, and taking into account constraints on 
access to debt to support business growth, capital recycling acts as a facilitator in our future growth, 
releasing capital to finance new developments, reducing risk exposure and protecting future 
returns. 

2.4. Sustainability Strategy 

Since 2013, our current sustainability strategy is focused on five areas that aim to create shared value for 

our business, society and the environment. This strategy resulted from challenging market conditions that 

followed the global financial crisis between 2008 and 2009 and the austerity culture in southern Europe. 

The same conditions that led us to develop the professional services component of our business model also 

led us to focus on the value we can create in everything we do as owners, managers or developers of real 

estate assets, be it economic, social or environmental value. 

As the sustainability challenges that were identified in 2013 are still valid, our business strategy, which 

consisted of reducing investment in our core portfolio, increasing exposure to new development 

opportunities and, at the same time, increasing the provision of services, directly affected our business 

model and, consequently, our current sustainability strategy. Therefore, in 2016, we carried out a revision 

of our sustainability strategy to evaluate the capacity to create shared value and, at the same time, to 

provide increased alignment between our business model and our sustainability goals. The new 

sustainability strategy will be launched in early 2017 and is based on the commitment to create shared 

value, while providing a better alignment between our business model and sustainability goals. 

As this report only covers 2016, below we present the five priorities, which are aimed at supporting our 

business strategy and safeguarding the creation of shared value. The new sustainability strategy will 

structure the way we present our sustainability performance only in 2017. 

The five long-term sustainability priorities previously mentioned are: 

i) Safe People and Eco-Efficiency – We are concerned about ensuring that the assets we manage 
manifest the most stringent criteria of safety and eco-efficiency, allowing us to safeguard our 
human and natural capital. For this purpose, we operate an integrated Safety, Health and 
Environment Management System (SHEMS), which enables us to effectively manage the main 
environmental aspects and safety and health risks during the lifecycle of a shopping centre. 



 

 

Through our SHEMS, we provide a better service and/or workplace for investors, tenants, 
shopping centre visitors, colleagues and suppliers and clients of professional services, whilst 
reducing operating costs for our business. 

Under the scope of Safety and Eco-efficiency, we have identified long-term objectives 

supported by annual targets to drive continuous improvement across the five impact areas: (i) 

energy and climate, (ii) water, (iii) waste, (iv) biodiversity and habitats and (v) safety and health. 

ii) Resource Resilience – In order to ensure the future value of our assets and practices, we have 

set long-term objectives based on independent energy, reusing water on our sites and 

exploiting the latest innovations and technology in natural resource management so that we 

can rethink our processes. This will protect our assets against natural resource shortages and 

cost increases, and reduce operating costs in the short to medium-term through alternative 

energy and water management strategies.  

iii) Prosperous Tenants – We are taking action to partner with current and potential tenants to 

make their businesses more resilient, in particular enabling small, local and sustainable 

businesses to thrive in circumstances in which they might not have done so otherwise. At the 

same time, this approach supports our business strategy by allowing us to promote new 

concepts that deliver unique experiences to our customers.  By contributing to the prosperity 

of our tenants, we have been able to sustain our income streams and maintain innovation as 

the basis of Sonae Sierra's business values. 

iv) Leveraging Knowledge – We are committed to empower our colleagues by developing their 

skills and knowledge, unleashing their potential on an individual basis and raising the standard 

of knowledge attainment at a collective level in the communities where we operate. By doing 

so, we can enhance the intellectual capital of our organisation and the external pool of talent 

from which we aim to continue to attract ambitious people to join our workforce. These efforts 

become all the more important as we consolidate our position as a service business, whose 

main competitive advantage lies in our people’s ability to provide successful solutions to the 

challenges posed by our clients.  

v) Sustainable Lifestyles – We use our public reach and influence to encourage our visitors to 
make more sustainable choices that promote health, well-being and values of environmental 
and community responsibility; improving well-being through healthy activities in our shopping 
centres and by creating a sense of belonging. This approach allows us to increase the 
satisfaction and loyalty of our visitors and consequently increase visits to the shopping centres 
as we visibly support health, well-being and environmentally conscious behaviour. 

2.5. Sustainability Performance 

Considering our mission of creating shared value, it is extremely important that the sustainability initiatives 

we develop translate into tangible added value for our assets and our business. 



 

 

It is clear that sustainability aspects have risen up on the agenda for real estate investors in recent years, 

and tools such as the Global Real Estate Sustainability Benchmark (GRESB1) have become pivotal in 

highlighting trends and assessing the performance of real estate funds in terms of environmental and socio-

economic sustainability criteria. In 2016, we strengthened our participation in GRESB by presenting 

individual assessments: the Sierra Fund, the Sierra Portugal Fund and the Iberia Coop Fund. 

Currently, the strong performance of our shopping centres in a wide range of financial and non-financial 

indicators is appreciated by most investors. This factor is relevant as investors, banks and other capital 

providers themselves increasingly require evidence of our efficient management of sustainability-related 

aspects. 

In this way, in 2016, we continued to improve the eco-efficiency of our shopping centres and, consequently, 

our environmental indicators. 

People’s Safety and Eco-efficiency 

Given that one of our main priorities is to ensure that our shopping centres are managed in a consistent 

way and in accordance with the highest standards of safety and eco-efficiency, in 2016, we made significant 

progress in achieving the targets established related to environmental performance, which include 

greenhouse gas emissions, the use of energy, water consumption and waste from our own portfolio.  

GHG Emissions 

In 2016, aiming to reduce the GHG emissions by 85% by 2020, we registered a GHG emissions rate of 0.013 

tonnes of CO2e per m2 of GLA, representing a 20% improvement compared to 2015. 

Energy 

Our average electricity consumption in 2016 was 397 kWh per sqm of common area (excluding tenants), 

reaching our long-term goal for 2020. The value achieved represents a 4% reduction compared to 2015. 

Additionally, we are currently exploring the potential of creating ESCO partnerships to finance the 

installation of renewable energy systems in our centres in Portugal. Following the technical surveys carried 

out in 2015, we have identified 12 shopping centres where the installation of these systems is feasible. In 

this way, we are working with potential partners to identify the most viable business models and financing 

methods to support this installation.  

Water 

In 2016, our shopping centres had an average water consumption of 3.4 litres per visit (excluding tenants). 

However, we believe that we remain on track to meet our long-term objective to achieve a maximum level 

of water consumption of 3 litres per visit by 2020. 

                                                           
1 GRESB - Global Real Estate Sustainability Benchmark. 



 

 

Waste and Recycling 

In 2016, we achieved an average recycling rate of approximately 65%, just 0.4% below our target for 2020. 

With regard to the proportion of waste sent to landfills, we achieved a rate of 17% representing a reduction 

of 11% when compared to the previous year, achieving our long-term target.  

Health and Safety 

Following our continuing concern with the number of incidents involving suppliers and with promoting a 

safe environment for our visitors, in 2016, we developed several activities, meetings, campaigns and 

internal publications. 

Resource Resilience  

Resource resilience is one of the 5 focus areas of our sustainability strategy. The purpose is to investigate 

potential lines of action focusing on energy and water management. We have identified three potential 

lines of action including on-site renewable energy generation, the conversion of tenant waste to energy 

and the use of water recycling and reuse systems. In 2016, we highlight the application of solutions for 

water reuse and rainwater harvesting systems, and the implementation of actions with regard to SHEDS 

(Safety, Health and Environment Development Standards) and SHEMS, designed to improve water 

efficiency and reduce water consumption.   

Prosperous Retailers 

Considering the importance that Prosperous Retailers play in our sustainability strategy, we continue to 

implement the COOP Store concept in our portfolio, with nine stores in Portugal, Brazil, Germany, Romania 

and Spain. COOP Stores are part of a wider concept, Flash Stores, an innovative retail concept whose main 

objective is the introduction of new brands in the offer. Flash stores are divided into 4 sub-products: Lab 

Store, Pop Up Store, Lounge Store and Coop Store. Together, the Flash Stores have generated sales of more 

than 2.2 M€. Since the initiative was launched, in 2013, 84 retailers became permanent tenants. 

In the same way, in 2016, a new initiative called Rising Store was launched in Portugal. The Rising Store is a 

crowd-sourcing contest for retail start-ups that attracted more than 110 applications in the first year and 

resulted in five new, very promising retail concepts that were implemented at our shopping centres, 

generating a marketing equivalent amount of more than €120,000 to be used on social media marketing, 

in Portugal. 

Leveraging Knowledge 

Within the scope of leveraging knowledge, we aim to develop our colleagues’ potential through several 

initiatives, mainly: 



 

 

• Sierra with Universities – Establish partnerships with universities with the objective of sharing our 
knowledge or generating new knowledge with students. We completed 2016 with three projects in 
Portugal and Spain, and another three projects, still ongoing, in Portugal and Brazil.  

• We Share with Communities – Share our knowledge with organisations with which we wish to 
maintain a strong link, such as municipalities, firefighters and local authorities. One of the projects 
consisted of a training session developed by the National Republican Guard on how to respond to 
a potential bomb threat or a suspicious object. 

• Engage Value Chain through Knowledge – Support the development of our tenants or potential 
tenants (owners and colleagues), by strengthening their business skills and know-how. One of the 
projects, developed in Hofgarten Solingen (Germany), consisted of a contest and training for the 
retailers, with the goal of helping them to improve their store window displays and, consequently, 
to attract more customers, thereby improving their experience. 

Sustainable Lifestyles 

We use our reputation and influence to encourage our customers to make the right choices. It involves the 

promotion of healthy, sustainable and local goods and services, improving well-being through health 

activities in our shopping centres and creating a sense of belonging for our visitors. This approach allows us 

to increase customer satisfaction and loyalty, thus increasing the number of visits to our shopping centres, 

since we visibly support health, well-being and environmentally-conscious behaviour. 

The Sustainable Lifestyle Working Group is responsible for planning and overseeing the implementation of 

our actions in the long-term. The group meets regularly to debate strategies and identify areas for 

improvement, as well as to develop new campaigns.  

In the context of involving local communities in our activity, we created the Community Advisory Panel 

(CAP) programme to consult and involve local communities. In this sense, newly opened shopping centres 

and those undergoing significant expansion and redevelopment work, establish CAPs to ensure that local 

communities are consulted and involved in the development and operation of shopping centres to create 

long-term relationships, sensitive to local cultures. 

For more information about our sustainability performance, please consult our “Economic, Environmental and Social Report 2016” 

available on the following link: 

http://www.sonaesierra.com/pt-pt/sustentabilidade/sustentabilidade.aspx. 

  

http://www.sonaesierra.com/pt-pt/sustentabilidade/sustentabilidade.aspx


 

 

3. Compliance with Principles, Associations and Partnerships with Organisations 

 

 

 

 

 

 

 

 

 

 

  



 

 

4. Appendix GRI Sonae’s Retail 

GRI Indicators 

 

GRI 
Indicator 

Description 
UN 

Global 
Compact 

Source 

STREATEGY AND ANALYSIS 

G4-1 
Message from the Chairman of the Board of Directors about the relevance of 
sustainability to the organisation and its strategy 

 
Sustainability Report 2016 

page 5 

G4-2 
Description of key impacts, risks and opportunities related to the company's 
activity 

 

Sustainability Report 2016 
page 9-12 

GRI Supplement page 7-9 

ORGANISATIONAL PROFILE 

G4-3 Name of the reporting organisation  Sonae SGPS, SA. 

G4-4 Principal brands, products and services  
Sustainability Report 2016 

page 10 and page 20 

G4-5 Location of the headquarters of the organisation  
Sonae, SGPS. SA has its head 
office at Lugar de Espido, Via 

Norte Maia-Portugal 

G4-6 
Number of countries where the organisation operates along with countries 
where major operations or operations that are specifically relevant to the 
sustainability issues covered in the report are carried out 

 

Sustainability Report 2016 
page 10 and page 20 

HTTPS://WWW.SONAE.PT/E
N/SONAE/WHERE-WE-ARE-

IN-THE-WORLD/  

G4-7 Type and legal nature of property  
Sustainability Report 2016 

page 10 

G4-8 Markets covered  

Sustainability Report 2016 
page 10 

HTTPS://WWW.SONAE.PT/E
N/SONAE/WHERE-WE-ARE-

IN-THE-WORLD/  

G4-9 Scale of the reporting organisation  
Sustainability Report 2016 

page 10 

G4-10 Total labour force Principle 6 See table below 

 

  

https://www.sonae.pt/en/sonae/where-we-are-in-the-world/
https://www.sonae.pt/en/sonae/where-we-are-in-the-world/
https://www.sonae.pt/en/sonae/where-we-are-in-the-world/
https://www.sonae.pt/en/sonae/where-we-are-in-the-world/
https://www.sonae.pt/en/sonae/where-we-are-in-the-world/
https://www.sonae.pt/en/sonae/where-we-are-in-the-world/


 

 

TOTAL LABOUR FORCE 2016 

Type of contract  

Permanent contracts (No.) 27,688 

Male 8,794 

Female 18,894 

Temporary contracts (No.) 13,115 

Male 5,054 

Female 8,061 

Employees total (No.) 40,803 

Type of job  

Full-time (No.) 29,042 

Male 10,371 

Female 18,671 

Part-time (No.) 11,761 

Male 3,477 

Female 8,284 

Employees Total (No.) 40,803 

Region  

Portugal (No.) 38,014 

Male 12,668 

Female 25,346 

Spain (No.) 2,324 

Male 1,009 

Female 1,315 

China (No.) 28 

Male 14 

Female 14 

Brazil (No.) 434 

Male 154 

Female 280 

International Total (No.) 2,789 

Employees Total (No.) 40,803 

 

  



 

 

 

GRI 
Indicator 

Description 
UN 

Global 
Compact 

Source 

ORGANISATIONAL PROFILE 

G4-11 Proportion of employees covered by the Collective Bargaining Agreement. Principle 3 
All employees in Spain and 

Portugal are covered by this 
type of contract 

G4-12 Description of the value chain.  
GRI Supplement 2016 page 7-

8 

G4-13 
Major changes that have occurred during the reporting period regarding 
dimension, organisational structure or the shareholder structure. 

 
Sustainability Report 2016 

page 10 

COMMITMENTS WITH EXTERNAL INITIATIVES 

G4-14 Precautionary principle of the organisation 
PRINCIPLE 

7 
Corporate Governance 

Report 2016 page 66-70 

G4-15 
List externally developed economic, environmental and social charters, 
principles, or other initiatives to which the organization subscribes or which it 
endorses 

Principles 1 
to 10 

Sustainability Report 2016 
page 53-69 

HTTP://WWW.SONAE.PT/PT
/SUSTENTABILIDADE  

G4-16 
Significant participation in associations and/or national/international 
organisations 

 
GRI Supplement 2016 page 

27 

REPORT PARAMETERS 

SCOPE AND LIMITATIONS OF THE REPORT 

G4-17 
Operational structure of the organisation and main operating divisions, 
subsidiaries and joint ventures. 

 

Sustainability Report 2016 
page 9-10, pag 20 

HTTPS://WWW.SONAE.PT/E
N/SONAE/WHERE-WE-ARE-

IN-THE-WORLD/  

G4-18 Process for defining the content of the report.  
Sustainability Report 2016 

page 4 and GRI Supplement 
page 9-11 

G4-19 Material aspects for the report.  
GRI Supplement 2016 page 9-

10 

G4-20 / 
G4-21 

Boundary of the report; 
Specific limitations on the scope or boundary of the report; 

Basis for preparation of the report concerning joint ventures, subsidiaries, 
leased premises, assigned operations and external services, in addition to other 
entities that could significantly affect the comparison between different 
periods and/or organisations. 

 

Sustainability Report 2016 
page 4  

Sustainability Report 2016 
page 9-11 

G4-22 
Explanation of the effect of any revisions to information provided in earlier 
reports and the reasons for such revisions. 

 
Sustainability Report 2016 

page 4 

G4-23 
Significant changes in relation to previous reporting periods in terms of scope, 
boundary or measurement methods. 

 

Sustainability Report 2016 
page 4  

Sustainability Report 2016 
page 9-11 

http://www.sonae.pt/pt/sustentabilidade
http://www.sonae.pt/pt/sustentabilidade
https://www.sonae.pt/en/sonae/where-we-are-in-the-world/
https://www.sonae.pt/en/sonae/where-we-are-in-the-world/
https://www.sonae.pt/en/sonae/where-we-are-in-the-world/


 

 

RELATIONSHIP WITH STAKEHOLDERS 

GRI 
Indicator 

Description 
UN 

Global 
Compact 

Source 

G4-24 Stakeholder groups engaged by the organization 
 Sustainability Report 2016 

page 13 

G4-25 Basis for identification and selection of stakeholders with whom to engage 
 Sustainability Report 2016 

page 13 

G4-26 
Approaches used to stakeholder engagement, including frequency of 
engagement by type and by stakeholder group 

 Sustainability Report 2016 
page 13 

G4-27 
Key topics and concerns that have been raised through stakeholder 
engagement, and how the organization has responded to those key topics and 
concerns, including through its reporting 

 Sustainability Report 2016 
page X13and GRI Supplement 

2016 page 10-11 

REPORT PROFILE 

G4-28 Period covered by information provided in the report.  
Sustainability Report 2016 

page 4 

G4-29 Date of last report published.  30 March 2016  

G4-30 Period between publication of reports.  
Sustainability Report is 

annual 

G4-31 Contact for questions regarding the report or its contents.  
Sustainability Report 2016 

page 4 

TABLE OF CONTENTS OF THE GRI TABLE 

G4-32 Table of contents of the GRI Table  GRI Table 

VERIFICATION 

G4-33 
Current policies and practices with regard to the search for an independent 
assurance process to accompany the Sustainability Report. 

 

All the reported information 
on Sustainability Report 2016 
was subject to verification by 

an external entity – 
PricewaterhouseCoopers & 
Associados – Sociedade de 

Revisores Oficiais de 

Contas, Lda. 

GOVERNANCE 

G4-34 
Governance structure of the organisation, including committees under the 
highest hierarchical governance body and responsible for specific tasks, such as 
determining strategy or supervision of the organisation. 

 
Corporate Governance 

Report 2016 page 16-24, 31-
32 

We regularly organise forums that are transversal to several business units, with the objective of promoting the 
sharing of knowledge and good working practices, which results in a discussion tool that is essential to all of Sonae’s 
brands.  

Currently, Sonae has 9 knowledge forums, including: Administrative and fiscal; Engineering and Construction; Legal; 
E-commerce; FINOV Innovation Forum; Marketing and Communication; Negotiation; Planning, Control and 
Management; Sustainability. Additionally, there are four advisory groups (FINCO - IT and Telecommunications Forum, 
Risk Management, IOW - Improving our Work, Human Resources) that have periodic meetings dedicated to the sharing 



 

 

and coordination of information (internal organisation), as well as two commissions (audit and finance) that work as 
important platforms for the sharing of knowledge and experience.  

    

G4-39 Role of the President  
Corporate Governance 

Report 2016 page 16-24 

G4-38 Independent and/or non-executive directors  
Corporate Governance 

Report 2016 page 20-21 

G4-37 / 
G4-49 / 
G4-53 

Mechanisms for shareholders and colleagues to submit recommendations or 
guidelines to the highest hierarchical governance body 

 

Sustainability Report 2016 
page 13 

Corporate Governance 
Report 2015 page 25-32 

G4-51 

Relationship between remuneration for members of the highest hierarchical 
governance body, the senior managers and executives (including decision-
making arrangements), and the performance of the organisation (including 
social and environmental performance) 

 
Corporate Governance 

Report 2016 page 73-89 

G4-41 
Processes in place for the highest hierarchical governance body to avoid 
conflicts of interest 

 

Sustainability Report 2016 
page 19 and 15 

Corporate Governance 
Report 2016 page 53-54 

G4-40 

Process for determining the qualifications and expertise of the members of the 
highest hierarchical governance body to define the strategy of the organisation 
with respect to issues related to economic, environmental and social 
performance 

 
Corporate Governance 

Report 2016 page 21-22 

G4-44 
Processes for evaluating the performance of the highest hierarchical 
governance body with particular emphasis on economic, environmental and 
social performance 

 
Corporate Governance 

Report 2016 page 33-34 

G4-45 / 
G4-47 

Processes of the highest hierarchical governance body to supervise the 
methods with which the organisation performs the identification and 
management of economic, environmental and social performance, the 
identification and management of relevant risks and opportunities, as well as 
adherence or compliance with internationally accepted standards, codes of 
conduct and principles 

Principles 1 
to 10 

Corporate Governance 
Report 2016 page 19-44 

ETHICS AND INTEGRITY 

G4-56 
Internal development of statements of principles or missions, codes and 
principles of conduct that are considered relevant for the economic, 
environmental and social performance, as well as the implementation phase 

Principle 
10 

For more information read 
Sustainability Report 2016 

page 9 

HTTP://WWW.SONAE.PT/EN/
SUSTAINABILITY/OTHER-

SUSTAINABILITY-MESSAGES/  

 

  

http://www.sonae.pt/en/sustainability/other-sustainability-messages/
http://www.sonae.pt/en/sustainability/other-sustainability-messages/
http://www.sonae.pt/en/sustainability/other-sustainability-messages/


 

 

 

ECONOMIC PERFORMANCE INDICATORS 

GRI 
Indicator 

Description 
UN 

Global 
Compact 

Source 

ASPECT: ECONOMIC PERFORMANCE 

Disclosure on Management Approach (DMA) GRI Supplement 2016 page 9-11 

EC1 Direct economic value generated and distributed - - 

 2014 2015 2016 

ECONOMIC VALUE GENERATED (€) 5,499,753,907 5,698,021,018 6.150.328.858 

Revenues 5,499,753,907 5,698,021,018 6.150.328.858 

ECONOMIC VALUE DISTRIBUTED (€) 5,315,251,372 5,586,458,586 5.862.370.889 

Operational Costs 4,489,053,659 4,698,862,411 5.056.489.918 

Salaries and benefits of Employees 651,134,468 665,354,195 731.640.839 

Payments to Investors 146,552,959 198,340,061 
55.144.616 

 

Payments to the State 18,702,110 15,440,829 8.997.173 

Donations and other community investments 9,808,176 8,461,090 10.098.343 

ACCUMULATED ECONOMIC VALUE (€) 184,502,535 111,562,433 
287.957.969 

 

Scope of Report: Sonae 

EC2 
Financial implications, risks and opportunities for the organisation’s activities 
due to climate change 

Principle 7 - 

For detailed information on the financial implications and other risks and opportunities due to climate change, please 

see Sonae’s response to the Carbon Disclosure Project 2016, available at: 

https://www.cdp.net/en/responses/17359?back_to=https%3A%2F%2Fwww.cdp.net%2Fen%2Fresponses

%3Futf8%3D%25E2%259C%2593%26queries%255Bname%255D%3DSonae&queries%5Bname%5D=Sonae 

Scope of Report: Sonae 

EC3 Coverage of obligations for the organisation concerning the Benefit Plan  - - 

Sonae’s Retail sector has no retirement plan for its employees.  

Scope of Report: Retail 

EC4 Significant financial assistance received from the state - - 

The support received from the state through subsidies, investment subsidies and tax benefits totalled 10,254,085€. 

Scope of Report: Sonae 

https://www.cdp.net/en/responses/17359?back_to=https%3A%2F%2Fwww.cdp.net%2Fen%2Fresponses%3Futf8%3D%25E2%259C%2593%26queries%255Bname%255D%3DSonae&queries%5Bname%5D=Sonae
https://www.cdp.net/en/responses/17359?back_to=https%3A%2F%2Fwww.cdp.net%2Fen%2Fresponses%3Futf8%3D%25E2%259C%2593%26queries%255Bname%255D%3DSonae&queries%5Bname%5D=Sonae


 

 

ASPECT: MARKET PRESENCE  

Disclosure on Management Approach (DMA) 
Source 

Sustainability Report 2016 page 10 

EC6 Proportion of employees for senior positions hired locally Principle 6 - 

Occupation of operational functions by elements of the community that are part of the business units.  

 2014 2015 2016 

No. of senior managers(No.) 76 84 91 

No. of senior managers originating from the local community 
(No.)  

75 83 87 

Proportion of senior managers originating from the local 
community (%) 

99% 99% 96% 

Scope of Report: Retail 

ASPECT: INDIRECT ECONOMIC IMPACT  

Disclosure on Management Approach (DMA) 
Source 

GRI Supplement 2016 page 9-11 and page 
14 

EC7 
Development and impact of investments in infrastructures and services 
provided 

- - 

The support to the community includes the donations and contributions made by Sonae, mainly for public benefit, 

supporting 1,393 institutions which represented an investment of 10 million euros.  

Scope of Report: Sonae 

EC8 Significant indirect economic impacts, inclusively the extension of the impacts - - 

See Sustainability Report, section “Improving our Community” (pages 53 – 59). 

Scope of Report: Sonae 

ASPECT: PROCUREMENT PRACTICES 

Disclosure on Management Approach (DMA) 

Source 
GRI Supplement 2016 page 9-11 and 

page 18 

EC9 
Policy, practices and proportion of the expenses on local suppliers, in 
important operational units 

- - 

 

 2016 

Total supplier expenditure (€) 4,483,614,727 

Total expenditure with foreign suppliers (€) 917,169,850 

Total expenditure with domestic suppliers (€) 3,566,444,876 

Proportion of expenditure with domestic suppliers (%) 80% 

Scope of Report: Retail 



 

 

 

ENVIRONMENTAL PERFORMANCE INDICATORS 

ASPECT: MATERIALS  

Disclosure on Management Approach (DMA) 
Source 

GRI Supplement 2016 page 9-
11 and page 16 

EN1 Consumption of materials per weight or volume 
Principles  

7 and 8 
- 

Sonae promoted the reduction of the consumption of materials associated with the value chain, more specifically, 

regarding the packages and shipping boxes of own brand products. As such, it promotes several initiatives with 

suppliers for the reduction of materials associated not only with the primary packaging of the product itself but also 

with regard to the transport boxes 

Scope of Report: Retail – Portugal 

ASPECT: ENERGY  

Disclosure on Management Approach (DMA) 

Source 
Sustainability Report 2016 

page 65-66 and GRI 
Supplement 2016 page 9-11 

and Page 15-16 

EN3 Energy consumption within the organisation 
Principles 
 7 and 8 

- 

In 2016, Sonae continued its commitment towards reducing energy consumption in its stores, by developing a 

structured effort with its businesses to reinforce the eco-efficiency of operations. These energy efficiency measures 

include the implementation of more efficient machinery, consumption monitoring like, for instance, the 

Environmental Dashboard ‘Tableau Board’ that monitors the main environmental indicators and that is already 

present in all Continente and Worten stores. 

In 2016, Sonae registered a consumption of 430,689 MWh, mainly energy, which represents a marginal increase in 

the total consumption of 1.6% compared to 2015. Regarding Sonae only, the consumption was of 356 kWh/m2. The 

lower performance obtained in 2016 was due to strong organic growth registered that was mainly concentrated in 

Bom Dia stores, which are smaller in size and, therefore, present specific indicators which are much higher than the 

remaining food store formats (Modelo and Continente). 

Additionally, during 2016, Sonae maintained its commitment to the independent production of energy from 

renewable sources. For more information, the energy consumption initiatives are described more detail in the chapter 

“Improving our Planet” (pages 63-69). 

 

 

 



 

 

 

Evolution of the energy consumption within the 
organisation per type 

2014 2015 2016 

Natural gas consumption – Stores (m3) 410,617 345,539  341,329 

Propane consumption (t) 46 45 47 

Diesel consumed by stores (litres) 131,464 131,355 113,837 

Electricity consumption in stores (MWh) 415,666 414,260 421,429 

Electricity consumption in production centres (MWh) 9,496 9,346 9,260 

Electricity consumption (MWh) 425,162 423,606 430,689 

 

Evolution of the energy consumption within the 
organisation per type (GJ) 

2014 2015 2016 

Natural gas consumption – Stores (GJ) 15,792 13,283 13,121 

Propane consumption (GJ) 2,216 2,185  2,258 

Diesel consumed by stores (GJ) 4,899 4,865 4,217 

Fuel consumption within the organisation (GJ) 22,907 20,333  19,595 

Electricity Consumption (GJ) 1,530,583 1,524,982 1,550,480 

Energy consumption within the organisation (GJ) 1,553,491 1,545,315 1,570,075 

 

Production of electricity through renewable energy 
sources 

2014 2015 2016 

Electricity produced by renewable energy sources (MWh) 7,257 7,759 7,644 

Electricity produced by renewable energy sources (GJ) 26,124 27,931 27,519 

Sonae sells all electricity produced by renewable energy sources to the Portuguese National Grid. 

Conversion Factors 

Energy Unit Factor (2016) Source (2015) 

 Natural Gas PCI (GJ/m3) 0,038 Table of lower heating values, emission factors and CO2 oxidation 
factors used in the Portuguese Inventory Report on Greenhouse 
Gases published in 2013.  

Propane Gas PCI (GJ/t) 48,55 Table of lower heating values, emission factors and CO2 oxidation 
factors used in the Portuguese Inventory Report on Greenhouse 
Gases published in 2013.  

Diesel PCI (GJ/t) 0,86 APA - Portuguese National Inventory Report on Greenhouse Gases 

Table of lower heating values, emission factors and CO2 oxidation 
factors used in the Portuguese Inventory Report on Greenhouse 
Gases published in 2013. 

Electricity (GJ/MWh)  3,6 International Energy Agency 

 

Electricity consumption per sales area (GWh/1000 m2) 2014 2015 2016 

Store area (1000 m2) 910 925 910 

Electricity consumption per store area (GWh/1000m2) 0.351 0.346 0,442 

Scope of Report: Retail - Portugal 



 

 

EN4 Energy consumption outside the organisation Principle 8 - 

With the goal of minimising the environmental impact of the contracted vehicle fleet, Sonae worked together with its 

transport service suppliers to improve the eco-efficiency of their vehicles, by ensuring that they give preference to 

more recent vehicles. 

By the end of 2016, around 91% of the contracted vehicle fleet were in full compliance with the Euro Standard 5, 

which reflects a growth of 18% compared to 2015. 

It is worth noting that, in 2016, 56% of the contracted vehicle fleet is in full compliance with the Euro Standard 6. 

In terms of logistical efficiency, Sonae has aimed to develop some improvements, both in terms of home deliveries 

and the supply to stores. Specifically, in relation to the supply stores, for each kilometre travelled, there were 

approximately 7 boxes transported and, per one thousand boxes transported, 108 kg of Co2 emissions were 

registered. 

 

Evolution of the energy consumption outside the organisation 
per type 

2014 2015 2016 

Consumption of diesel by contracted fleet (litres) 10,115,992 10,170,522  11,266.077 

Consumption of diesel by staff vehicles (litres) 1,973,049 2,357,667 2,559,272 

Consumption of petrol by staff vehicles (litres) 12,411 14,111 21,297 

Consumption of vehicular natural gas from the fuel supply (m3) 37,403 75,256 -- 

 

Evolution of the energy consumption outside the organisation 
per type (GJ) 

2014 2015 2016 

Consumption of diesel by contracted fleet (GJ) 376,960 376,718  471,298 

Consumption of diesel by staff vehicles (GJ) 73,523 87,328 94,796 

Consumption of petrol diesel by staff vehicles (GJ) 417 466 703 

Consumption of vehicular natural gas from the fuel supply (GJ) 1,439 2,893 - 

Total energy consumption outsider the organisation (GJ) 452,339 467,405  512,797 

Conversion factors 

Energy Unit Factor (2015) Source (2015) 

Natural gas PCI (GJ/m3) 0,0384 Table of lower heating values, emission factors and CO2 oxidation 
factors used in the Portuguese Inventory Report on Greenhouse 
Gases published in 2013 

Diesel PCI (GJ/t) 37,0402 Table of lower heating values, emission factors and 

CO2 oxidation factors used in the Portuguese Inventory Report on 

Greenhouse Gases published in 2013 

Petrol PCI (GJ/t) 33,00 Table of lower heating values, emission factors and 

CO2 oxidation factors used in the Portuguese Inventory Report on 

Greenhouse Gases published in 2013 

Scope of Report: Retail – Portugal 

 



 

 

EN5 Energy Intensity Principle 8 - 

 

 2014 2015 2016 

Total energy consumption (GJ) 2,006,792 2,012,720  2,082,872 

Turnover (M€) 4,974 5,014 5,125 

Ratio of energy intensity (GJ/M€) 403 401 406 

Scope of Report: Retail 
 

EN6 Energy saved due to improvements in conservation and efficiency 
Principles 
 8 and 9 

- 

Measures to control and reduce energy consumption implemented in 2016: 

A – Food stores 

Within this scope, we continued the “Trevo” Project’s established programme: 

1. Replacement of the Main Lighting for Led Lighting – Action carried out in more than 40 stores 

2. Installation of Doors on the Butchery Equipment – Action carried out in more than 32 stores 

3. Replacement of the fan motors of the refrigerated display stands  with high efficiency motors – Action carried 

out in more than 53 stores 

4. Installation of automatic anti-fog systems in the refrigerated display stands – Action carried out in more than 

51 stores 

5. Installation of adiabatic cooling systems (in cold production systems) – Action carried out in more than 20 

stores 

6. Retrofit in cold production centres – Action carried out in more than 6 stores 

B – Non-food stores 

Also in this field, we continued the energy efficiency improvement programme, previously established: 

1. Replacement of the Main Lighting for Led Lighting – Action carried out in more than 50 stores 

2. Implementation of real-time consumption monitoring – Action carried out in more than 10 stores 

3. Implementation of lagged consumption monitoring – Action carried out in more than 50% of the stores 

Scope of Report: Retail 

EN7 Reduction of the energy requirements for products and services 
Principles  

8 and 9 
- 

Please see Sonae Sustainability Report 2016, “Improving our Planet” page 63-69, for more detail regarding the initiatives developed 
to provide products and services with low energy consumption. 

  



 

 

 

Number of sold products per level of energy efficiency – 
category A or higher (No.) 

2014 2015 2016 

Household appliances (category A or higher 364,126 546,647 390,793 

Category A+++++++ - 340 - 

Category A++++++ - 427 - 

Category A+++++ - 359 - 

Category A++++ 5,995 9,233 10,106 

Category A+++ 64,001 105,237 73,719 

Category A++ 45,471 106,013 48,572 

Category A+ 228,271 285,895 122,490 

Category A 20,388 39,143 135,906 

TELEVISIONS (CATEGORY A OR HIGHER) 468,923 252,607 230,945 

Category A+++++++ - - - 

Category A++++++ - - - 

Category A+++++ - - - 

Category A++++ - - - 

Category A+++ - - - 

Category A++ 21,145 10,964 1 

Category A+ 185,912 84,236 2.655 

Category A 261,866 157,407 228.289 

VACUUM CLEANERS (CATEGORY A OR HIGHER) 3,210 11,649 51,607 

Category A+++++++ -- - - 

Category A++++++ -- - - 

Category A+++++ -- - - 

Category A++++ - - - 

Category A+++ - - - 

Category A++ - - - 

Category A+ - - 89 

Category A 3,210 11,649 51,518 

Total of sold products (category A or higher) 836,259 810,903 673,345 

Scope of Report: Retail – Portugal 

ASPECT: WATER  

Disclosure on Management Approach (DMA) 
Source 

GRI Supplement 2016 page 9-
11 and page 15-16 

EN8 Total of water consumption segmented per source 
Principles  

7 and 8 
- 

In 2016, Sonae continued its commitment to continuously improve the reduction of its water footprint, having 

developed a structured effort with its businesses to reinforce the eco-efficiency of operations. 



 

 

The sustained water savings that Sonae has achieved is due to several factors like the use and implementation of more 

efficient machinery, consumption monitoring, which is carried out through the Environmental Dashboard ‘Tableau 

Board’ that monitors the main environmental indicators and is already present in all Continente and Worten stores. 

Moreover, the improvement of operational processes and the numerous awareness raising actions that took place, 

with both colleagues and clients, also contributed to these recent results. At the same time, in 2016, Sonae was 

committed to the development of other initiatives dedicated to the reduction and moderation of water consumption, 

that are fully described in the sustainability report. 

 

 2014 2015 2016 

Total of water consumption (m3) 620,215 606,492 633,526 

 

Evolution of the water consumption from the public network per sales area 
(m3/m2) 

2014 2015 2016 

Store area (1000 m2) 569,004 583,165 621,104 

Water consumption of the public mains supply per store area(m3/m2) 1.09 1.04 1,02 

Scope of Report: Food stores (Continente, Continente Modelo and Continente Bom Dia) – Retail 

EN10 Additional 
Percentage and total volume of recycled and reused 
water 

Principle 8 - 

Sonae developed an initiative to recycle and reuse water at the Sonae Service Centre’s Tower, located at Maia, with a 

GOLD classification from the LEED certification, where the water of the shower rooms and lavatories are reused in the 

toilets and the rainwater is captured and used in the irrigation system. According to the project’s data, the reused 

water in this building allows the saving of around 80% of water consumption. 

Another initiative is the waste water reuse project at the Meat Processing Centre, which is used in cooling towers, 

watering, outdoor washing and the supply to fire service deposits. Currently, and as intended in the implemented 

solution, the CPC is reusing a portion of the liquid effluent that results from its industrial process, after being treated 

at the ETARI (Wastewater Treatment Plant). 

On an annual basis, the project allows the reuse of approximately 18,180 m3 (the reused values depend on each year’s 

actual needs). 

Scope of Report: Retail – Portugal 

ASPECT: BIODIVERSITY  

Disclosure on Management Approach (DMA) 
Source 

GRI Supplement 2016 page 9-
11 and page 13 

EN11 Location in or adjacent to protected areas Principle 8 - 

The retail business has no premises in areas classified as high-biodiversity habitats.  

Scope of Report: Retail 

 



 

 

EN12 Impacts on biodiversity Principle 8 - 

Sonae’s Fishing Sustainability Policy aims to minimise the impact of fishing activities on marine biodiversity and to 

promote the adoption of sustainable fishing practices, taking into consideration a set of guidelines that encourage the 

protection of ecosystems. 

 

This way, over the last few years, we have developed several improvement measures, described below, which have 

contributed to the commercialisation of healthy fishing and to the reduction of non-sustainable fishing practices, such 



 

 

as:

 

Sonae uses the Traffic Light System tool, which was developed with the objectives of promoting the commercialisation 

of fish in a sustainable way and to access, in an easier way, the sustainable level of the products that we sell. In this 

tool, the red, yellow and green colours are assigned according to the main fishing methods used, so that Sonae can 

prioritise suppliers that use fishing methods with a lower impact on species and ecosystems. In 2016, apart from 

reducing fishing methods that harm other species/habitats, Sonae was able to register an increase in the use of fishing 

methods that pose little risk to the species (29% in 2014 and 32% in 2016). At the same time, in order to complement 

the sustainable fishing policy, steps were taken to raise awareness amongst customers about the problems related to 

non-sustainable fishing, by giving more visibility to products that were captured in sustainable ways and by promoting 

awareness actions and contact with the MSC (Marine Stewardship Council), among others. 

Additionally, our suppliers are responsible for complying with several requirements, such as: 

(i) Respecting and complying with the legally established fishing quotas,  

(ii) Using fishing methods that do not damage the sea bottom, 

(iii) Proceeding according to the sustainable fishing policy and  

(iv) Only supply fish caught exclusively on vessels that are not "blacklisted" by Greenpeace, with an 

undertaking to submit documents proving compliance with the requirements defined whenever 

requested. 

In addition, the documents accompanying the goods are required to include information on species, batch, capture 
zone and method. Moreover, this information and the vessel names, certificates, names of captains and port of 
landing must be updated on an annual basis. 

Scope of Report: Retail 



 

 

EN13 Protected or restored habitats Principle 8 - 

No activities were carried out that might modify and cause the need for the restoration of surrounding habitats. The 

Fishing Policy penalises fishing methods that are destructive to habitats (e.g.: bottom trawling). 

Scope of Report: Retail 

ASPECT: EMISSIONS, EFLUENTS AND WASTE  

Disclosure on Management Approach (DMA) 
Source 

GRI Supplement 2016 page 9-
11 and page 15-16 

EN15 Direct and indirect Greenhouse Gas emissions (scope 1) 
Principles 
 7 and 8 

- 

 

Evolution of the GHG emissions (scope 1), per source 2014 2015 2016 

Emissions associated with the consumption of natural gas (t CO2e) 967 916 743 

Emissions associated with the consumption of propane (t CO2e) 140 138 142 

Emissions associated with the consumption of diesel by stores (t CO2e) 363 361 312 

Emissions associated with the consumption of diesel by vehicles for 
transporting goods (t CO2 e) 

27,895 27,739 30,922 

Emissions associated with the consumption of diesel by staff vehicles (t 
CO2e) 

5,441 6,471 7.024 

Emissions associated with the consumption of petrol by staff vehicles (t 
CO2e) 

29 34 52 

Emissions Scope 1 (t CO2e) 34,834 35,659 39,195 

Scope of Report: Retail – Portugal 

EN16 Indirect Greenhouse Gas emissions (scope 2) 
Principles  

7 and 8 
- 

 

Evolution of the GHG emissions (scope 2), per source 2014 2015 2016 

Emissions associated with electricity consumption - Indirect (t CO2e) 156,572 204,648 172,163 

 

EN17 Other indirect Greenhouse Gas emissions (scope 3) 
Principles  
 7 and 8 

- 

 

GHG emissions (Scope 3), per source 2014 2015 2016 

Emissions related to energy recovery (t CO2e) 84 88 93 

Emissions related to organic recovery (t CO2e) 193 202 215 

Emissions related to landfill (t CO2e) 3,711 3,674 3,810 

Emissions Scope 3 (t CO2e) 3,989 3,965 4,117 

 

 



 

 

 FE (t CO2/t waste) Source (2016) 

Energy recovery 0.021 In accordance with the Government GHG Conversion Factors for 
Company Reporting: Methodology Paper for Emission Factors (July 2013), 
there were no changes in factors associated with waste in 2013 compared 
to 2012. 

Organic recovery 0.021 

Landfill 0.290 

Scope of Report: Retail - Portugal 

EN18 Intensity of the greenhouse gas emissions (GHG) 
Principles  

7 and 8 
- 

Like with all environmental concerns, mainly with respect to emissions and waste, Sonae has continued to 

be committed to promoting its reduction and efficiency. To solve these issues, improvement of operational 

processes, energy efficiency and awareness campaigns with our colleagues and customers, are essential 

factors. In 2016, Sonae was able to reduce its global GHG emissions by approximately 12%, compared to 

the previous year.  

Scope of Report: Retail 

GHG Emissions  2014 2015 2016 

Total of GHG emissions (t CO2) 195,395 244,272 215,475 

Turnover (M€) 4,974 5,014 5,125 

Ratio of GHG emissions intensity (t CO2/ M€) 39 49 42 

Scope of Report: Retail 

EN19 
Initiatives to reduce the greenhouse gas emissions and the reduction 
obtained 

Principles  
7 and 8 

- 

The reduction in CO2 emissions corresponds to the initiatives to reduce energy consumption (see EN6 indicator). Apart 

from these initiatives, is necessary to emphasise the importance of independent energy production through 

renewable sources. Therefore, we have maintained our portfolio of 113 independent energy power plants, of which 

112 use photovoltaic panels (solar energy) and 1 uses a wind turbine (wind energy). Through our production and 

respective injection into the National grid, we were able to avoid the emission of approximately 3,541 tonnes of CO2. 

Emissions avoided by the aid of the electricity produced through 
renewable energy sources (t CO2 e) 

2014 2015 2016 

Emissions avoided (t CO2 e) 3,411 3,647 3,541  

Scope of Report: Retail 

EN20 Emissions of ozone-depleting substances, by weight 
Principles  

7 and 8 
- 

 

 2014 2015 2016 

Total quantity of R22 released due to leaks (kg) 860 0 0 

CFC (tones of CFC-11 equivalent) 0.047 0 0 

Scope of Report: Retail 

 



 

 

EN21 NOx, SOx and other significant atmospheric emissions 
Principles  

7 and 8 
- 

 

 2014 2015 2016 

NOx emissions - Diesel consumed by stores (t) 3.92 3.89 3,37 

NOx emissions - Diesel consumed by vehicles for transporting goods (t) 301.57 299.48 333,84 

NOx emissions - Diesel consumed by staff vehicles (t) 58.82 69.86 75,84 

NOx emissions - Petrol consumed by staff vehicles (t) 0.25 0.28 0,42 

Total NOx emissions (t) 364.56 373,51 413,47 

SO2 emissions - Diesel consumed by stores (t) 1.03 1.02 0,89 

SO2 emissions - Diesel consumed by vehicles for transporting goods (t) 79.16 78.61 87,63 

SO2 emissions - Diesel consumed by staff vehicles (t) 15.44 18.34 19,91 

SO2 emissions - Petrol consumed by staff vehicles (t) 0.03 0.03 0,05 

Total SO2 emissions (t) 95.66 98.01 108,48 

 

Emission factors NOx SO2 Unit Source 

Diesel 0.8 0.21 kg/GJ IPCC 2006 

Petrol 0.6 0.075 kg/GJ IPCC 2006 

Note: Calculations for this indicator takes into account figures reported in the EN3 and EN4 indicators.  

Scope of Report: Retail – Portugal 

EN22 Total water discharge by quality and destination Principle 8 - 

Sonae does not possess measurement methods for waste water. For this reason, we applied the frequently used 

engineering principle which states that 80% of consumed water results in waste water. 

Evolution of the estimated volume of effluent discharged 
(m3) 

2014 2015 2016 

Volume of effluent discharged (m3) 496,172 485,194 506,821 

Regarding waste water treatment, most waste water generated at the company’s premises is discharged into public 

sewers, except for the waste water from four stores (Anadia, Vagos, Cancela and Ribeira Brava) and the waste water 

from five distribution centres (Azambuja, Plaza I, Plaza II, C1 and C2), where this is not possible because of the absence 

of public sewer infrastructure. The aforementioned premises are equipped with waste water treatment plants that 

treat the waste water biologically (secondary treatment). 

Scope of Report: Food stores – Retail– Portugal  

EN23 Total weight of waste by type and disposal method Principle 8 - 

 
 2014 2015 2016 

Hazardous waste (t) 1,737 2,175 2,226 

Recovery (t) 1,737 2,175 2,226 



 

 

Elimination (t) 0 0 0 

Non-hazardous waste (t) 63,986 63,366 66,640 

Recovery (t) 51,189 50,697 53,503 

Elimination (t) 12,797 12,669 13,137 

Total volume of waste (t) 65,723 65,541 68,866 

 

 2014 2015 2016 

Recovery rate of waste (%) 80.5% 80.7% 81.0% 

 
 2016 

Waste generated by Sonae activity (t)  62,453 

Waste deposited by the customers at the stores(t)  6,515 

Total of waste (t) 68,866 

Scope of report: Includes distribution centres and Portuguese retail stores. Maxmat stores and stores in shopping 
centres, where waste is managed by the shopping centre itself, are not included in the scope of this report. 

EN24 Total number and volume of significant spills Principle 8 - 

Sonae considers a spill to be significant only if it affects the environment outside the premises. Since this situation has 

never risen, no significant spills have occurred during retail operations.  

Scope of Report: Retail 

 

ASPECT: PRODUCTS AND SERVICES  

Disclosure on Management Approach (DMA) 
Source 

GRI Supplement 2016 page 9-
11 and page 14-15 

EN27 Mitigate environmental impact of products and services 
Principle  

7 to 9 
- 

 

In addition to the specific aspects addressed, see also the whole eco-efficiency policy reflected in the various 

environmental indicators (highlighting EN1, EN3, EN6, EN7, EN16, EN22), which reflect Sonae's effort to mitigate the 

environmental impacts of products and services. In 2016, several measures were implemented to mitigate the 

environmental impacts from products and services, such as: 

 

 Efficiency reusable bags 

In 2016, the sale of Reusable Bags (Mainland and APED) in stores increased by 40%, with the main growth being in 

the bags of lower value (0.10 €). 

 

 

 



 

 

 Evolution of the Use of Natural Gases 

NATURAL GASES 
PERCENTAGE OF USE 

31-12-2016 
EVOLUTION COMPARED TO 2015 

R 404 49.6%; - 15 PP 

R 427ª 5.8% 0 PP 

R 407F 9.4 % + 7 PP 

R134 10.5% + 4 PP 

R 449 <0.4% 
(NEW NATURAL GAS WITH MUCH 
LOWER GWP; PILOT STARTED IN 

2016) 

R 290 11.6% + 4 PP 

R 744 9.4%; + 3 PP  (CO2) 

R 717 1.6% 0 PP  (NH3) 

GLICOL 5.8% -  1 PP 

Key:  
• Red: Natural Gases with GWP higher than 1,500;  
• Green: Natural Gases with GWP lower than 5 

This confirms the maintenance of a sustained strategy for the elimination of the use of gases with a high contribution 

to the Greenhouse Effect. 

 

Eco-efficiency of the contracted fleet (% of vehicles per 
accomplished standard) 

2014 2015 2016 

EURO Standard 3 2.0% 2.2% - 

EURO Standard 4 27.5% 20.7% 9% 

EURO Standard 5 57.7% 47.4% 35% 

EURO Standard 6 12.8% 25.2% 56% 

EURO Standard 7 - 4.4% - 

 Eco-efficiency of the contracted fleet (% of vehicles per standard accomplished) 

As verified by the data reported in the previous Reports, in 2015, we maintained the trajectory of improving the 

efficiency of the vehicles used in the Contracted Fleet. In 2016 effectively, 91% of the Fleet consisted of vehicles that 

complied with Euro Standard 5 or higher. 

 

The Recovery of Electric and Electronic Products for UTRAD – 
Treatment Unit for Depreciated Products (electric and 

electronic)  
Products Recovered Recovery Rate 

2013 29,805 77% 

2014 39,881 68% 

2015 133,934 82% 

2016 121,492 58% 

Note: By the end of 2015, the direct exchange of our own brand equipment did not reach UTRAD, but was sent directly 

by the stores for treatment as WEEE. At the end of 2015, this process was changed with this equipment going to 

UTRAD, leading to a rise in the amount of equipment sent to UTRAD and, at the same time as to the WEEE treatment 

Unit. In this way, the gross recovery rate (Recovered Equipment/Equipment Received) underwent a natural decrease.  

 



 

 

 

Refrigeration Gases 

In 2016, we continued with the programme to improve the efficiency of our cold production facilities, 

without neglecting the issue of the use of greenhouse gases (GHGs) to which we pay particular attention. 

Continuing our efforts of previous years, we have been developing and implementing alternatives to those 

routinely used, aiming at the drastic reduction or even the total elimination of high GWP (Global Warming 

Potential) gases, such as Gases R404 and R427. 

Scope of Report: Retail 

 

EN28 Recoverable percentage of products sold and their respective packaging.  Principle 8 - 

100% of our own product packaging is recyclable 

Scope of Report: Retail 

ASPECT: COMPLIANCE 
 

Disclosure on Management Approach (DMA) 

GRI Supplement 2016 page 9-
11 and page 13 

EN29 
Fines and non-monetary sanctions for non-compliance with environmental 
laws and regulations 

Principle 8 - 

Sonae considers a fine to be significant when total monetary value equals or exceeds 12,000€, since this corresponds 

to the minimum fine for a serious environmental infringement (Law no. 114/2015, of August 28). In the Retail sector, 

there were no significant fines in 2015. 

Scope of Report: Retail – Portugal 

ASPECT: TRANSPORT  
 

EN30 Significant environmental impacts as a result of transport Principle 8 - 

The analysis of the Logistics performance indicators in 2016 (Number of Boxes / Km travelled, Kg CO2 / 1000 boxes) 

shows a slight reduction, which is related to the organic growth verified, mainly based on smaller and localised stores 

in more dispersed geographic areas. To this is added the effect of the "Backhauling Project" - which consists of taking 

advantage of the empty return of the stores’ supply fleet (after unloading at the last destination store) to transport to 

our warehouses products from suppliers. In 2016, this project was responsible for the increase of 33,600 km travelled 

by the Sonae fleet, having induced the savings of 264,501 Km for suppliers, representing an avoided emission of 178 

tonnes of CO2. 

Scope of Report: Retail – Portugal 

Impacts as a result of transport: 

Nr. of boxes transported 285,664,324 

Nr. of boxes / Km travelled 7.12 

kg CO2e/1000 Boxes transported 108.2 



 

 

  

ASPECT: ENVIRONEMNTAL EVALUATION OF SUPPLIERS 
 

 

EN32 Evaluated suppliers according to the environmental criteria Principle 8 - 

 
 2014 2015 2016 

Non-food retail    

Total No. of qualified suppliers (No.) 256 296 296 

No. of national qualified suppliers (No.) 91 104 103 

No. of foreign qualified suppliers (No.) 165 192 193 

Total percentage of qualified suppliers (%) 45% 52% 52% 

Percentage of national qualified suppliers (%) 63% 78% 77% 

Percentage of foreign qualified suppliers (%) 39% 44% 44% 

Electronics    

Total No. of qualified suppliers (No.) - 139 111 

No. of national qualified suppliers (No.) - 5 5 

No. of foreign qualified suppliers (No.) - 134 106 

Total percentage of qualified suppliers (%) - 100% 100% 

Percentage of national qualified suppliers (%) - 100% 100% 

Percentage of foreign qualified suppliers (%) - 100% 100% 

Food Retail    

Total No. of qualified suppliers (No.) 714 573 698 

No. of national qualified suppliers (No.) 442 376 472 

No. of foreign qualified suppliers (No.) 272 197 226 

Total percentage of qualified suppliers (%) 84% 84% 96% 

Percentage of national qualified suppliers (%) 80% 81% 95% 

Percentage of foreign qualified suppliers (%) 92% 90% 97% 

Note: The qualification of the supliers of the Electronic Division envolves all the suppliers  since the negotiation consideres these criterias in their 

evaluation.  

Scope: Retail 

  



 

 

 

SOCIAL PERFORMANCE INDICATORS - LABOUR 

GRI 
Indicator 

Description 
UN 

Global 
Compact 

Source 

ASPETO: EMPREGO 

Disclosure on Management Approach (DMA) 

Sustainability Report 2016 page 29-30  

GRI Supplement 2016 page 10-12 and page 
17-18 

LA1 
Total entries, exits and turnover rate of the employees, divided by gender 
and age group 

Principle 6 - 

In 2016, Sonae developed a series of initiatives (detailed in the Sustainability Report 2016, pages XXX) focusing on 

attracting talent effectively, namely young and specialised talent, assessment and development and management of 

careers. 

New recruitments (No.) 
2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

<18 Years 0 0 0 0 1 1 0 0 0 

18 to 34 years 6,179 9,543 15,722 6,239 9,488 15,727 8,095 11,569 19,664 

35 to 44 years 423 789 1,212 375 845 1,220 564 1,013 1,577 

45 to 54  81 141 222 81 194 275 117 244 361 

55 to 64 years 10 10 20 6 18 24 17 18 35 

≥ 65 Years 0 0 0 0 2 2 0 0 0 

TOTAL 6,693 10,483 17,176 6,701 10,548 17,249 8,793 12,844 21,637 

 

Rate of new 
recruitment (%) 

2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

<18 Years 0 0 0 0 0 0 0% 0% 0% 

18 to 34 years 80% 72% 75% 83% 74% 77% 99% 87% 92% 

35 to 44 years 14% 10% 11% 12% 11% 11% 17% 13% 14% 

45 to 54  6% 4% 4% 6% 5% 5% 8% 6% 6% 

55 to 64 years 3% 1% 2% 1% 2% 2% 4% 2% 2% 

≥ 65 Years 0% 0% 0% 0% 17% 7% 0% 0% 0% 

TOTAL 53% 41% 45% 54% 41% 46% 65% 49% 54% 

 
  



 

 

Turnover rate (%) 
2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

<18 Years 0% 0% 0% 0% 0% 0% 0% 0% 0% 

18 to 34 years 15% 23% 38% 24% 16% 41% 17% 26% 43% 

35 to 44 years 1% 2% 4% 3% 1% 4% 1% 3% 4% 

45 to 54  0% 0% 1% 1% 0% 1% 0% 1% 1% 

55 to 64 years 0% 0% 0% 0% 0% 0% 0% 0% 0% 

≥ 65 Years 0% 0% 0% 0% 0% 0% 0% 0% 0% 

TOTAL 17% 26% 43% 28% 18% 46% 19% 30% 49% 

 
Number of contracted 

employees who left 
during the period 

covered by the report 
(nº) 

2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

<18 Years 0 0 0 0 1 1 0 0 0 

18 to 34 years 2,579 3,874 6,453 3,796 5,434 9,230 4,470 6,111 10,581 

35 to 44 years 517 885 1,402 191 527 718 246 485 731 

45 to 54  92 111 203 55 132 187 51 135 186 

55 to 64 years 9 10 19 4 11 15 6 11 17 

≥ 65 Years 3 1 4 0 1 1 0 0 0 

TOTAL 3,200 4,881 8,081 4,046 6,106 10,152 4,773 6,742 11,515 

Scope of Report: Retail – Portugal 

LA3 Return to work and retention rates after parental leave 
Principle 1, 

3 and 6 
- 

 

Portugal 
2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

Number of employees entitled to 
parental leave 

11,469 24,268 35,737 11,553 24,301 35,854 12,668 25,346 38,014 

Number of employees who 
benefitted from parental leave 

463 1,121 1,584 565 1,196 1,761 582 1,268 1,850 

Number of employees who 
returned to work after 
completion of parental leave 

460 1,119 1,579 435 753 1,188 573 1,223 1,796 

Number of employees who 
returned to work after 
completion of parental leave and 
continue to work for the 
Company 12 months after 
returning 

409 1,136 1,545 412 819 1,231 468 861 1,329 

Take-up rate (%) 4% 5% 4% 5% 5% 5% 5% 5% 5% 

Rate of return (%) 99% 100% 100% 77% 63% 67% 98% 96% 97% 

Rate of retention (%) 96% 98% 97% 73% 68% 70% 80% 68% 72% 

 
  



 

 

Spain 
2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

Number of employees entitled 
to parental leave 

- - - 825 1,100 1,925 785 1,004 1,789 

Number of employees who 
benefited from parental leave 

- - - 32 90 122 38 80 118 

Number of employees who 
returned to work after 
completion of parental leave 

- - - 27 55 82 33 70 103 

Number of employees who 
returned to work after 
completion of parental leave and 
continue to work for the 
Company 12 months after 
returning 

- - - 20 31 51 23 44 67 

Take-up rate (%) - - - 4% 8% 6% 5% 8% 7% 

Rate of return (%) - - - 84% 61% 67% 87% 88% 87% 

Rate of retention (%) - - - 63% 34% 42% 61% 55% 57% 

Scope of Report: Retail – Portugal and Spain 

 

ASPECT: OCCUPATIONAL HEALTH AND SAFETY 

Disclosure on Management Approach (DMA) 

Sustainability Report 2016 page 30  

GRI Supplement 2016 page 10-12 and page 17-18 

LA6 
Types of injuries, days lost, index of absenteeism and number of deaths work-
related, divided by gender 

Principle 1 - 

With regard to occupational health, we aim to promote a culture of health protection in the workplace in order to 

ensure a healthy and safe working environment. For this purpose, we have 163 medical offices within the company's 

premises, equipped according to guidelines from the Directorate General of Health, complying with legal and 

environmental requirements, where 98 health professionals collaborate. 

Portugal 
2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

Total workable hours by all 
employees (h) 

20,373,226 42,213,397 62,586,623 20,227,295 42,049,582 62,276,877 21,774,500 43,733,629 65,508,129 

Number of deaths1 0 1 1 2 1 3 0 0 0 

Number of accidents in the 
workplace 

ND ND 1,424 399 875 1,274 450 889 1,339 

Number of accidents during travel 
between home and work 

ND ND 190 52 119 171 42 113 155 

TOTAL ACCIDENTS (No.) ND ND 1,614 451 994 1,445 492 1,002 1,494 

RATE OF ACCIDENTS (%) ND ND 0.003% 0.002% 0.002% 0.002% 0.002% 0.002% 0.002% 

Number of days of absence due to 
professional accidents (d) 

ND ND 27,978 7,981 16,803 24,784 7,798 15,326 23,124 

RATE OF DAYS LOST DUE TO 
PROFESSIONAL ACCIDENTS (%) 

ND ND 0.04% 0.04% 0.04% 0.04% 0.04% 0.04% 0.04% 

Number of days of absence due to 
professional accidents (d) 

ND ND 328 ND ND 363 0 89 89 

RATE OF PROFESIONAL DISEASES 
(%) 

ND ND 0.001% ND ND 0.001% ND ND 0.04%% 

Total number of days lost (d) ND ND 28,306 ND ND 25,147 7,798 15,415 23,213 

RATE OF LOST DAYS (%) ND ND 0.05% ND ND 0.04% ND ND 0.04% 

Number of hours of absence (h) 621,757 3,090,008 3,711,765 673,142 3,315,934 3,989,076 789,707 3,624,312 4,414,019 

ABSENTEEISM RATE (%) 3% 7% 6% 3% 8% 6% 4% 8% 7% 

 



 

 

Spain 
2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

Total workable hours by all 
employees (h) 

- - - 1,203,349 1,608,501 2,811,850 1,165,546 1,461,873 2,627,419 

Number of deaths - - - 0 0 0 0 0 0 

Number of accidents in the 
workplace 

- - - 16 32 48 43 51 94 

Number of accidents during travel 
between home and work 

- - - 9 8 17 9 15 24 

TOTAL ACCIDENTS (No.) - - - 25 40 65 52 66 118 

RATE OF ACCIDENTS (%) - - - 0.002% 0.002% 0.002% 0.004% 0.005% 0.004% 

Number of days of absence due to 
professional accidents (d) 

- - - 915 564 1,479 543 1,575 2,118 

RATE OF DAYS LOST DUE TO 
PROFESSIONAL ACCIDENTS (%) 

- - - 0,08% 0,04% 0,05% 0,05% 0,11% 0,08% 

Number of days of absence due to 
professional diseases (d) 

- - - - - - 0 0 0 

RATE OF PROFESSIONAL DISEASES 
(%) 

- - - - - - 0% 0% 0% 

Total number of days lost (d) - - - 1,265 832 2,097 543 1,575 2,118 

RATE OF LOST DAYS (%) - - - 0.11% 0.05% 0.07% 0.05% 0.11% 0.08% 

Number of hours of absence (h) - - - 27,592 134,328 161,920 30,013 124,401 154,414 

ABSENTEEISM RATE (%) - - - 2% 8% 6% 3% 9% 6% 

1 The reported deaths are related to accidents which occur when travelling between home and work  
These rates are determined according to the following methodology: 
Accident rate = (number of accidents/Total workable hours by all employees) x 100; 
Rate of days lost due to professional accidents = (No. of days absent per professional accident/Total workable hours 
by all employees) x 100; 
Rate of lost days = (Number of lost days/Total workable hours by all employees) x 100; 
Rate of professional diseases = (No. of days absent due to professional diseases/Total workable hours by all 
employees) x 100; 
Absenteeism rate = (Hours of absenteeism/Total workable hours by all employees) x 100.  

Scope of Report: Retail – Portugal and Spain 

LA7 Employees with high incidence or high risk of work-related diseases Principle 1 - 

As part of a preventive strategy of health and safety management, initiatives were developed aimed at employees 

with a high incidence or high risk of work-related diseases, namely: 
 2016 

ADVISORY PROGRAMMES Nr. participants 
Women’s Day - 08 March Total Employees 

Partnership with Well’s (European Week OHS) Total Employees 

Healthy Lifestyles (European Week OHS) Total Employees 

Ergoweek (ergonomics) 163 

Logistics nutritional programme  124 

Nutrition (Vending machines) Total Employees 

May - Heart Month - FP Cardiology Total Employees 

Psychosocial Risks 188 

World Food Day Total Employees 

Flu Total Employees 

Flu (vaccination) 5,247 

OTHER SOCIAL RESPONSABILTY ACTIONS Nr. participants 

Portuguese Institute of Blood and Transplantation - Samples 97 

DAE Programme | Sonae Investments 1,290 

Scope of Report: Retail 



 

 

ASPECT: TRAINING AND EDUCATION, DIVERSITY AND EQUAL OPPORTUNITIES 

Disclosure on Management Approach (DMA) 

Sustainability Report 2016 page 29-30  

GRI Supplement 2016 page 9-11 and page 16-17 

LA9 Training Principle 6 - 

Diversity and equal opportunities are important factors to create a balanced environment at Sonae, which aims to 

align business priorities from the point of view of competencies and talent and the expectations of personal and 

professional development. In the same way, Sonae values the diversity of profiles and ensures that all employees 

undergo the same process of training and performance assessment. 

Total number of employees 
by position (No.) 

2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

Executives/Directors 388 178 566 410 197 607 428 207 635 

Senior management 108 130 238 147 100 247 151 97 248 

Middle management 1,290 1,559 2,849 1,305 1,618 2,923 1,367 1,765 3,132 

Highly-skilled and skilled 
employees 

6,026 15,810 21,836 5,790 15,418 21,208 5,911 15,274 21,185 

Semi-skilled employees 289 980 1,269 323 1,144 1,467 347 1,194 1,541 

Unskilled employees 100 58 158 91 58 149 80 39 119 

Trainees/Apprentices 3,268 5,553 8,821 3,487 5,766 9,253 4,384 6,770 11,154 

Sonae SR  
(Not in Portugal) 

- - 2,155 - - 1,925 - - 1,789 

TOTAL 11,469 24,268 37,892 11,553 24,301 37,779 12,668 25,346 39,803 

 

Total number of hours of 
training (h) 

2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

Executives/Directors 17,457 8,785 26,242 17,063 8,697 25,760 13,729 7,381 21,110 

Senior management 2,787 3,910 6,697 4,465 6,655 11,120 4,960 2,917 7,876 

Middle management 55,237 62,558 117,795 54,813 67,939 122,752 42,744 59,408 102,153 

Highly-skilled and skilled 
employees 

191,803 502,350 694,153 195,061 452,260 647,321 127,857 327,312 455,168 

Semi-skilled employees 7,692 28,520 36,212 10,279 31,887 42,166 8,341 28,183 36,524 

Unskilled employees 2,684 1,446 4,130 2,785 1,256 4,041 1,748 959 2,706 

Trainees/Apprentices 124,062 219,277 343,340 117,760 184,337 302,097 174,990 258,469 433,459 

Sonae SR  
(Not in Portugal) 

- - 63,583 - - 85,609 - - 84,198 

TOTAL 401,721 826,847 1,292,151 402,226 753,031 1,240,866 374,368 684,628 1,143,195 

 
  



 

 

 
Total number of hours of 
training by position and 

gender 

2014 2015 2016 

Male Female TOTAL Male Female TOTAL Male Female TOTAL 

Executives/Directors 45 49 46 42 44 42 32 36 33 

Senior management 26 30 28 30 67 45 33 30 32 

Middle management 43 40 41 42 42 42 31 34 33 

Highly-skilled and skilled 
employees 

32 32 32 34 29 31 22 21 21 

Semi-skilled employees 27 29 29 32 28 29 24 24 24 

Unskilled employees 27 25 26 31 22 27 22 25 23 

Trainees/Apprentices 38 39 39 34 32 33 40 38 39 

Sonae SR  
(Not in Portugal) 

- - 25 - - 44 - - 47 

TOTAL 30 31 30 35 31 33 30 27 29 

Scope of Report: Retail – Portugal + Sonae SR (Spain, except Canary Islands) 

LA10 Programmes for skills management -  - 

 

 2014 2015 2016 

TOTAL ACTIVITIES 164,566 209,473 219,048 

 

PROGRAMMES 2016  
No. activities PT Nr. hours 

Reception and Integration 4,474 7,385 

BIT Academy 3 232 

Universo Card 3,125 2,908 

CC Training Programmes 50 2,726 

Functional skills 1,802 25,171 

Transversal skills - CT IoW 256 20,824 

Driving Forklifts and Machines 473 8,416 

Production Centre School 50 2,931 

Perishables School 1,684 106,759 

Logistics School 833 14,258 

Continente Operations School  9,331 101,574 

Health School 11,430 52,116 

Fashion Academy 21,050 39,816 

DAE Training and First Aid 95 6,952 

Training in Processes/Systems (Workflows, SAP, Retek, Supply Chain, Loss) 4,039 18,528 

Technical training in supply/products/campaign 6,205 33,520 

Security training  3 174 

Future Leaders MC 50 5,360 

Environmental Management 7,026 14,915 

Inter Cross Training Programmes 277 17,382 

Intra Cross Training Programmes 366 21,245 

IOP-Performance Evaluation 674 3,748 



 

 

IOW/Continual improvement/Kaizen 16,794 92,301 

Management & Leadership 77 16,634 

Meat Handlers 436 10,962 

MC Training Programmes 14,468 56,239 

NOTE 10! 1,120 2,831 

Omnicanal Worten 932 389 

Incentives Plan Bagga 1 1 

S&F Training Programmes 1,682 8,548 

BAGS FOR LIFE 3 4 

Security and Health at work 35,154 228,322 

Sportzone Academy 9,620 27,382 

Worten Academy 59,309 91,872 

Worten Training Campus 4,958 11,179 

Worten Training Programmes 1,198 5,393 

TOTAL ACTIVITIES 219,048 1,058,996 

Scope of Report: Retail – Portugal 

LA11 Percentage of employees who receive regular performance assessments Principle 6 - 

The performance assessments process is applicable to 100% of Sonae’s employees (Portugal). 

Scope of Report: Retail – Portugal 

 

LA12 
Composition of governance bodies and breakdown of employees per 
employee category according to gender, age group, minority group 
membership, and other indicators of diversity 

Principle  
1 to 6 

- 

 
  



 

 

Portugal 
2016 

Age Male Female TOTAL 

Executives/ 

Directors 

<18 Years 0 0 0 

18 to 34 years 32 9 41 

35 to 44 years 167 102 269 

45 to 54 years 159 82 241 

55 to 64 years 65 13 78 

≥ 65 years 5 1 6 

TOTAL 428 207 635 

Senior management <18 Years 0 0 0 

18 to 34 years 26 13 39 

35 to 44 years 81 55 136 

45 to 54 years 32 23 55 

55 to 64 years 12 6 18 

≥ 65 years 0 0 0 

TOTAL 151 97 248 

Middle management <18 Years 0 0 0 

18 to 34 years 456 616 1,072 

35 to 44 years 570 775 1,345 

45 to 54 years 271 324 595 

55 to 64 years 69 50 119 

≥ 65 years 1  1 

TOTAL 1,367 1,765 3,132 

Highly-skilled and skilled employees <18 Years 0 0 0 

18 to 34 years 2,824 5,024 7,848 

35 to 44 years 1,872 5,882 7,754 

45 to 54 years 909 3,508 4,417 

55 to 64 years 299 844 1,143 

≥ 65 years 7 16 23 

TOTAL 5,911 15,274 21,185 

Semi-skilled employees <18 Years 0 0 0 

18 to 34 years 215 702 917 

35 to 44 years 78 332 410 

45 to 54 years 36 125 161 

55 to 64 years 18 35 53 

≥ 65 years 0 0 0 

TOTAL 347 1,194 1,541 

Unskilled employees <18 Years 0 0 0 

18 to 34 years 6 5 11 

35 to 44 years 37 13 50 

45 to 54 years 34 13 47 

55 to 64 years 3 8 11 

≥ 65 years 0 0 0 

TOTAL 80 39 119 

Trainees/Apprentices <18 Years 0 0 0 

18 to 34 years 4,099 6,126 10,225 

35 to 44 years 232 520 752 

45 to 54 years 44 119 163 

55 to 64 years 9 5 14 

≥ 65 years 0 0 0 

TOTAL 4,384 6,770 11,154 

TOTAL EMPLOYEES (No.)  12,668 25,346 38,014 

 

 



 

 

Spain 
2016 

Age Male Female TOTAL 

Executives/ 

Directors 

<18 Years 0 0 0 

18 to 34 years 0 0 0 

35 to 44 years 2 0 2 

45 to 54 years 2 0 2 

55 to 64 years 0 0 0 

≥ 65 years 0 0 0 

TOTAL 4 0 4 

Senior management <18 Years 0 0 0 

18 to 34 years 0 0 0 

35 to 44 years 7 0 7 

45 to 54 years 3 0 3 

55 to 64 years 0 0 0 

≥ 65 years 0 0 0 

TOTAL 10 0 10 

Middle management <18 Years 0 0 0 

18 to 34 years 59 45 139 

35 to 44 years 86 39 116 

45 to 54 years 9 5 14 

55 to 64 years 0 0 0 

≥ 65 years 0 0 0 

TOTAL 154 89 243 

Highly-skilled and skilled employees <18 Years 0 0 0 

18 to 34 years 213 375 620 

35 to 44 years 61 132 230 

45 to 54 years 11 16 35 

55 to 64 years 1 5 6 

≥ 65 years 0 0 0 

TOTAL 286 528 814 

Semi-skilled employees <18 Years 0 0 0 

18 to 34 years 3 6 2 

35 to 44 years 1 0 3 

45 to 54 years 0 0 0 

55 to 64 years 0 0 0 

≥ 65 years 0 0 0 

TOTAL 4 6 10 

Unskilled employees <18 Years 0 0 0 

18 to 34 years 0 0 0 

35 to 44 years 0 0 0 

45 to 54 years 0 0 0 

55 to 64 years 0 0 0 

≥ 65 years 0 0 0 

TOTAL 0 0 0 

Trainees/Apprentices <18 Years 0 0 0 

18 to 34 years 262 317 651 

35 to 44 years 51 51 76 

45 to 54 years 12 11 14 

55 to 64 years 2 2 4 

≥ 65 years 0 0 0 

TOTAL 327 381 708 

TOTAL EMPLOYEES (No.)  785 1,004 1,789 

Scope of Report: Retail – Portugal and Spain 



 

 

LA13 Ratio between basic salaries and the wages of women and men 
Principle 

 1 to 6 
- 

 

 

Portugal 2014 2015 2016 

Ratio of the average remuneration  per functional category 

(F/M) 
   

Executives/Directors 0.80 0.81 0.82 

Senior management 0.91 0.96 0.97 

Middle management 0.88 0.91 0.91 

Highly-skilled and skilled employees 0.99 0.98 0.96 

Semi-skilled employees 0.90 0.94 0.93 

Unskilled employees 0.90 0.90 0.93 

Trainees/Apprentices 1.00 1.00 0.99 

TOTAL 0.80 0.90 0.90 

 
 

Portugal 2014 2015 2016 

Ratio of the average base salary per functional category 

(F/M) 
   

Executives/Directors 0.81 0.82 0.83 

Senior management 0.91 0.96 0.97 

Middle management 0.88 0.91 0.91 

Highly-skilled and skilled employees 0.99 0.99 0.98 

Semi-skilled employees 0.90 0.94 0.93 

Unskilled employees 0.90 0.90 0.92 

Trainees/Apprentices 1.00 1.00 0.99 

TOTAL 0.80 0.90 0.90 

 
 
 

Spain 2014 2015 2016 

Ratio of the average remuneration per functional category 

(F/M) 
   

Executives/Directors - - - 

Senior management - - - 

Middle management - 1.06 1.03 

Highly-skilled and skilled employees - 1.03 1.00 

Semi-skilled employees - - 0.95 

Unskilled employees - -  

Trainees/Apprentices - 1.03 0.98 

TOTAL - 1.11 1.00 

 
 
 
 
 
 
 
 
 
 



 

 

 

Spain 2014 2015 2016 

Ratio of the average base salary per functional category 

(F/M) 
   

Executives/Directors - - - 

Senior management - - - 

Middle management 0.99 1.09 0.90 

Highly-skilled and skilled employees 0.99 0.95 1.00 

Semi-skilled employees 0 0 0.91 

Unskilled employees - -  

Trainees/Apprentices 1.00 1.03 0.98 

TOTAL 0.91 1.11 0.94 
Note: Data referring to Spain reported only after 2014.  
 Scope of Report: Retail – Portugal and Spain 

4.5 EVALUATION OF THE SUPPLIERS FOR LABOUR PRACTICES 

LA14 Evaluated suppliers based on criteria referring to the labour practices - - 

 
 2014 2015 2016 

Non-food retail    

Suppliers (No.) 560 572 571 

Domestic 146 144 134 

Foreign 414 428 437 

Qualified suppliers (No.) 225 251 293 

Domestic 79 86 101 

Foreign 146 165 192 

Total percentage of qualified suppliers (%) 40% 44% 51% 

Percentage of national qualified suppliers (%) 54% 60% 75% 

Percentage of foreign qualified suppliers (%) 35% 39% 44% 

Electronics    

Suppliers (No.) - 139 111 

Domestic - 5 5 

Foreign - 134 106 

Total No. of qualified suppliers (No.) - 139 111 

Domestic - 5 5 

Foreign - 134 106 

Total percentage of qualified suppliers (%) - 100% 100% 

Percentage of national qualified suppliers (%) - 100% 100% 

Percentage of foreign qualified suppliers (%) - 100% 100% 

Food Retail    

Suppliers (No.) 849 683 729 

Domestic 552 465 497 

Foreign 297 218 232 

Qualified suppliers (No.) 714 573 698 

Domestic 442 376 472 



 

 

Foreign 272 197 226 

Total percentage of qualified suppliers (%) 84% 84% 96% 

Percentage of national qualified suppliers (%) 80% 81% 95% 

Percentage of foreign qualified suppliers (%) 92% 90% 97% 

Note: Note: The qualification of the supliers of the Electronic Division envolves all the suppliers  since the negotiation 
consideres these criterias in their evaluation.  

Scope of Report: Retail 

INDICATORS OF HUMAN RIGHTS 

GRI 
Indicator 

Description 
UN 

Global 
Compact 

Source 

ASPECT: INVESTMENT PRACTICES AND PURCHASING PROCEDURES 

Disclosure on Management Approach (DMA) 
Sustainability Report 2016 page 43 and GRI 
Supplement 2016 page 9-11 and Page 18 

HR1 Investment agreements and contracts with human rights clauses 
Principle 

 1, 2 and 6 
- 

Supply contracts include a clause requiring the vendor to state the following, ‘The vendor shall comply with all 
standards and legislation applicable to work performed by minors, human rights and the prohibition of discrimination 
against its employees, for any reason whatsoever’. This clause is included in the following contracts in the retail sector: 
general supply contracts, supply contracts in the health sector, supply contracts for consumables, wholesale brand 
supplier contracts and all other standard supply contracts in our system. 

Scope of Report: Retail 

HR2 Training on policies and practices of Human Rights 
Principle  
1 and 6 

- 

In 2016, a total of 40,234 Retail employees (98% of the total) received training on policies and procedures of the 
organisation regarding human rights issues. A total of 464,312 hours were dedicated to training in this scope. 

Scope of Report: Retail 

ASPECT: NON-DISCRIMINATION 
 

 

HR3 Incidents of discrimination and actions taken 
Principle  
1 2 and 6 

- 

In 2016, there were no cases of corruption or discrimination at Sonae. 

Scope of Report: Retail 

 

 
ASPECT: FREEDOM OF ASSOCIATION AND THE RIGHT TO COLLECTIVE BARGAINING  

 

HR4 Freedom of association and the right to collective bargaining 
Principle  
1 and 3 

- 



 

 

There are no activities at Sonae where the right to exercise freedom of association and collective bargaining is under 
risk. 

Scope of Report: Retail 

ASPECT: CHILD LABOUR 
 

HR5 Risk for incidents of child labour 
Principle 
1,2 and 5 

- 

As a matter of policy, no under-age personnel may be recruited. On rare occasions and under strict compliance with 
the law, personnel between 16 and 18 years old may be recruited.  

Scope of Report: Retail 

ASPECT: FORCED LABOUR AND SLAVERY 
 

 

HR6 Risk of occurrence of forced labour and slavery 
Principle 
1,2 and 4 

- 

At Sonae, there is no forced labour. The risks of the value chain are minimised by the control processes in place. 

Scope of Report: Retail 

ASPECT: EVALUATION 
 

 

HR9 Operations submitted to human rights evaluations 
Principle  

1 to 4 
- 

In 2016, no operation was recorded that had been the subject of Human Rights re-evaluations and/or impact 
assessments in this aspect. 

Scope of Report: Retail 

ASPECT: EVAUATION OF SUPPLIERS IN HUMAN RIGHTS 
 

 

HR10 Evaluated suppliers based on criteria related with Human Rights 
Principle 
1,2 and 6 

- 

 
 2014 2015 2016 

Non-food retail    

Suppliers (No.) 560 572 571 

Domestic 146 144 134 

Foreign 414 428 437 

Qualified suppliers (No.) 225 251 293 

Domestic 79 86 101 

Foreign 146 165 192 

Total percentage of qualified suppliers (%) 40% 44% 51% 

Percentage of national qualified suppliers (%) 54% 60% 75% 



 

 

Percentage of foreign qualified suppliers (%) 35% 39% 44% 

 

 

 

Food Retail 

   

Suppliers (No.) 849 683 729 

Domestic 552 465 497 

Foreign 297 218 232 

Qualified suppliers (No.) 714 573 698 

Domestic 442 376 472 

Foreign 272 197 226 

Total percentage of qualified suppliers (%) 84% 84% 96% 

Percentage of national qualified suppliers (%) 80% 81% 95% 

Percentage of foreign qualified suppliers (%) 92% 90% 97% 

Electronics    

Suppliers (No.) - 139 111 

Domestic - 5 5 

Foreign - 134 106 

Qualified suppliers (No.) - 139 111 

Domestic - 5 5 

Foreign - 134 106 

Total percentage of qualified suppliers (%) - 100% 100% 

Percentage of national qualified suppliers (%) - 100% 100% 

Percentage of foreign qualified suppliers (%) - 100% 100% 

Note: The qualification of the supliers of the Electronic Division envolves all the suppliers  since the negotiation consideres these criterias in their 
evaluation. 

Scope of Report: Retail 

SOCIAL INDICATORS – PRODUCT RESPONSIBILITY 

GRI 
Indicator 

Description 
UN 

Global 
Compact 

Source 

ASPECT: HEALTH AND SAFETY OF THE CUSTOMER 

Disclosure on Management Approach (DMA) 
Sustainability Report 2016 page 43 and GRI 
Supplement 2016 page 7 – 11 and page 18 

The production process of Sonae products is monitored by internal and external technicians who are responsible for 
validating the different stages of production through inspections, laboratory controls and audits, in order to ensure 
compliance with the requirements established by Sonae. 

 

PR1 Assessment of the impact of products on health and safety - - 

We take into consideration the impact on health and safety of our own brand products (food, non-food, sport, textiles 
and electronics) throughout every stage of their life cycle. In terms of electronic products, for example, we carry out 



 

 

product development, packaging and instructions in cooperation with the manufacturer. The entire manufacturing 
process is subjected to various inspections. In terms of foodstuffs, we carry out R&D on the products, for example, to 
perfect their nutritional qualities. 

 

 
Assessment of impact per stage in the lifecycle 

2016 

Food Non-food Textiles Sports Electronics 

Supplier audits      

Total number of suppliers 729 571 286 271 111 

Domestic 497 134 108 64 5 

Foreign 232 437 178 207 106 

Total number of suppliers audited 698 293 0 0 86 

Domestic 472 101 0 0 1 

Foreign 226 192 0 0 85 

Total percentage of suppliers audited (%) 95.7% 51.3% 0.0% 0.0% 77.5% 

Percentage of domestic suppliers audited (%) 95.0% 75.4%% 0.0% 0.0% 20.0% 

Percentage of foreign suppliers audited (%) 97.4% 43.9% 0.0% 0.0% 80.2% 

 

Analysis of own brand products  
2016 

Food Non-food Textiles Sports Electronics 

Total number of analyses 5,922 12,798 54,296 72,731 648 

Internal laboratories 3,368 4,604 52,096 18,828 417 

External laboratories 2,656 8,194 2,235 53,903 231 

Scope of Report: Retail 

ASPECT:  LABELLING OF PRODUCTS AND SERVICES 

Disclosure on Management Approach (DMA) 
Sustainability Report 2016 page 43 and GRI 
Supplement 2016 page 10-12 and page 14 

PR3 Labelling of products and services - - 

Taking into account the breadth and geographical dimension, Sonae is aware of its influence on consumer practices 

and consumer lifestyles. In this way, Sonae is committed to the development of its own brand products with due 

emphasis on quality and safety. In order to guarantee its quality and safety, it strongly focuses on four aspects: (i) 

certification of the development of our own brand products, (ii) monitoring of their quality and safety, (iii) labelling 

and (iv) management of feedback from customers.  

Information in the labelling of own brand products – Non-food 2016 

Origin of the product or service Yes 

Composition, with special attention to substances that are potentially harmful to the environment or society. Yes 

Safe and correct use of the product or service Yes 

Elimination of the product and underlying environmental and social impacts Yes 

Total No. of categories of products with a specific labelling (No.) 191 

Total No. of categories of products (No.) 386 

Percentage of categories of products with specific labelling (%) 49 

Scope of Report: Retail 



 

 

 

PR5 Customer satisfaction - - 

 

Number of suggestions and complaints registered per brand 2014 2015 2016 

Continente 67,930 48,148 44,547 

Continente Modelo - 15,409 13,240 

Continente Bom Dia - 3,294 3,912 

MO 6,900 6,632 4,455 

Zippy 2,317 2,390 2,985 

Worten 16,703 20,964 25,583 

Vobis - - 0 

Sport Zone 6,545 9,454 8,736 

Well's 5,223 5,834 5,894 

Bom Bocado / Bagga 382 421 459 

Note! 118 146 107 

Loop - - 0 

Others 677 101 9 

Total 106,795 112,793 109,927 

Scope of Report: Retail 

ASPECT: MARKETING COMMUNICATIONS 
 

 

PR6 Sales of banished or disputed products - - 

Sonae has endorsed, since 2009, the Food Industry’s Commitments on Diet, Physical Activity relative to advertising 
and marketing directed at children. These commitments, developed by FIPA (Federation of Portuguese Food and Drink 
Industries) and APAN (Portuguese Association of Advertisers) aim to change the type of foods and drinks advertised 
via television, press or the internet aiming at children under the age of 12. 
In addition, Sonae does not sell any type of contested or banished products, in any geographic market in which it 
operates. 

Scope of Report: Retail 

ASPECT:  COMPLIANCE 

Disclosure on Management Approach (DMA) 
GRI Supplement 2016 page 7-11 and page 

18 

PR9 
Value of significant fines for non-compliance with laws and regulations 
concerning the provision and use of products and services 

- - 

 
 2014 2015 2016 

Total number of administrative or judicial sanctions for failing to comply with laws or 

regulations concerning the provision and use of products and services 
66 33 40 

Total monetary value of significant fines (€) 130,886 81,676 63,860 

Scope of Report: Retail 



 

 

 

 

INDICATORS OF SOCIAL PERFORMANCE - SOCIETY 

GRI 
Indicator 

Description 
UN 

Global 
Compact 

Source 

ASPECT: COMMUNITY 

Disclosure on Management Approach (DMA) 
Sustainability Report 2016 page 53 and GRI 
Supplement 2016 page 9-11 and page 14 

Based on its constant concern to improve the quality of life of the communities where it operates, Sonae develops a 
series of initiatives aimed at boosting the local economy, as well as fostering social well-being and social cohesion. 

 

SO1 Involvement with the local community Principle 1 - 

The impact and benefits of activities for communities have been measured on numerous occasions. From the moment 
that it is decided to install a new facility, it is necessary to engage local entities and authorities in order to obtain 
licences and permits and ensure measures are taken to minimise any negative impact on local communities. During 
such activities, a wide number of initiatives are developed to support local communities, both centrally and by each 
brand, promoting well-being and social cohesion in these communities. These initiatives are often carried out in 
partnership with local authorities. 

Information on these initiatives, as well as examples will be described in the report (pages 54-59 of the Sustainability 
Report 2016). 

Note: See indicators EC7 and EC8. 

Scope of Report: Retail 

 

ASPECT: CORRUPTION 

Disclosure on Management Approach (DMA) 
Sustainability Report 2016 page 9 and GRI 

Supplement 2016 page 7-11 

SO3 Business units analysed for risks related to corruption  - 

Sonae adopted the international methodology Enterprise Risk Management – Integrated Framework (COSO) to deal 
with its risk management process. This permits us to identify the various types of risks and threats to business 
development, both at a strategic and operational level. Since the risk of corruption has not been identified as a 
business priority, no assessments were conducted in this area. The Code of Conduct and Ethics for the retail sector 
also takes this risk into consideration, but no situations of this type were reported. 

Scope of Report: Sonae 

SO4 Training in anti-corruption procedures and practices 
Principle 

10 
- 

Although the risk of corruption is not considered a priority risk for the business, in 2016 there was training carried out 
related with the policies and practices of anti-corruption to 22,142 employees, not managers. 

Scope of Report: Retail – Portugal 



 

 

 

SO5 Confirmed incidents of corruption and actions taken 
Principle 

10 
- 

No cases of corruption were recorded in 2016. 

Scope of Report: Retail 

ASPECT: COMPLIANCE 

Disclosure on Management Approach (DMA) 
GRI Supplement 2016 page 7-11 and page 

18 

SO8 
Fines and non-monetary sanctions for non-compliance with laws and 
regulations 

- - 

 
 

2016 

Total value of the fines and penalties (€) 6,824.61 € 

Total No. of non-monetary sanctions (No.) 0 

Total No. of proceedings filed against the company (No.) 10 

Scope of Report: Retail – Portugal 

ASPECT: EVALUATION OF THE SUPPLERS REGARDING THE IMPACTS ON SOCIETY 
 

 

SO9 Evaluated suppliers based on criteria referring to the impacts on society - - 

 
 2014 2015 2016 

Non-food retail    

Total No. of suppliers with D and E qualification (No.) 6 12 3 

Domestic 0 1 0 

Foreign 0 11 3 

Total percentage of suppliers with D and E qualification (%) 1% 2% 1% 

Percentage of national suppliers with D and E qualification (%) 0% 0% 0% 

Percentage of foreign suppliers with D and E qualification (%) 1% 2% 1% 

Food Retail    

Total No. of suppliers with D and E qualification (No.) 0 2 0 

Domestic 0 2 0 

Foreign 0 0 0 

Total percentage of suppliers with D and E qualification (%) 0% 1% 0% 

Percentage of national suppliers with D and E qualification (%) 0% 1% 0% 

Percentage of foreign suppliers with D and E qualification (%) 0% 0% 0% 

Electronics    

Total No. of suppliers with D and E qualification (No.) - 22 4 

Domestic - 0 0 



 

 

Foreign - 22 4 

Total percentage of suppliers with D and E qualification (%) - 18% 4% 

Percentage of national suppliers with D and E qualification (%) - 0% 0% 

Percentage of foreign suppliers with D and E qualification (%) - 18% 4% 

Note: Indicator reported from 2014, according to GRI-G4 guidelines.  

Scope of Report: Retail 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

5. Independent Verification Report 

 



 

 

 



 

 

 

 

 


