Annual Report 2014

“Siro is all about our ability
to grow, the freedom to
pursue our dreams and our
commitment to something
that belongs to us, with
everyone pulling in the
same direction. This is what
will guarantee the success
of the Group. This is what
really matters.”

Juan Manuel González Serna
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Letter from the Chairman of Grupo Siro

4 n LETTER FROM THE CHAIRMAN OF GRUPO SIRO

Cerealto is contributing to
Grupo Siro’s progress along
the path to excellence...
adding value to our company
and our customers.

It gives me great pleasure to present the Cerealto Siro Foods Annual Report

for 2014, a year in which rapid growth was maintained and both experience and knowledge
were gained by Grupo Siro as a whole.
Cerealto has shown us that the Grupo Siro business model is a benchmark for collaboration
between the food industry and distribution channels in the international markets. It is
therefore well on the way to consolidating partnerships with major customers with a view to
replicating our business model.
This has enabled us to learn from both the various customers with which the company interacts
- whose needs are varied and whose demands have become broader due to more demanding
regulations in the destination countries - and more demanding consumers in terms of their
decision-making and stronger competition in the international markets.
In addition, the commitment made by Cerealto to local teams in those countries where it has
significant operations, the integration of people from different cultures, and relations with
a more diverse range of suppliers around the globe, have taught us more efficient ways to
get things done and even provided us with new raw materials. These factors have driven our
commitment to ongoing improvement and innovation in both our operations and product
development process.
We are in no doubt that Cerealto is making a fine contribution to Grupo Siro’s progress along
the path to excellence, which is why we will remain committed to establishing the company as
a benchmark for the global food industry that continues to bring added value to our company
and customers.
On behalf of Grupo Siro, I offer my sincere gratitude to everyone at Cerealto for your motivation
and passion - two of your most characteristic attributes - because you are the reason why
Cerealto is in its current successful position.
Juan Manuel González Serna
Chairman of Grupo Siro
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We want to be a company that
society wants to exist and, to that
end, we must strive to be a reliable
partner for our stakeholders in every
community where we operate,
accepting the complexities and
sensitivities that this implies.

6 n LETTER FROM THE CEO OF CEREALTO SIRO FOODS

2014 was a positive year for Cerealto. We met our objectives and established important partnerships

that will help us consolidate our strategic projects in the international markets. This, in turn, will lead to
faster development and growth in the future.
The company achieved a turnover of 69 million euros in 2014, an increase of 41% on the previous year.
With a strategic focus on the medium and long term, our goal for 2019 is to reach a turnover of 250
million euros. We are fully on track to meet this objective on time.
We are absolutely determined to grow in a sustainable manner, and that determination requires
an economic effort that has put our EBITDA at two million euros. Over the course of 2015, we will
undertake new investments to maintain these results and respond to agreements reached with our
main customers and partners.
In 2014, our focus was on creating value for our customers, as well as on efficiency and innovation in
the management of our factories in Portugal and Italy. We conducted a review of the organisational
structure in place at Cerealto in order to allocate more resources to the departments responsible for
strategic market management, which now receive increased support from cross-cutting corporate
areas with a view to assisting the leverage and replicability of our business model.
We have been able to launch over 100 new developments and innovations, thereby responding to
the needs of our customers and the various consumer trends in each geographic area while always
incorporating the highest possible level of nutritional benefits for each of these.
Furthermore, we have made significant efforts to adapt and integrate our management model and
production processes, consolidating our Baby Food and ‘Made in Italy’ Pasta ranges. This, added to the
more demanding regulations that govern the manufacture of these products, has helped us continue to
gain strength as experts in cereals and to apply stricter quality criteria to the rest of our product categories.
Cultivating the Future

Following the implementation of our new strategic plan, the Plan San Pelayo 2019, we are committed
to meeting the sustainability targets set by the group as a whole, and which we are making public in
this report.
We have started committing to local teams, so as to build closer relationships with our customers and
end consumers. The same goal is being applied to our production centres, so as to bring our suppliers
as close as possible to our factories. This is the only way we will manage to improve our results while
generating local wealth and, at the same time, reducing the impact of our activity on the environment.
This year, Cerealto signed a letter of commitment to the United Nations Global Compact, thereby
agreeing to adhere to its principles on human rights, employment guidelines, the environment and
anti-corruption.
We want to be a company that society wants to exist and, to that end, we must strive to be a reliable
partner for our stakeholders in every community where we operate, accepting the complexities and
sensitivities that this implies.
We remain convinced that the business model successfully developed by Grupo Siro in Spain can be
exported to other countries. Our strength stems from the fact we are convinced that our idea can be
reproduced in other markets, as well as by forming part of a great business project that enables us to
offer proven quality, reliability and solvency in our operations.
Luis Ángel López
CEO of Cerealto Siro Foods
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Cerealto Management
in 2014

Luis Ángel López,

Pedro Lago,

Alfonso Arroyo,

CEO

Corporate Finance Director

I+dea Director

Santiago Suárez,

Paula Casanova,

Reme Ramos,

Exports and Portugal and
PALOP Market Director

Human Resources Director

Market Support Director
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Cristina Arveschoug,

Rut Aranda,

Global B2B Director

Director for the American Market

2014 Milestones
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2014 Mi

We increased
sales by

41%

➜ Incorporation of the markets in Norway, Sweden, Finland, South Korea,
Singapore, and Algeria
➜ Over 100 developments and innovations
➜ We offer Kosher-certified pasta to our customers

Product categories
Baby food

Biscuits

Cereals

Cereal bars

Pasta

Bread

Pastries

Cakes

Snacks

Gluten-free products

Integration of

Pastificio Mediterranea concluded
➜ We concluded our implementation of the occupational risk prevention plan
➜T
 he number of jobs remained unchanged from the end of 2013 despite a
difficult economic climate and a far-reaching restructuring process

10 n 2014 MILESTONES

ilestones
2,100 hours of

training for our employees
1,320 hours of
on-the-job training for new employees

Our plants renew their

quality certificates
➜ BENAVENTE
ISO 14001

ISO 22000

➜ SILVANO D’ORBA
ISO 9001

IFS

BRC
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2014 Mi

Substantial reduction in the

the consumption of
resources per tonne of product
➜ Product mix
➜ Efficiency improvement plans

We donated

21,000 Kg
of products to food banks
➜ In Portugal, the United Kingdom and Italy
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ilestones
New products

with nutritional benefits

➜N
 ew gluten-free, low-sugar and fibre-enriched products

Lemon and peach
flavoured biscuits with
no added sugars

Gluten-free rice or
corn cakes

High-fibre, multi-grain
Grahams crackers

Rich-in-fibre muesli
cereal bars

Gluten-free white
sliced bread

Gluten-free rustic
sliced bread

133 suppliers
from 11 countries

➜ In Italy, almost 90% of procurement took place locally
➜ 12% of total procurement took place in Portugal
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Our

“Cerealto is an
international project with
the same values, the same
business model, and the same
type of people as Grupo Siro,
for developing what has
been a success in Spain
in other countries.”
Luis Angel López

identity
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Cerealto Siro Foods
in 2014
Turnover (millions of euros)

Purchases of raw materials (millions of euros)

69
49

13
2012

2013

2014

20

22

2013

2014

51

22

Employees

Production (thousands of tons)

Permanent
Temporary

159

45

129

22
51
2013

2014

2013

Energy consumption (kWh/t)
1,316

2014

Water consumption (m3/t)

Electricity

5.83

Gas

770
2.45
282

202

2013
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2014

2013

2014

Cerealto Siro Foods was set up in 2012 as an
independent company within Grupo Siro to lead the
international development of its business model.
Grupo Siro is one of the most important companies in the Spanish agri-food sector.
Created in 1991, it has 15 production centres throughout Spain, one automated
logistics centre, various administrative headquarters, and a development and innovation
centre that is at the cutting edge of its field in Europe.

When you feel passionate about something and you
explain it, put it into practice, and convince others...
you realise that they too can feel that same passion.”
Juan Manuel González Serna
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The group has operations in the subsectors of Biscuits, Cereals, Bread, Pastries, Cakes
and Pasta. Its leadership in the Spanish market for most of these subsectors means
that the group is the top buyer of flours in Spain.
Grupo Siro in 2014
(million euros)

Turnover

563

Sales (thousands of tonnes)

336

Investments

33

EBITDA

93
354

Raw material consumption (thousands of tonnes)

26

Container and packaging consumption (thousands of tonnes)
Innovations and product launches (nº)

114

Waste generated (thousands of tonnes)

46

Energy consumption (million kWh)

300

Water consumption (thousands m3)

450
3,929

Employees (nº)
* Note: These data correspond to Grupo Siro performance in Spain in 2014. It does not
include data on international (see page 67).

The corporate structure is divided into six areas:
➜G
 alletas Siro: manages the

GRUPO SIRO
CORPORATIVO

➜
Grupo
Patrimonial

Galletas
Siro

Siro Foods
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Imasdea

Tuero

➜
➜

Siro Agro

➜

Biscuits, Pasta, Bread, Pastries,
Cakes and Cereals categories for
the Spanish market.
I+dea: manages R&D for the
business.
T
 uero: manages the Coproduct
business.
C
 erealto Siro Foods: manages
the international development of
the Group’s business model.
S
 iro Agro: manages the use and
operation of cereal cropland.

Business
Model
The maturity and experience of Grupo
Siro is what gives us the strength to lead, and that
allows our business model to flourish. We share the
same vision, mission, values and commitments with
our stakeholders, as well as the same business
development strategy as our customers.

Vision
To be a leading food group
through innovation, added
value and excellence, and to
always operate according to a
sustainable commitment
to society.

Values

Mission
To satisfy our stakeholders
while maintaining a
customer-focused approach,
and providing innovative
and efficient solutions that
add value, and guarantee
sustainable development for
the company.

➜ Customer service
➜ Efficiency at work
➜ Innovation
➜ Ongoing improvement
➜ Shared commitment
➜ Driving change
➜ Teamwork
➜ Consistency and transparency
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Our successful business model is based on creating stable partnerships
with our stakeholders, seeking to create value with them and our other partners, and
contributing to the sustainable development of the group as a whole.
Maintaining these commitments over time is the basis of our sustainability and this
has been embodied in the company’s new strategic plan - the Plan San Pelayo 2019,
which is based on targets of an economic, social and environmental nature.

Social

Improve the society
around us

balanced
&fair
Sustainable

livable Development
viable

Economic
Long-term profit,
shared throughout
value chain

Environmental
Minimise our
environmental impact

At the group, we are fully aware that our success lies in listening to and meeting
the needs of our main stakeholders, represented in every one of the grains in our
wheat ear:

People
Clients
Society
Suppliers

Capital
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This year we formulated policies and made commitments for both the long term and the short term that were based on the
factors that will guarantee sustainable development for the group as a whole. These policies were communicated to all the group’s
employees at the start of this year:
Social

Environmental

Economic

Clients

Improve consumers’
health

Reduce packaging from
the beginning of the
production process

Sustainable, profitable
growth for
our customers

People

Be a great
place to work

Engage and empower
our team in our
environmental policies

Performance-based
incentives

Guarantee and promote integrity and ethics
throughout the value chain

Suppliers

Improve raw
materials sector

Society

Contribute to the local
communities where we
operate

Minimise our
environmental
footprint

Capital

Be a reliable
partner for
our society

More efficient waste
management

Clear KPIs and Risk
Management

Cerealto’s main commitment to its customers lies in generating profitable growth for
their business. To do so, we intend to build closer relationships with them.
Expansion will be based on the search for strategic markets where we can develop
joint initiatives with customers who identify with our corporate values and commit
to our business model. With them, we can build a virtuous circle of efficiency and
innovation that can be summarised as follows:

2

If we want to exist
in the future, we must
add permanent value
to our surroundings
from a social, economic
and environmental
perspective. Only by
doing that, can we
become a sustainable
company. ”

Integration of our
clients within the
value chain

1
Long-term alliances
with clients
+ Stability
+ Transparency
+ Exclusivity

Only
for you
3
Leadership in
innovation and
efficiency
for clients

Michael Harfleet
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This idea is closely linked to the increase in production capacity and competitiveness,
which we seek to achieve in two ways: through business activity; and through the
purchase of technology or the construction of a new factory. These projects are
always financed independently.

Our organisational structure

equally serves both the purpose for
which Cerealto was set up and the overall mission for Grupo Siro.

CEO
External
Relations

Steering Committee

I+DEA
Department

American
Market
Department

Exports
Department

Market Support
Department

International
Mobility

BDM
7 Zones

CDM

BDM

Customer
Services

Development (local)

Logistics

Production
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Global B2B
Department

Corporate
Finance
Department

HR
Department

UK Market
Department

Portuguese
Market
Department

Furthermore, it facilitates the development of measures drawn up in the company’s
expansion strategy, which are based on three fundamental qualities:

Total

We offer all our product categories to the markets, and these are open to the incorporation of new
products, improvements and adaptation to the local environment.

Territorial

We set up independent local teams in each strategic market.

Cross-cutting

We can supply our products from any of our production centres to any market.
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I+DEA:
The Grupo Siro
Ideas Factory
I+dea, the most cutting-edge Research and
Development Centre in Europe is owned by
Grupo Siro and is the biggest guarantee of our
commitment and supports the relationship we
have established with our customers.
At I+dea, in El Espinar (Segovia), work is carried out every day by over 70 people
from various countries (graduates and doctors of industrial engineering, chemists
and agricultural engineers, graduates of chemistry, biology and food technology,
and master bakers) with a view to, on the one hand, developing new products
that meet the needs of our customers and consumers and, on the other hand,
improve the efficiency of our operations by transferring new developments over
to our production lines and making the best use of both the technologies to be
implemented and the entire product life cycle.

We constantly strive to put the
needs of consumers above our own.”
Alfonso Arroyo
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Belonging to a large business group means that Cerealto can harness the innovative
drive stemming from partnerships with customers while also making use of the
external knowledge that creates value for the group as a whole.
In order to achieve progress along these lines, Cerealto has begun to create
local innovation teams with links to I+dea in the strategic markets where
it operates. This is facilitating our discovery of new raw materials and suppliers,
increasing our awareness about the nutrition and health requirements of
consumers (which vary from country to country) and providing more in-depth
knowledge about our own abilities, thereby enabling us to better meet the needs
of our customers.
At I+dea, we strive to continue offering rich and healthy products capable of
meeting the needs of society. In this regard, in 2014, we launched new glutenfree products and others linked to nutritional benefits, such as increased fibre
or vitamins, or manufactured using less fats and/or more healthy fats or less salt
or sugar when compared with the market benchmark or the national regulatory
framework.

New Healthy Products in 2014

I+dea is involved in various international initiatives and collaborative research projects.
These include the DGRANOS Project aimed at improving the performance of raw
materials in industrial processes with a view to raising the quality of the final product
and of operational efficiency.

I+DEA: The Grupo Siro Ideas Factory OUR IDENTITY n 25

Our
operations

Total sales

69

At Cerealto, we seek to integrate our business model into
the business activity undertaken by our customers. This is
only possible through the construction of sound relationships
based on confidence and on the realisation of an investment
strategy in line with our commitment to the future.
By doing so, we provide the group with something more than just sales figures: by exporting
the way in which we see and do things, we import ways in which to stand out, and create
trends in the markets where we operate and knowledge for the group as a whole. None of
this compromises the confidentiality we consistently maintain in the agreements signed
with our international customers.
Efficiency and ongoing improvement represent two elements that are integral to how we
do things. Furthermore, our innovation and dedication to customer service were reflected
this year in the launch of over 100 new developments that have reached the various markets
through ad hoc brands developed for certain specific customers for our own brand.
1.7%

Sales by category (t)

million euros

Total production

45,000
tonnes

Total employees

181

0.5%

Pasta
Biscuits

15 %

Cereals
(baby food and breakfast cereals)
Pastries
Bread, Cakes, Other

16 %

65 %
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C

Product Categories

Product
Baby food

Pastries

Cereal bars

Breakfast cereals

Biscuits

Categories
Sliced bread

Pasta

Snacks

Cakes

Gluten-free products
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Cerealto around
the world
Following the incorporation
in 2014 of the markets
in Norway, South Korea,
Singapore, Algeria, Yemen,
Guinea-Conakry,
Burkina
Faso and Cape Verde, Cerealto
Siro Foods operates in
approximately 47 countries
that are classified into eight
zones, each managed by their
own respective commercial
teams. In turn, these teams are
supported by five commercial
offices located in Madrid
(Spain), Chilworth (United
Kingdom), San Antonio (United
States), Sintra (Portugal) and
Bologna (Italy).

Canada

US

In addition, the company
owns a factory in Benavente
(Portugal) for the production
of baby food and a pasta
factory in the town of Silvano
d’Orba (Italy).

Dominican Republic
Mexico

Puerto Rico

Costa Rica

Venezuela
Colombia

Countries where we have a presence
Countries where we operate

Cerealto Siro
Foods
operates in over

45

countries
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Peru

Chile

Cape Verde

Finland

Norway

Sweden

Denmark
UK

The Netherlands

the Czech Republic

Germany

Ireland

Estonia

Ukraine

Belgium

Slovenia
France

Switzerland
Italy

Spain
Portugal

Greece
Russia

Turkey
South Korea
Israel

Morocco

Japan

China

Libya
Algeria

Mauritania
Senegal

Guinea
Nigeria

Ivory Coast

Burkina Faso
Cameroon

Equatorial Guinea
Singapore
Republic of the Congo

Angola
Mauritius

Australia

South Africa
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Nutriceal Foods in 2014

Turnover

Products: baby cereals

27.3

million euros
Sales by area (t)
6%

15%

ZO: Spain

9%

Total
production
in 2014

Z1: Portugal & PALOP
Z2: France & Benelux
Z3: UK & Oceania

6%
17%

Z4: Central, Northern Europe
Z5 & Z6: Africa, MENA & Asia

12%

6,978
tonnes

Z7: Italy

35%

Total
employees

81

Outstanding launches
Nutriceal Foods was incorporated following
the acquisition by Cerealto Siro Foods in January
2013 of a 6,820 m2 plant from the Danone
group in Benavente (Portugal), which had been
manufacturing such famous brands as Milupa,
Bledina, Cow & Gate and Almirón since 1972.

Nutriceal MC 5 Cereals
and fruits

Being cereals experts, the acquisition of this
factory and expansion of the new baby foods
category provide Cerealto with a platform for
responding to the growing demands of this
market, enabling us to increase our knowledge
and facilitate the exchange of best practices
within the group as a whole.
Nutriceal Foods develops exclusive baby food
recipes for large multinational companies, as
well as being a distribution brand for leading
supermarket chains.
The combination of extensive experience
with development and ongoing improvement
enables us to develop custom recipes to meet
the needs of our customers while always
guaranteeing the utmost confidentiality.

Nutriceal MC Rice
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In addition, we manufacture our own range
of NUTRICEAL products with an exclusive
packaging design for sale mainly in Africa, Asia
and America.

The work developed in 2014 was mainly
aimed at managing the portfolio, including
the introduction of new distinguishing factors.
Furthermore, work was done to reduce the
weight of packaging and a search was made for
new materials capable of keeping the products
fresh and guaranteeing safety while meeting the
requirements imposed by destination countries.
From an operations point of view, efforts were
increased to increase efficiency on operational
production lines and both the R&D and Quality
teams were enhanced. A waste separation and
management system was implemented and
the main environmental parameters began to
be measured: noise, emissions and water quality.
It should also be pointed out that we managed
to lower the workplace accident index. The
factory’s record was beaten when 1,507 days
passed without incident.

Pastificio Mediterranea in 2014

Turnover

Products: short pasta, long pasta,
pasta for soup, pasta shapes

16.2

million euros
Sales by area (t)
Z2: France & Benelux

Total
production
in 2014

Z4: Central, Northern Europe

10%

Z5: Africa & MENA
Z6: Asia
Z7: Italy

6%

77%

24,500
tonnes

6%
1%

Total
employees

47

Outstanding launches
Cerealto Siro Foods has operated the Pastificio
Mediterranea plant since late 2013. The
facility is located in the town of Silvano d’Orba
(Alessandria), 30 kilometres from the port of
Genoa. It comprises a built-on area of 11,000
m2 on a 30,000 m2 plot of land.

Whole wheat
Fusilli al bronzo

From here, we supply our customers with
quality made-in-Italy pasta using local raw
materials. It is an established product within
our range and further enhanced by the
added value brought by its origin.
The factory has three production lines - long
pasta, short pasta and special pasta - and a
maximum output capacity of 37,000 tonnes/
year, enabling the manufacture of over 65
different formats and up to 450 pasta products.
Cutting-edge Italian technology is used for the
packaging, which enables different formats
to be offered to the market in order to meet
customer needs.

This year, we implemented the Grupo Siro
Occupational Risk Prevention Plan at the plant
(the same as at all our facilities) and developed
energy-saving projects and initiatives to
reduce the weight of the containers and
packaging used. As regards environmental
issues, we also managed to improve efficiency
in terms of transportation so as to reduce the
amount of CO2 emitted per tonne of pasta sold.
The results of the intense process of
consolidation and adjustment carried out
in 2014 speak for themselves, which was
also undertaken without any redundancies.
Production and turnover from the plant
were maintained at similar levels to those
achieved in 2013.
The factory in Italy is now a cutting-edge,
echnically and economically efficient
facility capable of continuing to supply the
international market with high-demand
premium products for many years to come:
quality made-in-Italy pasta.

Spaghetti Bio

Our operations OUR IDENTITY n 31

Cerealto needs to be close
to its customers and that’s what
we want. With local teams,
factories and suppliers in the
communities where we operate.
Rut Aranda
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Customers

CUSTOMERS n 33

Objectives
2019

Cerealto was set up to offer tailored solutions for
meeting the needs of customers in the international markets,
outstanding solutions that foster growth for their brands and
generate sustainable value for Grupo Siro as a whole.

Our strategic customers will
have grown faster than the
market average within our
categories by year three

This framework of mutual progress is only possible because
of a firm, long-term commitment to customers, their action
principles and the communities where they operate. In turn,
this commitment is guided by transparency and the exchange
of knowledge.

➜O
 ur products have a 15% reduction
in saturated fats and a 15% increase
in fibre
➜ 100% of the palm oil we use comes
from sustainable sources

Key figures
Sales by area (euros)

Turnover (millions of euros)

8%
69

2%

49

Z1: Portugal & PALOP

10%

Z2: France & Benelux

10%

Z3: UK & Oceania

31%

12%

Z4: Central, North and East ofEurope
Z5: Africa & MENA
Z6: Asia

2013

2014

*These zones correspond to our own internal classification

Customer Classification by volume
2%

Customer Classification by sales (euros)
B2B

7%

B2B

21%

Retailers
Others

Retailers
Others

47%
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Z8: America

8%

2012

46%

Z7: Italy

19%

13

77%

➜ 10% of newly developed products
will be targeted at groups with specific
nutritional requirements
➜ 1
 0% of newly developed products
fill a gap in the market
➜4
 % reduction in packaging per tonne
of product and 100% increase in
recyclability
Plan San Pelayo 2019

Safe products
of the highest
quality
In line with the commitments made by Grupo
Siro, the products manufactured and distributed by
Cerealto meet the most demanding international food
quality and safety standards.
The search for excellence drives us towards ongoing improvement in the value
chain and motivates us to design processes capable of bringing the best products
to market. These processes are made more time- and resource-efficient with the
lessons learned every day, and their environmental impact is constantly reduced.
The two plants managed by Cerealto have nternationally recognised certificates
that guarantee operational quality:

➜N
 utriceal Foods, the baby food factory located in Benavente (Portugal),
operates according to ISO 14001 and ISO 22000 standards. The process for
obtaining IFS Certification was launched in 2014 and the first stage has already
been completed. Its products are Halal certified, which means they can be
distributed to the Muslim community.

➜ P astificio Mediterranea, the pasta factory located in Silvano d’Orba (Italy),
has FS and BRC certificates guaranteeing that its products and processes meet
the quality and safety standards required by the most demanding European
distributors, as well as ISO 9001 quality management standards. Its products are
Kosher certified, which means they can be distributed to the Jewish community.
Furthermore, the two plants also have the Organic Product seal of approval that is
widely recognised in the USA and EU, which ensures that any food produced is free
from waste and genetically modified organisms, and that they have been obtained
with the utmost respect for the environment and animal welfare.
In addition, we have a complaint follow-up and service quality guarantee system that
ensures compliance with delivery deadlines and promised volumes.

We have grown from 34 customers in 2013
to 52 customers in 2014.”
Santiago Suárez
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Original, pizza
and BBQ flavour
mini crackers
Honey flakes

Cheese and bacon
or jalapeño pepper
flavour crisps

UK

USA

France
Portugal

Italy

Africa

America

Lemon and peach
flavoured biscuits with
no added sugars
Nutriceal MC 5 Cereals
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Improving
our offer
The international legislation monitoring
system implemented in 2013 allows us to
Rustic hot dog buns

American-style sliced bread

monitor the emergence of new requirements
that may arise in the various markets and swiftly
adapt our products and packaging. In addition
to regulatory requirements, we also seek to
constantly remain on top of changes in demand
from our customers and consumers that may
stem from shifting needs or preferences.
As a result, this year, we have continued to produce organic products,
baby food and pasta products that meet the requirements which make
them suitable for Islamic and Jewish diets, respectively, as part of our
strategy to meet the needs of groups with specific requirements.
The initiatives launched in this regard include those aimed at reducing
levels of sugar and saturated fats, increasing fibre content and our
commitment to gluten-free products.
Our goal is to move towards a model that makes tasty and healthy
products available to all with the correct labelling that allows end
consumers to make a safe and satisfactory choice.
Our efforts to maintain customer confidence force us to be innovative
and efficient, which is why we work every day on the development and
launching of new products and formats.
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Channels of
Communication with
our Customers

Cerealto targets both the B2B market
and the retail market. The latter encompasses
the selling of private labels - mainly in Europe
and America - and the Siro brand, which
has more presence in the Asian and African
markets.

Particular mention should be made this year of the new Customer
Liaison Communication System that allows us to gain real-time
information at all levels on global health scares, up-to-date
information about the characteristics of our products in terms of
nutrition tables, allergies or audits, and any other input that may
be received so that we are in a position to offer an immediate
response. It also provides us with relevant information about our
new product launches or recommendations, as well as about
best practices in terms of social responsibility and ethics.
Within our information gathering system, we also include
and assess the information that reaches us via the freephone
consumer care numbers managed by our customers.
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In 2014, we attended food trade fairs
in Bologna, Cologne, Dubai, Amsterdam,
Paris and Chicago. Attending these events
enables us to be close to our customers,
strengthen our relationship with them and
continue to develop our projects.”
Michel León

Marca Fair in Bologna

Gulfood Fair in Dubai, UAE

PLMA Fair in Chicago, USA
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“What kind of people do we want at
Cerealto? Above all, people who share our
values. Dreamers who dare to dream.”
Luis Ángel López
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People
PEOPLE n 41

Objectives
2019

➜1
 4% of our employees belong to
groups at risk of social exclusion. A 4%
minimum criteria is set for each work
centre

Key figures

➜ 40% of our employees are women

181

people
in 2014

By sex

By country
3% 2%

17%

31%

51%
69%

Portugal
Italy

27%

Spain

Men

USA

Women

UK

By type of contract

By employment category

30%
39%

12%
88%

Permanent
Temporary

31%

Direct labour
Indirect labour
Structure
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➜ 80% of ourvacancies are filled through
internal promotion procedures
➜ 1
 00% of our employees receive a
variable percentage of their salary
that is linked to group and individual
targets
➜O
 ver 66% of our employees are
satisfied or very satisfied

At Cerealto Siro Foods, we know
that our employees represent our main
asset: the development and achievement
of company objectives depend on their
efficiency, motivation and enthusiasm.
This is why we have developed stable collaboration
frameworks and a suitable working environment that
helps us build more committed and efficient teams
while remaining committed to the consolidation of
an Active and Responsible Leadership model that we
believe guarantees our future.
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5%

people with
disabilities

29%

under the age
of 40

Customer
focus

Efficiency
at work

Consistency and
transparency

Our employees are
defined by our
corporate values

Excellence in teamwork

74%

of employees
receive
performance-linked
variable
incentives

Innovation

Ongoing improvement

Commitment

Meeting our objectives so that our project continues to grow
requires much effort from the people who make up this company.
Our employees are undoubtedly the most important factor that
sets us apart from the competition.”
Paula Casanova
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The achievement of equal opportunities is one of our main commitments, both
within the company and for those wishing to join us. As stated in our Equality
Policy, this commitment consists of: ongoing improvement, zero toleration of unfair
discrimination, and participation by all in building a better working environment,
from the incorporation of new employees through to their ongoing presence and
development within the company.

d
e
t
t
o
i
t
m
Com
➜T
 he incorporation of equal opportunities and non-discriminatory measures into our
internal policy.

➜M
 easures to counter stereotypes which encourage attitudes that prevent equality.
➜E
 mployment practices that facilitate the integration of anyone, regardless of their
personal or social status.

➜A
 positive environment that allows everyone to demonstrate their skills, talent and
potential capabilities in the working environment.

➜T
 he encouragement of flexible professional conduct by the company towards its
employees and by employees, towards the needs of the business.

➜T
 he respect and transmission to all employees of the values, attitudes and conduct embodied
in this working philosophy.

Although our sustainability targets do indeed include the integration of women or
people with difficulty accessing employment, this has arisen naturally within our
organisation. We are committed to diversity because it fosters our innovation and
sustainable development.
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Composition of the Steering Committee

By sex

By age

25%
38%

75%

62%
Women

30 to 50 years old

Men

Over 50 years old

Given our rapid international expansion, we conducted in-depth analytical studies on
local legislation and customs in 2014, while also identifying those groups considered at
risk of social exclusion in the various countries where we operate.
In a year of consolidation for our operations and restructuring for our facilities, we
hired 16 new structural personnel as part of our commitment to local teams in those
countries where we have significant partnerships with our customers.
In order to increase efficiency at our production centres, a number of restructuring
processes and adjustments were carried out. These efforts meant that the part-time
employees at the factory in Benavente were no longer required. However, all permanent
employees kept their jobs while support was provided to the part-time employees
who were made redundant via economic compensation measures and professional
assistance services in their search for new employment.
The process to implement the Occupational Risk Prevention Plan at the factory in
Silvano d’Orba was concluded in 2014. This plan guarantees the integration of accident
prevention into the management system and production processes. 26.5% of Pastificio
employees form part of the health and safety committees.
The workplace accident rate this year was equal to zero at both the Benavente and
Silvano d’Orba factories.
Furthermore, the absenteeism rate (2-2.5) is noticeably low at all facilities and our
employee retention rate stands at 100%, two indicators that clearly reflect the strong
nature of the employer-employee bond and encourage us to continue strengthening
these relationships.

PEOPLE n 45

Committed
to Talent
At Cerealto Siro Foods, we strive to become a place
where people want to work, both within and beyond the
scope of our organisation.
Our commitment to our employees involves the integration of multi-disciplinary
project teams, professional development, international mobility at all levels of the
organisation, the integration of people at risk of social exclusion and job adaptation,
as well as the encouragement of dynamic work environments that foster quality
employment.
This commitment is contained in the group’s Code of Conduct, which has been
distributed to all our employees and new recruits, and which is currently undergoing
review to ensure it contains everything necessary to help us meet our strategic
targets for 2019.
In order to guarantee the professional development of our employees, we have
created our own model for Development Plans. These plans are developed on an
individual basis between each employee and their immediate supervisor to visualise
where they want to be in ive years’ time. With that in mind, the plan identifies the
skills and knowledge needed to achieve that target and the training that will help
them get there. This model can be summarised as follows:

Progress Plan
Position in five years’ time

Knowledge

2019

2018

2017

2016

2015
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Skills

In 2014, we achieved a total of 2,100 hours by 181 employees, to which can be added
a further 1,320 hours of on-the-job training for new employees.
Furthermore, our Performance Review and 360º Analysis System enable us to identify
potential leaders from among our employees, for whom we create specific plans that
enhance their skills with a view to allowing them to develop teams.

provided by Cerealto in 2014

➜ Finance for non-financial people
➜ MBAs and post-graduate training programmes (four different programmes)
➜ People management
➜ Procurement and acquisitions
➜ Occupational risk prevention
➜ Languages (Italian, Russian, English, Spanish)
➜ Internal technical training on manufacturing processes, supply chain, and quality
➜ Technical training for customers on their commercial processes
➜ Communication skills
➜ IT systems and tools

The rapid growth and reach being gained by our company is forcing us to adopt
a flexible approch with regard to our relationship with our employees that works
in both directions: from the company towards our employees and their personal
needs; and from employees towards the needs of the business.

2,100 hours
by 181 employees

Within a context of extensive international mobility, we accompany our employees
to ensure they fully integrate into the communities where they are asked to work,
through mechanisms that allow for the greatest possible balance between family,
cultural and social aspects of their lives.
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Internal Communication
The HR Department encourages interaction between
members of the various teams that make up Cerealto with a
view to fostering integration, motivation, global perspective
and ongoing improvement.
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Hence, we organise Leader Meetings twice a year that complement and bring
together the content and results from the monthly meetings held by both the
steering committee and the various teams.
Mindful of the fact that recognising the exemplary work undertaken by our
employees strengthens their commitment on the one hand and encourages the
spread of best practices on the other, our employees at the plant in Benavente
were recognised publicly for a record 1,507 days without a single workplace
accident at the end of 2013.
Furthermore, one of the Training Excellence grants issued by the Grupo Siro
Foundation was received this year by a child of one of our employees.
It should be noted that the HR Department fosters closer ties with organisations
and institutions that help us boost relations with local communities and enhance
the conditions we offer to our employees. Hence, in 2014, meetings were held
with the Employment Minister of the United Kingdom, Esther McVey, and with the
San Antonio Association for the Disabled, Texas (USA), among others.

Launch of the

Corporate
Intranet

Recognising the exemplary work undertaken
by our employees strengthens their commitment
on the one hand and encourages the spread of best
practices on the other.”
Carlos Sobral

Internal Communication PEOPLE n 49

Suppliers
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Objectives
2019

Purchases of Raw Materials (euros)
2% 2%

➜1
 00% of our suppliers have accepted
our code of conduct
➜ Our supplier approval system includes
exclusive social and environmental criteria

5%

5%
Semolina

11%
42%

Dairy products
Cereals
Fruit

➜ 100% of our suppliers are adhered
to the SEDEX platform

Sugars

33%

Aromas

➜ 1
 00% of our suppliers have been
audited to ensure they meet said social
and environmental criteria

Others

Purchases of Containers and Packaging (euros)
Plan San Pelayo 2019

5%

4%

9%
39%
14%

Tins
Cardboard
Plastics
Film

29%

Paper
Others

Total Purchase of Goods and Services (euros)

19%

8%
56%
17%

Raw Materials
Containers and Packaging
Transport and 		
Maintenance Service
Others

PROVEEDORES
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The Cerealto business model of stable
partnerships also encompasses its suppliers, who
we try to ensure are as close as possible to our factories
and with whom we maintain a relationship based on
efficiency and innovation with a view to obtaining higher
quality products at the best price for our customers and
end consumers.
In fact, 90% of procurement at our pasta factory in Silvano d’Orba takes place from
suppliers in Italy, the vast majority of them in the town itself or nearby regions.
In turn, 13% of raw material and other material procurement, as well as over 90%
of service procurement for the baby food factory in Benavente (Portugal), is from
local suppliers.
Our procurement of goods and services exceeded 48 million euros, from over 133
different suppliers from 11 countries.

Payment to Suppliers by Country
1%
2% 2%
Italy

4%
4%
5%

Holland
Portugal

45%

12%

France
Spain
Germany
Ireland

25%

UK
Others

The Cerealto supplier approval system includes social and environmental criteria and
all of them have been assessed according to environmental performance criteria. In
fact, 100% of our suppliers at the pasta plant in Italy have IFS, BRC and/or ISO 9001
certification. Furthermore, the baby food factory is registered on the SEDEX
platform and 50% of our raw material suppliers have been audited.
In addition, the review of new cereal legislation that will come into effect this year
throughout the European Union has led to increased tracking, monitoring and
communication with our suppliers in order to guarantee supply.
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For a
Sustainable
Agri-food Chain
Cerealto follows the Grupo Siro initiative
aimed at creating a sustainable agri-food chain that
begins with the supplier at grass roots level, and is aimed
at fostering the cultivation of various wheat varieties
capable of satisfying agricultural and industrial interests.
We are convinced that this inclusive model is equally replicable in the countries
where we operate and will foster the creation of a professionalised farming sector
near our factories that grows crops, while considering the needs of our businesses.
There is no doubt that the acquisition of the baby food factory has enabled us to
achieve faster progress in this direction given the extensive knowledge we have
gained about regulations that that place an increasing number of demands on all
links of the chain with a view to guaranteeing a higher-quality product that is safer
for children.

Serving numerous markets ensures that our
processes maintain an excellent level of quality.
We are required to meet legal demands that vary
from country to country.”
Raquel Pedraz

For a Sustainable Agri-food Chain SUPPLIERS n 53

Society
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Objectives
2019

Cerealto’s sustainable commitment

We generate wealth in the communities
where we operate.
➜ 60% of our suppliers are local
➜1
 5% - 20% reduction in our carbon
footprint by 2030
➜1
 5% - 20% reduction in our water
footprint by 2030

also includes our performance in terms of the
environment and our relations with society as
a whole.
On the one hand, we seek to minimise the environmental impact of
our activity throughout the lifecycle of our products. On the other
hand, we extend this contribution to the efficient development
of the primary sector and improving the communities where we
operate.

➜ Zero waste to landfill

Our environment policy is based on two fundamental principles:
1. compliance with all applicable environmental regulations, and
2. the ongoing improvement of activities undertaken to protect
the environment.

➜3
 0% of our wheat consumption
comes from local suppliers forming
part of our cost and efficiency model

Beyond that, the fact we serve various customers in different
markets forces us to consider the legal provisions of our destination
countries. This means that our processes are even more demanding
in terms of food quality, safety and environmental management.
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Certifications
➜ NUTRICEAL FOODS
ISO 22000

ISO 14001

Organic

Halal

➜ PASTIFICIO MEDITERRANEA
IFS

BRC

Organic

ISO 9001

Kosher
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The other plants comprising the group also have
environmental management systems guaranteed
by ISO 14001 standards, as well as various other
certificates for food safety, ethical management
and the source of materials used, such as: IFS, BRC,
SMETA and RSPO. Furthermore, all suppliers are
analysed in terms of environmental criteria as part of
the supplier approval system.
As regards the use of natural resources, considerable
savings have been made in the gas and water
consumption needed to manufacture our products.
On the one hand, this is due to the product mix and,
on the other hand, due to the efficiency plans put in
place by the plants.

Energy consumption (kWh/t)
1,316

Water consumption (m3/t)

Electricity

5.83

Gas

770
2.45
282

2013

202

2014

2013

The total organic waste generated by our production processes amounted to 530
tonnes, which are managed through animal feed producers or waste management
companies.
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2014

It should be noted that substantial progress has been made in terms of environmental
issues and efficiency at the factories managed by Cerealto this year, such as:
Pastificio Mediterranea

➜A
 t the Silvano d’Orba factory, energy consumption was reduced by approximately
40,000 kWh of electricity and 2,000 m3 of gas.

➜D
 ownward trend in emissions per unit of product sent to market, with an average
weight of 1.5 tonnes of pasta per journey (the goal is to reach 2 tonnes by 2015).

➜ E stimates suggest that impact mitigation stands at 70% and we have launched a
project to reduce plastic film and material consumption, the results from which
will be seen in coming years.
Nutriceal Foods

➜A
 t the factory in Benavente, we implemented an execution and progress report
on energy management (REP) and installed a new IT application to improve
measurement and control.

➜W
 e improved water consumption efficiency assessment with a new indicator:
the measurement in m3 consumed per tonne of product. Furthermore, monthly
analyses are conducted on water used for productive consumption, as are
assessments on waste water quality parameters by an accredited external entity.

➜ P rojects to measure noise levels and greenhouse gas emissions were also carried out.
➜ T raining programmes on environmental best practices were also launched for the
entire workforce.
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This year, we introduced new features aimed at management and differentiating
the product portfolio at the factory in Portugal. Efforts were also made to reduce
the weight of containers and packaging and to search for new materials. The
focus is now on using local resources, thereby creating jobs and bringing added
value to the community.
Beyond knowledge and the promotion of economic activity, we strive to offer
society products that meet their expectations and needs. Our challenge is to
produce a safe product that is chosen for both its flavour and nutritional content.
In this regard, we launched new gluten-free products and others linked to
nutritional benefits in 2014, such as those that include fibre or vitamins, and those
manufactured using lower amounts of fat, salt and/or sugar when compared with
the market benchmark or the national regulatory framework. The improvement in
fibre content has been achieved by adding natural fibres and fruits to our recipes.

New Healthy Products in 2014

Gluten-free biscuits

Bio pasta
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Gluten-free sliced bread

High-in-fibre multi-grain
biscuits with no added sugar

Kosher-certified pasta

Halal-certified baby food

In Contact with
our Communities

Seguin, Texas

Cerealto is a signatory to the United Nations
Global Compact, thereby assuming and promoting
the principles of this initiative in terms of human rights,
employment, the environment and anti-corruption
measures.

Students from the University of Texas at I+dea

Along these lines, a Code of Code of Conduct has been in force throughout Grupo Siro
since January 2013, establishing guidelines on conduct by our employees in relations
with each one of our stakeholders. It also includes a mechanism for penalising failure
to comply. This code of conduct has been distributed to all our employees and is
available at all work centres.
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Our commitment to the economic and social development of the communities
where we operate is reflected in the payment of taxes in those areas, the creation of
local jobs and a commitment to using local suppliers.
We collaborate with local authorities and play an active role in associations and
institutions that work towards achieving economic and social progress for the
communities where we operate.

Spain
➜ ICEX
➜ Madrid Chamber
of Commerce and
Industry

Portugal
➜ Benavente Town Council
➜B
 enavente Humanitarian
Association of Volunteer Firemen

Italy
➜ S panish Chamber of Commerce in
Italy
➜G
 eneral Confederation of Italian
Industries
➜G
 eneral Italian Confederation of
Labour

America
➜ CEAL Iberian Chapter
➜ Free Trade Alliance San Antonio
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The following can be highlighted from among the initiatives launched in 2014:

➜ T he donation of 21,000 Kg of food to food banks in Portugal, the United
Kingdom and Italy.

➜A
 financial contribution towards organising the 29th Champions Tournament
held by our customer in Texas (USA) to raise funds to help meet the educational
requirements of children in the region.

➜A
 financial contribution to the Benavente, Volunteer Firemen Corps and
financial donations and donations in kind for organising local festivals in
the Benavente community, such as the 46th “Sarinha Assada” or the festival
in honour of Our Lady of Peace of Benavente and the Children’s Handball
Tournament.
Similarly, we maintain direct contact and partnership agreements with
universities and research centres at an international level through
i+dea, which enables us to offer all our customers the solutions best
suited to meet their demands, thereby increasing knowledge and the
spread of best practices throughout Grupo Siro.

A Code of Code of Conduct is
in force throughout Grupo Siro,
establishing guidelines on conduct
by our employees in relations with
each one of our stakeholders.”
Paula Casanova

In Contact with our Communities SOCIETY n 61

Capital
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2014 saw the consolidation of the
Cerealto business project in the
international market. Our turnover rose
by 41% on the previous year and the resources
allocated to maintaining the best possible
guarantees for a growing number of customers
were also increased.

Relevant Data
Our turnover is rising
in line with targets
Sales (millions of euros)

69
49

13
2012

2013

2014

We undertook a restructuring
process and adjustments to lay
the foundations for future growth

Our turnover
rose by

Ebitda (millions of euros)

on the previous year

4

41%

2
1
2012

2013

2014
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In two years, we have more
than quadrupled
our production volume

More efficient and
improved job quality

Volume (t)

Employees
Permanent

45

Temporary

51

22
159

129
22
10
51
2012

2013

2014

2013

Sustainability indicator: our contribution
(thousands of euros)
Euros
Economic value generated

70,061

Economic value distributed

68,725

Operating costs

60,637

Employee salaries and benefits

7,208

Payments to capital suppliers

286

Taxes and rates

565

Investments in the community1
Economic value retained

29
1,336

Food bank donations amounted to 21,000 Kg; we evaluate the net unitary production value for the company as a whole.

1
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2014

Organisational Structure
Cerealto Siro Foods, S.A. is the parent company
of a group of companies that operate in a number of
different markets through commercial companies and
production units. The corporate and organisational
structure can be summarised as seen below:

Commercial companies

Production Units

➜C
 erealto Siro Foods USA: is the company through which Cerealto operates in the United
States.
➜C
 erealto Siro Foods UK: is the company through which Cerealto operates in the
United Kingdom.
➜C
 erealto Siro Foods IT: is the company through which Cerealto operates in Italy.
➜C
 erealto Nutriceal Foods: is the company through which Cerealto manages the baby
food factory in Benavente (Portugal).
➜C
 erealto Pastificio Mediterranea: is the company through which Cerealto manages the
pasta factory in Silvano d’Orba (Italy).

In addition, Cerealto has five commercial offices for the development of its operations.
These are located in Madrid (Spain), Chilworth (United Kingdom), San Antonio (United
States), Sintra (Portugal) and Bologna (Italy).
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Cultivating the future

Objectives
2019

Our strategic plan sets a sales target for 2019

➜2
 8% equity over total
assets and < 2.75 of
total net indebtedness

of approximately 250 million euros and an EBITDA of 22
million euros.
Meeting these targets involves undertaking risk control actions to reduce the
number of risks and their seriousness, implementing business continuity plans
to offset uncertainty vis-à-vis the future management of operations, resource
use plans and sustainable financial management plans that guarantee good
economic health.
This work began in 2014 with the consolidation of the Nutriceal Foods business
and the full integration of Pastificio Mediterránea, two projects that we decided
to undertake without resorting to external sources of finance. We are convinced
that there is no better use for the resources we generate than their reinvestment
in the business in order to guarantee solvency and long-term sustainability.

➜ Up to 50% of investments based on
free cash generated
➜ 25% reduction in company risks and
18% reduction in the seriousness of
those risks

This boost to the key areas of our organisational structure will no doubt enable us
to lay the foundations for achieving the targets set for 2019.

“To prosper over the long term, Cerealto
needs to create financial value while,
at the same time, creating value for
society. This principle is the cornerstone
of our business model in the quest of
creating a sustainable growth.”
Pedro Lago

66 n CAPITAL Cultivating the future

➜C
 ontinuity plans for 100% of our
businesses
➜8
 0% of our waste is repurposed and
generates an economic return for the
business
➜T
 he sustainability targets are included
in the company scorecard and affect
the variable remuneration paid to
executives and middle management
Plan San Pelayo 2019

Key Financial Figures
millions of euros
2013

2014

49

69

4

2

14.5%

2.4%

28.8

41.3

Net Debt

1.5

2.0

Equity

5.1

5.5

0.26

1.35

Sales
EBITDA
% EBITDA / Sales
Total Assets

DEBT / EBITDA
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Table of
GRI Content
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The G4 Sustainability Reporting Guidelines
published by the Global Reporting Initiative were used
as a benchmark for drafting the 2014 Cerealto Report.
The table below contains the essential and specific basic
content that Cerealto identified as relevant, according
to the aforementioned information framework.
Indicator

Description of the Indicator

G4-1

Statement from the most senior decision-maker of Cerealto Siro Foods about the relevance of sustainability to
Cerealto Siro Foods and Cerealto Siro Foods’ strategy for addressing sustainability.

G4-2

Description of key impacts, risks and opportunities.

G4-3

Name of the company

G4-4

Primary brands, products and services of Cerealto Siro Foods.

31, 31

G4-5

Location of Cerealto Siro Foods’ headquarters.

28, 65

G4-6

State the number of countries where Cerealto Siro Foods operates and name the countries where either
Cerealto Siro Foods has significant operations or that are specifically relevant to the sustainability topics
covered in the report.

22, 27

G4-7

The nature of ownership and legal nature.

G4-8

State the markets served (including geographic breakdown, sectors served and types of customers and beneficiaries).

27, 28

G4-9

Report the scale of the company (employees, etc.).

16, 67

G4-10

a. Number of employees by employment contract and gender.
b. Number of permanent employees by employment type and gender.
c. Workforce size by employees, supervised workers and gender.
d. Workforce size by region and gender.
e. Report whether a substantial portion of the Cerealto Siro Foods’ work is performed by workers who
are legally recognised as self-employed or by individuals other than employees or supervised workers,
including employees and supervised employees of contractors.
f. Report any significant variations in employment numbers (such as seasonal variations in employment in
the tourism or agricultural industries).

16, 42

G4-12

Describe the supply chain of Cerealto Siro Foods.

52, 53

G4-13

Report any significant changes during the reporting period regarding the size, structure, ownership or supply
chain of Cerealto Siro Foods.

66

G4-14

Report whether and how the precautionary approach or principle is addressed by Cerealto Siro Foods.

55

G4-15

List externally developed economic, environmental and social charters, principles or other initiatives to
which Cerealto Siro Foods subscribes or endorses.

59, 60

G4-16

List memberships of associations (such as industry associations) and national or international advocacy
organisations in which Cerealto Siro Foods holds a position or participates.

59, 60

G4-17

a. List all entities included in the Cerealto Siro Foods’ consolidated financial statements or equivalent
documents.
b. Report whether any entity included in Cerealto Siro Foods’ consolidated financial statements or equivalent
documents is not covered by the report.

65

G4-24

Provide a list of stakeholders engaged by Cerealto Siro Foods.

20

G4-28

Reporting period (such as fiscal or calendar year) for information provided.

G4-29

Date of most recent previous report (if any).

G4 -30

Reporting cycle (such as annual, biennial).

G4-31

Provide the contact point for questions regarding the report or its contents.

G4-32

a. Report the ‘in accordance’ option that Cerealto Siro Foods has chosen.
b. Report the GRI Content Index for the chosen option.
c. Report the reference to the External Assurance Report if the report has been externally assured.

G4-34

Report the governance structure of Cerealto Siro Foods, including committees of the highest governance body.
Identify any committees responsible for decision-making on economic, environmental and social impacts.

G4-56

Describe Cerealto Siro Foods’ values, principles, standards and norms of behaviour, such as codes of conduct and
codes of ethics.

18

G4-EC1

Economic value generated and distributed.

64

G4-EC7

Development and impact of infrastructure investments and services supported.

64

Page
7
5, 6, 7
65

65

5
2013
5
71
69, 70
8, 22
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Indicator

Description of the Indicator

G4-EC8

Indirect economic impacts and significant impact thereof.

G4-EC9

Percentage of costs corresponding to local suppliers where significant operations are developed.

52

FP1

Percentage of purchased volume from suppliers compliant with company’s sourcing policy.

52

FP2

Percentage of purchased volume from suppliers that is verified as being in accordance with credible international
standards on responsible production. Broken down by standard.

52

G4-EN1

Materials used (weight or volume), comparing renewable materials vs. non-renewable materials.

51

G4-EN3

Energy consumption by Cerealto Siro Foods.

56

G4-EN8

Total volume of water by supply source.

56

G4-EN23

Total weight of waste managed by type and treatment method.

56

G4-EN27

Mitigation of environmental impacts of products and services.

57

G4-EN32

Percentage of new suppliers that were screened using environmental criteria.

56

G4-LA1

Total number and rates of new employee hires and employee turnover by age group, gender and region.

G4-LA9

Average hours of training per year per employee by gender and employee category.

47

G4-LA10

Programmes for skills management and lifelong learning that support the continued employability of employees and
assist them in managing career endings.

47

G4-LA11

Percentage of employees receiving regular performance and career development reviews, by gender and employee
category.

43

G4-LA12

Composition of corporate and workforce governance bodies and breakdown per employee category according to
gender, age group, minority group membership and other indicators of diversity.

45

G4-HR10

Percentage of new suppliers that were screened using human rights criteria.

G4-SO1

Percentage of operations with implemented local community engagement, impact assessments and development
programmes.

G4-SO9

Percentage of new suppliers that were screened using criteria for impacts on society.

G4-PR1

Percentage of significant product and service categories for which health and safety impacts are assessed for
improvement.

58, 37

FP5

Percentage of production volume manufactured in sites certified by third parties according to internationallyrecognised food safety standards.

55, 56

FP6

Percentage of sales volume that is lowered in saturated fats, trans fats, sodium and added sugars. Presented by
product category.

58

FP7

Percentage of sales volume that contains increased nutritious ingredients, such as fibre, vitamins, minerals,
phytochemicals or functional food additives. Presented by product category.

58
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Spain
Madrid
Paseo Pintor Rosales, 40
28008 Madrid
Spain
Tel. +34 914 547 800
United Kingdom
Chilworth
The Old Manor House
Chilworth, Guilford GUA 8NE
United Kingdom
Tel. +44 0 1483 561 203
United States
San Antonio
203 South Saint Mary’s Street, Suite 160
San Antonio, TX 78005
USA
Tel. +1 210 858 78 50
Portugal
Sintra
Beloura Office Park. Edificio 4
esc. 2.7 piso 2
2710-694 Sintra
Portugal
Tel. +351 219 242 897
Benavente
Estrada do Miradouro
2130-029 Benavente
Portugal
Tel. +351 263 519 300
Italy
Bologna
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40131 Bolonia
Italy
Tel. +39 0514 122 418
Silvano D’Orba
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15060 Silvano d’Orba (AL)
Italy
Tel. +39 0143 882 309
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