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Cultivating the future

clients
society
Our business model is based on the creation of
stable and long-lasting relationships with each
of our stakeholders

people
capital
suppliers
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Cultivating
“This financial year
has been defined
by the separation of
Siro Foods from Grupo
Siro and its acquisition
by Cerealto to form
Cerealto Siro Foods, S.A.,
a company that now
takes over responsibility
for managing the
entire international
business portfolio and
industrial clients.”
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the future
As I read through this annual report, I am thrilled
to see how its different sections not only reflect the consolidation
of an important corporate project, but also our wonderful team of
committed and enthusiastic people who make it all possible.
This financial year has been defined by the separation of
Siro Foods from Grupo Siro and its acquisition by Cerealto to
form Cerealto Siro Foods, S.A., a company that now takes over
responsibility for managing the entire international business
portfolio and industrial clients.
This arrangement means that Grupo Siro and Cerealto will operate
as two independent companies, although they will be linked by
our permanent commitment to the exchange of people, products,
services and knowledge.
Apart from this, our companies still share the same vision of the
future. I+dea will continue to be the laboratory into which all the
knowledge that we are able to generate converges, allowing us to
anticipate the needs of tomorrow’s consumer; and the Grupo Siro
Foundation, responsible for training our leaders, will do everything
possible to ensure that these two successful companies continue
to stand the test of time, which is our ultimate goal.
Juan Manuel González Serna
President of Grupo Siro
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Cultivating
Once again it gives me pleasure
to present our annual report

in which we take stock of our commitment to sustainability
and we assess our strengths to create and share value with
our different stakeholders.
2015 has been a positive year during which we have
achieved significant milestones such as the acquisition of
Siro Foods and its subsidiaries from Grupo Siro; the purchase
of the Tepeji del Río de Ocampo (Mexico) biscuits factory
in October; and the start of construction of the factory in
Worksop (UK) that will manufacture gluten-free products
and cereal bars, expected to enter into operation in the
second quarter of 2016.
In line with our international expansion strategy, we have
achieved a turnover of €82m which represents an increase
of 18% on 2014. This has been accompanied by an increase
in production and in the number of employees. As at the
end of 2015, production stood at 62,000 tonnes with 546
employees.
This context represents significant challenges for us that
are focused on establishing the bases of a solid corporate
culture. Our aim is to guarantee the integration of new
employees into the company, offering the tools and
processes necessary to optimise the management of the
staff of an international company such as ours, while always respecting multiculturalism and diversity.
With the aim of exceeding the expectations of our clients, Cerealto continues to work to offer safe, healthy
and high quality products. In 2015, we launched 99 new developments onto the different markets in
collaboration with the Innovation and Development Centre, I+dea.
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the future
We have also made progress on the responsible management of
our supply chain: approving our Suppliers’ Code of Conduct and
gaining in-depth knowledge on the use of a platform that allows
us to gather and consolidate information on our suppliers with
regard to labour regulations, the environment, ethics and integrity.
Moreover, we have made progress on the requirements and audits
with regard to Food Safety for our raw ingredient suppliers.
In regards to the environment, for the first time we have calculated
our carbon footprint, specifically for our Italian and Portuguese
operations. Next year we will undertake the same exercise
for Mexico and the UK, drawing up plans for reduction and
improvement. As such we have embarked on a learning process to
raise awareness of our responsibility as corporate citizens.
For another year, we have renewed our commitment to the
Global Compact and its ten principles to which we have adhered
since 2014.
Although we are proud of the efforts we have made, we are
always looking ahead. As a result we have set ourselves ambitious
challenges for 2020, as described in our Strategic Plan that
includes our sustainability model. This reflects our commitment
to our stakeholders with the aim of responding to their needs
and expectations regarding the performance of our company.
Lastly, I would like to give my special thanks to each and every one
of our employees for their dedication, enthusiasm and initiative,
because our achievements are the result of a team effort and
that team embodies the shared dream that is Cerealto.
With best wishes,
Luis Ángel López
CEO
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About Cerealto

Building sound

relationships

based on reliability and the implementation of an investment
strategy in line with our commitment to the future
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About Cerealto

Cerealto is a global food company, with an extensive range of cereal-based
products covering more than ten categories. We are an international
benchmark for collaboration between the food industry and distribution
channels.

PRODUCT CATEGORIES

Baby food

Biscuits

‘Made in Italy’ pasta

Frozen Desserts

Breakfast cereals

Sliced bread

Snacks

Cereal bars

Pastries

Gluten free products

Since it was founded in 2012, Cerealto’s international expansion has been focused on identifying reliable partners
and creating stable relationships, on the basis of which we have earmarked strategic markets. Here we have
introduced local teams, increased production capacity and our competitive edge through our own commercial
activity, the acquisition of facilities and the construction of new factories.

10
Annual Report Cerealto 2015
About Cerealto

Sales
offices

Factories

Strategic
markets

• Benavente (Portugal)
• Silvano D´Orba (Italy)
•T
 epeji del Río de Ocampo
(Mexico)
• Worksop (UK)
• +14 factories in Spain

• Italy
• Portugal
• UK
• Mexico and LATAM
• USA and Canada

• Madrid (Spain)
• London (UK)
• San Antonio (USA)
• Sintra (Portugal)
• Bologna (Italy)
• Mexico City and Monterrey
(Mexico)

Workers

546

Turnover

€

82m

Hours training /
employee

from 11 nationalities

22 hours
Investments

Main
figures
for 2015

+€15m

Production volume

62,000 t

New product
developments
Product
donations

9,927Kg

70%
of local
suppliers

Carbon footprint

4,898

equivalent tonnes of CO2
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99

Corporate
structure

Cerealto is the parent of a group of companies designed to
operate in the different strategic markets through sales
offices and production units. I+dea is the Innovation and
Development Centre through which both the company
and GRUPO SIRO channel their innovative development.

Cerealto

Nutriceal
foods

Pastificio
Mediterranea

Siro
Foods

Siro Uk

Cerealto
USA

I+dea

Cerealto
México

Cerealto
Italia

The Steering Committee is responsible for the company’s strategy and governance and is made up
as follows:

Luis Ángel López,

CEO &
Americas Market Director

Pedro Lago,

Paula Casanova,

Corporate Finance Director

Human Resources Director
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Ste

Cristina Arveschoug,
Global B2B Director

About Cerealto
At an operational level, Cerealto is structured as follows:

Ceo

Human Resources
Department

Export
Department

Market Support
Department

Global B2B
Department

International
Mobility

Business
Development
Managers
(BDM)

Category
Development
Managers
(CDM)

Business
Development
Managers
(BDM)

Communication
Department

Innovation
Corporate Finance
Department (I+dea) Department

New Products
Developers
(NPD)

UK Market
Direction

Portugal Market
Direction

Americas Market
Direction

BDM
Development (local)

Customer
Service

Production

Quality
Assurance

Supply Chain
and Logistics

eering Committee

Alfonso Arroyo,
I+dea Director

Santiago Suárez,

Reme Ramos,

Export Director
Portugal Market Director

Market Support Director
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Rut Aranda,

UK Market Director

Major
milestones
in 2015

Cultivating the future

Change of
corporate image

Construction of 		
the world’s BIGGEST
biscuit assortment
in record time

Cerealto acquires Siro Foods
and its subsidiaries. Takes
on its entire international
business and B2B clients

LOCAL OPERATIONS
IN MEXICO
Purchase of the factory
in Tepeji del Río de Ocampo

High quality
biscuits and
biscuit
assortments

+350
employees

Creation of US & Canada
MARKET DIRECTION and
Mexico & LATAM Market
Direction

Local production
of sliced bread

Construction starts
on the Worksop (UK)
factory

Cereal bars

Gluten-free products
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‘ONLY FOR YOU’ SUMMARISES THE RELATIONSHIP WE HAVE WITH OUR
CLIENTS TO MEET THEIR NEEDS: WE WORK HARD TO ENSURE THAT WE
ALWAYS EXCEED THEIR EXPECTATIONS, CONTRIBUTING TO THE PROFITABLE
GROWTH OF THEIR BUSINESS.
Establishing stable and long-lasting relations is the result of day-to-day work. This leads to the growth of mutual
trust that helps us integrate with our clients, promoting teamwork. We achieve this by being meticulous and by
establishing measurable and quantifiable targets that add value to both parties. Assessment and continuous
improvement are essential values, achieved through efficiency and innovation.

Consumer
knowledge

Assement and
continuous
improvement

Efficiency and
Innovation

Trust
Long-term

Integration
Exclusivity

‘Only for
you’

High
added-valued
solutions

Exceed expectations

Win-Win Relation

Our model
Relational vs. Transactional

Although this model relates to our relationship with our Clients, we also make these tools available to our own
people, promoting this way of working so that it becomes established as a mark of our culture and a natural
reflection of our relationship with all of our stakeholders: Suppliers, People, Society and Capital.
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Our strategic markets

Sintra

Benavente*

Portugal
• Baby food factory in Benavente.
• Sales office: Sintra.
• Clients in the B2B and Retail sectors.
• Local team with an in-depth knowledge of
the Portuguese market and PALOPS.
• Supported by an R&D Centre.
• Trade of sliced bread, cakes, pastries, biscuits,
pasta and baby food.

*Benavente, 60 kilometres
from Lisbon
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Baby food factory
in Benavente:
• Total surface area: 27,000 m2
Constructed surface area: 6,820 m2
• Capacity: 15,000 tonnes
• Six production lines: baby food,
cereals for family consumption,
supplements and ingredients for
industrial use
• Formats: tins, bag in box,
sachets, big box, etc.
• Nutriceal export range: Europe,
Asia and Africa

Background
Most of the categories offered by Cerealto are present in the Portuguese market. Local
sales are coordinated from this market as well as sales to Portuguese-speaking nations
in Africa such as Angola, Mozambique, Guinea Bissau and Cape Verde.
The Benavente factory is our development and production platform for baby food,
family consumption cereals, supplements and ingredients for industrial use, from
where we supply large clients from the B2B and retail sectors.
The manufacture of products for infant consumption requires compliance with the
strictest food safety and quality standards, giving the company a high added-value
and knowledge that we can apply to our operations as a whole.

Key elements of 2015
• Launch of the baby food category in large distribution chains.
• Development of the bread category under the own brand names of some of
Portugal’s leading retailers.
• 44% growth in volume and value in the Portuguese market compared to 2014.
• Development of baby food products for other markets:
- Pioneers in the developments of a distributor network in the South African market.
- Development of a new range of baby cereals with goat milk for the Russian market.
• Creation of an alliance for the development of baby cereals in the Middle East
and North Africa.
Launches:

53

new references

Jobs:

90

employees

Economic Contribution Index for the country
2015 figures (€k)
Distributed Economic Value
Operational costs (1)
Salaries, employee benefits and investments in the community
Payments to Capital suppliers
Duties and taxes
(1)

8,413
5,672
2,684
32
26

Local suppliers only

Our CHALLENGE for the coming year
• Expanding the Cerealto categories available in the Portuguese market.
• Opening up new baby food markets, essentially in Asia, Africa and Latin America.
• Growth of developing product ranges, for large European industrial clients and
distributors in Latin America and Asia.
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Our strategic markets

Silvano D’ Orba*
Bologna

Italy
• Pasta factory in Silvano D’Orba.
• Sales office: Bologna.
• Clients in the B2B and Retail sectors.
• Supported by an R&D Centre.
• We sell ‘Made in Italy’ pasta, biscuits,
assortments, cereal bars and snacks.
*Silvano D’ Orba
(Alessandria), 30 km
from the Port of Genova
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Pasta Factory
in Silvano D’Orba:
• Total Surface area: 30,000 m2
Constructed surface area: 11,000 m2
•C
 apacity: More than 37,000 tonnes
•T
 hree production lines:
long pasta, short pasta and
special pasta
• F ormats: flow pack, square
pack, etc. in different sizes
(0.5 Kg, 1Kg, 5 Kg)

Background
Italy is a strategic market for Cerealto as it is home to one of our operations
centres which accounts for 9% of our employees.
With a family tradition dating back over 100 years, Pastificio Mediterranea
represents the company’s commitment to the ‘Made in Italy’ pasta category.
At this factory, we develop distribution brands for our clients in the retail sector,
mainly in Italy and in the rest of Europe, the US, China and Africa.
There are more than 68 types of pasta, including organic and whole-wheat
pasta, made from different varieties of 100% Italian semolina.

Key elements of 2015
• Development of the new Mediterranea brand with the start of exports to the
Asian market.
• Progress in our relationship with farmers, cooperatives and local mills with the
aim of helping improve product processing.

Launches:

30

new references

Jobs:

48

employees

Economic Contribution Index for the country
2015 figures (€k)
Distributed Economic Value
18,296
16,106
Operational costs (1)
Salaries, employee benefits and investments in the community 2,093
Payments to Capital suppliers
21
Duties and taxes
76
(1)

Local suppliers only

Our CHALLENGE for the coming year
• Working with the value chain, starting with our agricultural suppliers, and using
existing synergies in the Group.
• Expansion into high added-value markets: main focus on Italy, North America
and the UK.
• Promoting our own Moccagatta and Mediterranea brands for the export
markets.
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Our strategic markets

Worksop*
London.

United
Kingdom

*Worksop, 30 kilometres
from Sheffield
(South Yorkshire)

• Sales offices: London.
• Clients in the B2B, Horeca and 		
Retail sectors.
• Specialist local team.
• Trade of gluten-free products, cereal
bars, breakfast biscuits and snacks.
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Our next factory in the UK
(under construction):
Located in Worksop, it will be
equipped with environmentally
efficient technologies
• Surface area to be constructed:
30,000 m2
• Two production lines: gluten-free
products and cereal bars

Background
The UK market has been identified as one of the largest consumption per capita
for our product categories. Cerealto’s commitment to quality and innovation, in
addition to our outstanding and unique range of gluten-free products, is being
positively valued by our sales partners.
We are aware that by having production capacity in the UK, we will bring greater added
value to a market in which the consumers prefer locally-sourced products. Furthermore,
it will provide a strategic base from which to cover other export markets in Europe.

Key elements of 2015
• Establishment of a full management team in line with the company’s capacities and vision.
• Integration of 5% of employees from groups that have difficulty in accessing the
job market.
• Focus on the gluten-free product range.
• Establishment of key alliances with clients from the B2B, Horeca and Retail sectors.
• Start of the construction of the Worksop factory and its adaptation to future business
opportunities in terms of both capacity and employees.
• Investment in cutting-edge technologies adapted to the Northern European
markets.
Launches:

16

new references

Jobs:

15

employees

Economic Contribution Index for the country
2015 figures (€k)
Distributed Economic Value
Operational costs (1)
Investments in Fixed Assets (1)
Salaries, employee benefits and investments in the community
Payments to Capital suppliers
Duties and taxes
(1)

6,189
1,812
3,187
909
10
271

Local suppliers only

Our CHALLENGE for the coming year
• Create over 50 jobs in 2016.
• Train the team that operates the first production line in the highest food
safety and quality standards in the UK.
• Achieve the first local production of gluten-free products and cereal bars.
• Identify local suppliers with a focus on quality and establish solid relations with them.
• Plan the creation of an R&D Centre.
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Our strategic markets

Monterrey
Tepeji del Río de Ocampo*
Mexico City

México

• Tepeji del Río de Ocampo factory (Hidalgo).
• Sales Offices: Mexico City and Monterrey.
• Clients in the B2B and Retail sectors.
• Local team with an in-depth knowledge of
the Mexican market market, including R&D.
•Trade of biscuits, bread, cakes and pasta.

*Tepeji del Río de Ocampo,
60 kilometres from Mexico City
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Tepeji del Río de Ocampo
factory (Hidalgo):
• Total surface area: 24,131 m2
Constructed surface area: 9,000 m2
• Capacity: 13,000 tonnes
• Three production lines: high
quality biscuits and assortments
• We supply clients in Mexico,
North America and the rest 		
of LATAM

Background
The market for the categories we manufacture in Mexico offers huge potential. In the last
five years alone recorded sales of biscuits increased by 7%.
This context, added to key agreements with local clients and the neighbouring
location of Texas (USA), saw Cerealto complete the acquisition of our first operations
centre on the American continent on 2 October.
Situated in Tepeji del Río de Ocampo in the state of Hidalgo, the factory specialises in
the production of high quality biscuits and assortments.
Moreover, we have successfully undertaken the first local production of sliced bread
and the launch of the first two references in this category onto the Mexican market.

Key elements of 2015
• Acquisition of our first factory on the American continent.
• Important collaboration agreement with one of the leading Mexican companies for
the sale of high quality biscuits and assortments.
• Start serving other clients in Mexico, the USA and Latin America.
• Successful cultural integration process of the new workforce and the incorporation of
over 100 new employees.
• Start of local production of sliced bread and the launch of a pilot project in the
Querétaro region.
Launches:

105

new references

Jobs:

356

employees

Economic Contribution Index for the country
2015 figures (€k)
Distributed Economic Value
Operational costs (1)
Salaries, employee benefits and investments in the community
Payments to Capital suppliers
Duties and taxes
(1)

2,806
2,304
335
161
5

Local suppliers only

Our CHALLENGE for the coming year
• Successful integration of the plant processes into the Group’s operational structure.
• Industrial investments to increase production capacity and manufacture other
specialities with new technologies.
• Certification in FSSC 22000.
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Our strategic markets

USA and
Canada

San Antonio*

• Sales Office in San Antonio (Texas).
• Logistics warehouse: San Antonio (Texas).
• Clients from the B2B and Retail sectors.
• Specialist local team.
•T
 rade of biscuits, snacks and ‘Made in Italy’
pasta.

*San Antonio (Texas)
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Our next factory 			
in Seguin (Texas):
• Total surface area: 202,343 m2
Surface area to be constructed:
23,230 m2
• Capacity: 22,000 tonnes.
• Four production lines: biscuits,
snacks, gluten-free products.

Background
Opportunity to replicate our business model with regional retailers that are
looking to stand out from the national distribution chains and focus on a different
type of higher quality range that includes products containing natural, organic,
gluten-free ingredients, etc.

Key elements of 2015
• Products launched:
- New category: ‘Made in Italy’ organic pasta.
- Growth of the snacks category with four new references.
- Development and improvement of customer service via the San Antonio
Logistics Warehouse.
• Work has taken place to develop the American products portfolio.
• Strengthening the local team with particular emphasis on R&D.

Launches:

Jobs:

new references

employees

19
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Economic Contribution Index for the country
2015 figures (€k)
Distributed Economic Value
Operational costs (1)
Salaries, employee benefits and investments in the community
Payments to Capital suppliers
Duties and taxes
(1)

1,612
435
975
23
180

Local suppliers only

Our CHALLENGE for the coming year
• Start the construction of the Seguin factory in addition to the creation of a Special
Job Centre adapted for individuals at risk of social exclusion.
• Plan an R&D centre that will enter into operation as from 2018.
• Generate more than 200 jobs related to the new operations centres.
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reliable
partner

We are a

for our stakeholders in each
of the communities in which
we operate

Cultivating the future
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Cultivating the future
Generating value > page 30
Exceeding expectations > page 36
Trustworthiness and passion > page 44
Our supply chain > page 54
Commitment to society > page 58
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Our business model is based on the creation of stable and
long-lasting relationships with each of our stakeholders:
Clients, People, Suppliers, Society and Capital. It is essential to
listen to them and understand what they expect to receive from
us so that we can undertake commitments that help the sustainable
development of the entire model.
These commitments have been established taking into account the widest approach to Sustainability that
encompasses social, environmental and economic aspects without losing sight of the company’s own strategy
and the trends in the Food sector.
Following the approval of the company’s Sustainability Plan, objectives have been defined as well as the criteria
for its follow-up with the creation of a Sustainability Committee made up as follows:

Sustainability
Committee
Leaded by the CEO of Cerealto, the
mission of the Committee is to oversee
the compliance of the objectives and
assess strategic initiatives that add value
to the company.
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Our sustainable model
P olicies
Economic

Clients
Exceeding
Expectation

Generate
profitable growth
for our clients

Social

Environmental

Contribute
to improving
consumer health

Reduce the
consumption
of packaging
at source

• 15% reduction in saturated fats
• 15% increase in fibre
• 100% of sustainable palm oil
• 10% of products geared towards groups
with specific nutritional needs
• 3% of products respond to a non-covered
need
• 4% reduction in packaging

Promote
our people’s
involvement in
environmental
policies

• 100% of our staff are on fixed contracts or
candidates to be on fixed contracts
• The company shares its generated value
with 100% of our employees
• 4% of our staff belong to groups at risk of
social exclusion
• 40% of our staff are women
• 60% of our vacancies are filled through
internal promotion
• 100% of our staff benefit from variable
remuneration linked to group or individual
objectives
• 85% of our employees are satisfied or very
satisfied with the company

page 36

People
Trust and
Passion

Remuneration
model based
on objectives
and results

To be a company
where we would
like to work

page 44

Suppliers

Guarantee and promote
ethics and integrity
in the supply chain

Our supply chain

page 54

Contribute to
the efficient
development of
the primary sector

Society

Commitment to
the communities in
which we operate

Our commitment
towards society
page 58

Capital
Generating
value

Improve
KPIs and 		
risk control

To be a
reliable partner
for society

2020 Objectives

• 100% of suppliers adhere to our Code of
Conduct
• Our supplier accreditation system includes
social and environmental criteria
• 100% of our raw ingredients and packaging
suppliers are affiliated to SEDEX
• 100% of our suppliers have been audited in
relation to social and environmental criteria
• 100% of our raw ingredients suppliers have
Food Safety standards

Minimise the
environmental
impact of our
activity

• 60% of our suppliers are local
• 15%-20% reduction in our carbon footprint
by 2030
• 15%-20% reduction in our water footprint
by 2030
• Zero waste to landfill

Reduce and
recycle waste

• 80% of our waste is recovered and has an
economic return
• +22% minimum margin per project
• +10% EBITDA/sales profitability
• Maximum 6 years payback/project
• Continuity plans for 100% of our businesses
• The sustainability objectives impact on the
variable remuneration of our staff
• The protocols of the Foundation that
guarantees the continuity of the company
have been approved

page 30
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Generating value
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Turnover

€ 82 m
To guarantee the sustainability of the
company is essential to build solid bases
on which to support our extensive corporate
project. And we have been working along these lines
since we started operations in 2012. Since then, we have
achieved strong and continuous growth, the result
of our model’s commitment to our clients which has
consequently led to the expansion and diversification of
our business and markets.
In 2015, we achieved a turnover of €82m which
represented a growth of 18% compared to
2014. This was accompanied by an increase in
production and in the number of employees
that, at the close of 2015 stood at 62,000
tonnes and 546 employees, respectively.

Production 2015

62,000 t
Workers
(by the end of 2015)

546

Turnover
(€m)

82
69
49

13

2012

2013

2014

Production

EBITDA

(thou. tonnes)

(€m)

4

62

2

45

2.6
22

1

2012

2015

2013

2014

2015

2013
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2014

2015

In parallel to the expansion strategy, the acquisition of
the new production centres has represented another
significant form in which Cerealto has grown. We
stand behind operations to purchase companies that
offer us strategic positioning. As a result, the factory
in Benavente (Portugal) and the Pastificio factory in
Silvano D’Orba (Italy), both of which have been run by
us since 2013, are now joined by the factory in Tepeji
del Río de Ocampo (Mexico), acquired in 2015.
Similarly, we are committed to the construction of
our own production plants. The factory in Worksop
(UK) will enter into operation during the first quarter
of 2016 and the construction of the factory in
Seguin, Texas (USA) will commence during 2016 with
production expected to start in 2017.
To undertake these strategic projects, we have made
significant investments during 2015 that have been
financed using our own resources and bank loans.
These investments are mainly allocated to the
purchase of the factory in Mexico, the construction
of the new factory in the UK and the strengthening of
our local teams.
Investment
forecast for 2016

€ 68 m
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In line with our business plans, our investment forecast for 2016 stands at about €68m. Most of the investment
will be concentrated in the UK and American markets.

Institutional support
Thanks to the strength of our project and the degree of trust that we are able to generate with our different
stakeholders, the UK Government’s Innovation Department has granted us substantial funding that aims to
support the investment and job creation associated with our new factory in Worksop to produce gluten-free
products and cereal bars.

Sales by strategic markets and other countries
(€K)

Rest of Europe

39,747

Spain

16,433

Americas Market*

7,242

Portugal Market

6,704

British Market

4,791

Italian Market

3,860
2,744

Africa and Asia
0

5,000

10,000

15,000

20,000

*Includes sales from Mexico since the factory’s acquisition date.
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30,000

35,000

40,000

Risk management
We will work further on risk management during 2016 to identify possible causes that could give rise to an interruption in our business with the subsequent definition of action plans to minimise risk. Currently we have
contingency plans in place in the UK and Portugal to guarantee the continuity of operations in the event of
different types of incidents (production process, stock management, supply chain, etc.). By the end of 2019, we
are committed to the implementation of contingency plans for 100% of our centres and have continuity plans in
place for 100% of our business lines.
Sales by type of client (€)
4%

Others

49%

47%

Retailers

B2B

Sales by product category (€)
2%

Cereals

3%

Sliced bread

4%

40%

Pastries

Biscuits

20%

Baby food

31%

Pasta

The acquisition of new production
centres has represented another
significant form in

which Cerealto
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has grown

Our business model is based on our ability to satisfy EACH
of our stakeholders: Clients, People, Suppliers, Society and
Capital. As a result, we create economic value at the same time
we are creating value for society as a whole, especially where our
production plants are situated.
Sustainability Indicator: Our Contribution (€k)
2015
81,521
79,991
70,608
7,934
468
905
76
1,530

Generated Economic Value
Distributed Economic Value
Operating Costs
Salaries and employee benefits
Payments to Capital suppliers
Duties and taxes
Investments in the community
Retained Economic Value

2014
70,061
68,725
60,637
7,208
286
565
29
1,336

Distributed Economic Value 2015 (€k)
76

905

Duties and taxes

Investments in
the community

468

Payments to
Capital Suppliers

7,934

70,608

Operational costs

Salaries and benefits

Total tax contribution (direct and indirect)
Social Security
1.34 million euros
Social Security
0.47 million euros

Direct tax contribution
Corporation Tax
0.6 million euros

Other taxes and levies
0.3 million euros

Indirect tax contribution
Income Tax	VAT
1.57 million euros
0.4 million euros

Total tax contribution 2015: €4.7 million
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Exceeding expectations
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We aim to anticipate consumers’ needs so as to contribute
to the profitable and sustainable growth of our clients,
as an international benchmark in the agri-food sector in the
development and innovation of products and processes and in their
industrial applications.

Innovation ratios 2015

Investment in R&D

€ 3.2 m

99

Investment /
Turnover

4%

new developments
in 2015

I+DEA
For Cerealto, innovation means I+dea, Europe’s
benchmark Research and Development Centre in
the food sector.
I+dea comprises a total of 74 people from more than
10 nationalities and different professional profiles
including Doctors, Agricultural Engineers, Holders of
Degrees in Biology, Chemistry and Food Technology,
Master Bakers and Pastry Chefs.
On an operational basis, the I+dea team is
divided into three groups that broadly cover
innovation, the business lines (managed by
category) and the markets. They support
projects in international markets, with particular
emphasis on the UK and American markets, and
the development of categories such as baby
food and gluten-free products.
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Conferral of the

European patent

by the European Patents Office

for the low calorific
content biscuit

Impact

Our innovation model

Transformation

Completely innovative products

The need to innovate or “READY”

Products with a difference that, using an existing
basis as a starting point, offer the consumer a new or
outstanding characteristic

Substitution and improvement

Replacing existing products to improve their quality and
continuous improvement in every product we manufacture

Time

Our main objective is to anticipate
the future and work on longterm projects that offer greater
value to the consumer. However,
this starts with the consolidation
of incremental and disruptive
innovation and, in its first stages, in
the substitution or improvement
of already-existing products that
are generally well-received by
consumers, to ensure that they
are the best on the market.

Our challenge for 2016
• Start the planning and construction of two R&D centres in the US and the UK.
We aim to be close to our factories and, in short, to our clients and consumers, in order to gain in terms of
knowledge, efficiency and speed.
• Consolidation of Innovation and Co-innovation.
• 10% of new developments respond to a non-covered need.
• 10% of new developments respond to the needs of groups with specific dietary needs.

Co-innovation
I+dea launched a range of collaborative research projects in 2015 with the aim of transforming the generation of
knowledge in new products and solutions that meet the needs of our clients.
Worth mention is the INNTERCONECTA project that aims to look for new solutions in food technology for the
development of products designed for people with food intolerances. This project, due to conclude in 2017, aims
to provide knowledge for the creation of new foods and ingredients (dairy and bakery products) that are proven
to have an improved effect on digestion and the intestinal tract in susceptible individuals: celiacs, those who are
lactose intolerant and other groups.
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New product developments in 2015
In total, 99 new product developments have been launched onto different markets in 2015, a figure that
includes four new developments in gluten free products for the UK market on which industrial testing has already
taken place.

Breakfast biscuits

Multigrain
sandwich bread

Granola cereal bars

99 new products
without artificial preservatives
nor natural aromas

Cherry limeade
sandwich biscuits

without artificial preservatives
nor natural aromas

Cereal bars
with marshmallows

Baby food
with goat milk

New developments by category

New developments by country
2%

Rest of
Europe

7%

Italy

2%

1%

Other

USA

4%

29%

Gluten-free

Portugal

8%

41%

Baby food

Pastries

16%

11%

Asia

Biscuits

16%

Cereals

24%

African countries

18%

Bread

22%

UK
*These graphs refer to innovations or new developments and do not
correspond to the number of product launches, which would duplicate
the above figures.
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Maximum Quality and Food Safety
At Cerealto we are working to offer maximum quality in the products that we manufacture and in the service
provided to our clients, in line with the most demanding quality management and food safety systems. In turn, we
are at the forefront in consumer preferences and the new demands and requirements of each market, through
our participation in global networks and in the most advanced warning systems.
As a result of our commitment to excellence and in line with the Quality and Food Safety policies of the company,
we are focused on:
• Guaranteeing and improving the quality of our processes, products and services.
• Complying with every legal and regulatory requirement that applies to our products and processes.
• Ensuring that the centres where we manufacture our products comply with the highest standards of
quality and food safety, that guarantee the identification of the risks associated with the manufacturing
processes and the application of measures to minimise and control their scope.
• The systematic search to improve the satisfaction of the end user and our clients.
• Collaborating with every level of the food chain in order to guarantee the quality and safety of our products.

Certifications

ISO
IFS
BRC
9001	Food	Food
Pastificio
Mediterranea

✔

Nutriceal Foods		

✔

Organic
Product*

✔

ISO	Kosher**	Halal***
22000

✔		✔		

✔		 ✔

✔		 ✔

* Accredits that the food manufactured is free from genetically-modified organisms and residue and that it has been obtained with the highest degree of
respect for the environment and animal welfare. Extensively recognised throughout the USA and the EU.
** Accredits that the products are prepared in accordance with the standards of the Jewish religion so that it is suitable for consumption by this group.
*** Accredits that the products are suitable for consumption by the Muslim community.

In the case of the recently-acquired Tepeji factory (Mexico), we are working to adapt its management systems to
the international Food Safety standards. In this regard, our aim is to have achieved the certification under Food
Safety Standard FSSC 22000 by the end of 2016.
Always looking towards the end user and our clients, we are constantly working to learn about their expectations
and needs and to reduce the number of claims received as much as possible. To do this we have a system for the
management and follow-up of claims and incidents as well as a client satisfaction assessment system.
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Healthy nutrition
One of our main commitments is to contribute to improving consumer health which is why we aim to offer our
clients and consumers alternative products that cover their nutritional, health and well-being preferences.
In this sense, we have established objectives linked to reducing saturated fats and increasing fibre in our products
as well as to developing products designed for groups with specific nutritional needs.
In regards to saturated fats, we are aiming to reduce the average percentage of saturated fats and increase the
average percentage of fibre in the products we manufacture.
In both cases, we have worked during 2015 to obtain data that allows us to measure the progress and monitor
these objectives. We will continue to work to identify the best options in regards to ingredients to achieve this
objective without compromising the quality of the product and its organoleptic characteristics.
Cerealto works hard to find solutions for those groups that have specific nutritional needs such as celiacs,
diabetics, those with hypertension, etc. This is why we have established the target of 10% of all our newlydeveloped products geared towards these groups. In 2015, we more than complied with this objective, achieving
30%. In 2016, we will continue to promote this type of development.

One of our main commitments
is to contribute to

improving the health

of our consumers
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A benchmark in the development
of gluten-free products
THE FIGURES OBTAINED FROM OUR REFERENCE MARKETS REGARDING GLUTEN-FREE
PRODUCTS SHOW THAT THERE ARE 44 MILLION POTENTIAL CONSUMERS (9.6M IN THE UK
ALONE). WE CALCULATE THAT THE GLOBAL MARKET IS GROWING AT A RATE OF 20% AS
CONSUMERS OF GLUTEN-FREE PRODUCTS HAVE INCREASINGLY VARIED PROFILES:

• Celiac disease currently affects 1% of the world’s population.
• Positive cases of gluten allergies and intolerances are increasing.
• A growing trend to follow gluten-free diets due to the belief that they are healthier or through a wish to lose weight.
The visible growth in demand and the search for gluten-free foods with the best organoleptic qualities, added to
Cerealto’s commitment to Society to expand the product range for groups of consumers with specific nutritional
needs, has resulted in us making significant investments in the search for alternatives in this category and
techniques that give us a competitive edge in this product line.
In fact, we benefit from a team that is specialised in the innovation and development of this segment, headed up
by experts in the sector. Its main objective is, firstly, to develop the gluten-free range through a more extensive
offer than the one currently available on the market, so that it is equally as attractive to this group as products
with similar characteristics and that is also suitable for general consumption. Secondly, it aims to guarantee that
the new developments are affordable to consumers, at the same time as contributing to the profitable growth
of both our clients and our company.
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It is worth mentioning that Cerealto has extensive experience in the development and manufacture of glutenfree products, offering facilities that are adapted to the highest safety and quality standards.
As a result of this, we have worked on the development of almost 16 new products in 2015 that will be launched
onto the market throughout 2016.
Some of these products have already been subjected to blind testings, mainly with UK consumers who have
highly rated and categorised these products as being of higher quality than those already on the market
and even more appetising than other products containing gluten.
In addition, the past year has also seen us successfully perform a number of industrial tests on the new
developments that will allow us to gradually introduce a new range onto the market over the course of 2016.

gluten free
range

The

proves significant
growth

Development of

16

new gluten free
products
in 2015

Cheesecake

Pain au chocolat

gluten free
Cheese crackers

Cheese twists
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Cheese croissant

Seeded bread

“Nature isn’t just beautiful.
Even in small doses, it changes the way we feel”
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Cerealto is synonymous with our people, without whom this dream would not be
possible. The dedication, enthusiasm and initiative of our workers allow us to build
on this reality year on year and to achieve the results that, on many occasions, have
exceeded even our own forecasts.
In 2015, we tripled the number of employees thanks to the acquisition of a biscuits factory in Mexico and the
strengthening of the teams in that country and in the UK.
This represents significant challenges for us that are focused on establishing the bases of a solid corporate
culture. Cerealto aims to guarantee the integration of new employees into the company, offering
the tools and processes necessary to optimise the management of the staff of an international
company such as ours, while always respecting multiculturalism and diversity.

A multicultural, international and young profile
THIS IS OUR TEAM’S PROFILE: INTERNATIONAL AND MULTICULTURAL,
YOUNG AND DIVERSE; FROM 11 NATIONALITIES, WHERE 37% ARE AGED
UNDER 30 AND 52% ARE BETWEEN 30 AND 50 YEARS OF AGE; AND GENDER
EQUALITY IS REFLECTED THROUGH A 50/50 RATIO OF MEN AND WOMEN
HOLDING MANAGERIAL POSITIONS.
2015 closed with 55% of all our staff on permanent contracts, a percentage that we aim to increase once
the new production units are fully integrated. Moreover, turnover has been negligible with a total of 6 people
leaving the company.

11

nationalities

37%

22

aged under 30

training hours /
employee
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50/50

men and women in
managerial positions

Number of employees

Distribution by country

2015

65%

546

181

2014

0

200

400

600

2%

3%

5%

USA

UK

Spain

Workforce by gender

16%

9%

Italy

Portugal

Mexico

Distribution of workforce age range
11%

Over 50
years old

38%
Men

52%

62%

30 to 50

Women

37%

Under 30

New recruitments by gender *

New recruitments by gender and country *
Country
Spain
Portugal
Italy
UK
USA	
Mexico
Other
Total

53%

47%

Women

Men

Men
4
8
3
4
3
42
0
64

Women	Total
3
7
3
11
0
3
7
11
1
4
59
101
0
0
73
137

*T
 he graphics dealing with new recruitment refer to newly created positions. Consequently, they do not include staff acquired through the
purchase of a new factory.

Types of contract

Occupational group by gender

2%

Ett

263

Man
Woman

55%

Permanent

104

43%

Temporary

93
29

MOD*

MOI*

38

46

Structure
* MOD: direct labour
MOI: indirect labour
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The characteristics of our workforce profile and the situation of growth of the business mean that the work coordinated
by the Communication and Human Resources Departments plays an essential role in the processes of integrating and
consolidating our corporate culture, addressing our information needs and taking into account the peculiarities of each
culture and the realities of each operations centre. Accordingly, work has been carried out at various levels: corporate,
market, and at operations centres.
In short, our efforts as regards communication have been oriented towards the following aims:

Let them
know!

• Making available the means and channels of communication which guarantee that the information will reach
all the teams in each country, including both the structural personnel as well as the factory workers, and adapting the
information and contents to the local culture.

Let them
feel!

• Directed towards integrating the teams so that progress is made in the pursuit of a common goal. All of this
encourages everyone to participate in the creation of content, promoting synergies between markets, businesses, and
areas, as well as communicating joint achievements.

Let them
do!

• Promoting the values of our WOW! culture: innovation, efficiency and teamwork; by means of the tools and the
provision of spaces which encourage participation and the contribution of ideas, the communication of successful cases
and good practices which can be replicated and, finally, setting up feedback mechanisms and incorporating improvements and incentives.
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Especially remarkable were the two meetings that we celebrated in El Espinar, Segovia (Spain), for all
our structural personnel and in Benavente (Portugal), for all employees in that country.
Cerealto Annual Meeting 2015
• More than 135 employees from all over the world
• Fair and exhibitions: another way of reporting the progress of projects
• Team-building activities
• We built the world’s biggest biscuit assortment
• Broadcast via video-streaming
Cerealto Portugal Biannual Meeting (2015)
• Over 100 workers
• 2015 results and objectives for 2016
• Sustainability Model and video reportage of our stakeholders
• Recognition to our most distinguished leaders
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Our WOW!
culture
Taken together, our profile, way of working and constant use of the phrase
WOW! have made us realize what has shaped our corporate culture: “to always
exceed the expectations of our customers”.
Ultimately, each WOW! from one of our clients, whether internal or external, is the result of our constant efforts
to anticipate, prepare ourselves, analyze, listen to them, to bring about a transformation and, finally, to always
exceed expectations.

WOW! Formula
Anticipate

Prepare

Transform

Analyze
Listen &
discuss
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Always exceed
expectations

Leaving no room for doubt, a company’s values must reflect the
different aspects of the company culture and the management
style of its leaders.
To this end, being conscious of the process of corporate maturation which we’re
undergoing, this year we carried out a survey reviewing our values. This survey, that was
responded by 75% of our staff, followed the Barret methodology: individual values, current
cultural values and target values.
The main conclusions indicate that:
• Passion and trust are two new values identified by our staff
• Customer focus, teamwork and passion are the values that best characterize our culture

Customer
focus

Passion

Cerealto
Values
Trust

Efficiency

Innovation

Teamwork

This fact has made us reflect
on our Vision and Mission.
That is why we began a process		
of revising them this year.

Vision
To be a leading food
group through innovation,
distinctiveness and excellence,
always acting in accordance
with our commitment to
social sustainability.
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Mission
To satisfy our stakeholders,
always starting with the customers,
anticipating innovative and
efficient solutions that add value
and guarantee the sustainable
development of
the company.

Committed
to talent
Attracting talent is a matter of priority for our company. This is why we place
special emphasis on the processes of selection, development and assessment.
Cerealto relies on the support of the Grupo Siro Foundation, one of which goals is the training of our
professionals at the San Pelayo School of Leaders.
In line with our Active and Responsible Model of Leadership, the aim of the San Pelayo School of
Leaders is to provide the tools which allow our staff to improve their skills and abilities in order to develop
themselves as leaders.

Leader
Fighters, who Inspire confidence,
Develop teams,
lead by Example
and deliver Results

To be specific, this year we have trained 90 of our leaders (mainly employees who are in charge of other people)
by means of the Communicative Skills module, which has great relevance to setting the Deployment Method
in motion.
The Deployment Method consists of a cascading communication tool aimed to guarantee that relevant
company information is shared and understood by 100% of our staff, regardless of their level, geographical
location, or language, and that the leaders are responsible for ensuring that this happens.
The most relevant facts regarding training are provided below:
Training figures 2015
Investment in training (euros)
Total hours of training
Nº of courses
Nº of assistants
Hours of training/workers

46,143
4,084
53
165
22
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Furthermore, with the aim of nurturing and increasing the talent of our staff and aligning them to the Leadership
and to the results that the company requires, we have developed different assessment and monitoring systems
at all levels.
In the case of the organization’s leaders and structural staff, we provide a Monitoring and Assessment System
focussed on facilitating the monthly performance assessment as well as evaluating and improving the attitudes
of our Leadership Model.
We also carry out a Feedback 360º process which we put into practice for the second consecutive year in 2015.
It consists of evaluating the whole middle management of the company in relation to the Leadership attitudes,
in which a wide group of evaluators takes part, amongst whom will generally be found: superiors, project teams,
colleagues and internal customers.

Equality and
opportunities for all
The commitment to integrate groups at risk of social
exclusion into our workforce is a distinctive feature of
our business. For this reason, in our Sustainability Plan
we set a minimum target that 4% of our staff should
belong to these groups by 2020. The current figure
stands at nearly 1%.
By groups at risk of social exclusion, we are referring to groups of
people who have difficulties in gaining access to the labour market. Our
international character means that the reality varies between the different
countries in which we operate. We are therefore working to define and
identify these groups in each of them by means of current legislation and
through contact with numerous civil society associations. This is described in
greater detail in the section on society.

commitment of
integrating

Our

groups at risk of
social exclusion is a distinctive
feature of our business
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A good place
to work

IN 2015, WE ADMINISTERED A JOB SATISFACTION SURVEY TO
OUR EMPLOYEES. THE RESULTS OF THE SURVEY WERE VERY
PLEASING AS CAN BE SEEN BELOW (10 BEING THE MAXIMUM
NUMBER OF POINTS):
Furthermore, this year we administered a survey to
our staff with the aim of eliciting their opinions and
needs as regards the work-life balance. The survey
revealed that 61% of our employees had a balance
between their work and personal lives. This year it is
our intention to review our policies and introduce tools
that will allow us to improve in this regard.

Satisfaction index *
10

9.2
8.3

8

7.3

7.6

8

8.3

6
4
2
0
Spain

Portugal

Italy

UK

USA

Other

* This graph does not include Mexico because of the 				
recent acquisition of the factory

Health
and safety

Finally, with respect to international mobility, we
have a support program which covers the different
situations that can arise following appointment to a
post involving overseas assignments of short or long
duration. This program provides support for meeting
needs that our staff may encounter when they
relocate: visas, cars, medical insurance, etc.

The Preventative Health and Safety Systems at our production
centres comply with the current legislation in each of the
countries where we operate.
In general terms, there have been awareness-raising days about the risks of entrapment in
moving parts and of health and safety in the workplace, as well as training in first aid, operating
defibrillators, basic and advanced ORP, handling forklift trucks and food safety, responding to
the needs and profile of our employees.
Here are the accident rate indices of our production plants:
Accident rate index 2015

Countries
Portugal
Italy
Mexico
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Frequency
rate
1.17
0
0.75

Degree of
seriouness
25
0
2

Accident rate
index
2
0
0

Our supply chain
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Our business model is based, on the one hand, on developing stable relationships
with each of our stakeholder groups, including our suppliers, and, on the other,
on always exceeding our customers’ expectations, helping them to expand their
business.
Our model requires us to work in accordance with a common framework throughout our entire value chain,
something that is also demanded from our suppliers, in line with our mission, vision and values, namely compliance
with national and international regulations as well as with the principles that govern our business activities.
It is our intention that Cerealto’s suppliers become an extension of our business because they are a
key component in our mission to exceed the expectations of our customers.

ONE OF OUR MAJOR COMMITMENTS IS TO GUARANTEE AND PROMOTE
ETHICS AND INTEGRITY IN THE SUPPLY CHAIN. IN THIS CONTEXT, DURING
2015 WE DEVELOPED OUR CODE OF CONDUCT FOR SUPPLIERS, WHICH
WAS APPROVED BY THE STEERING COMMITTEE ON DECEMBER 16, 2015, AND
INTRODUCED ON JANUARY 01, 2016.
One of our sustainability aims is that 100% of our suppliers should comply with this code of conduct, which we hope to
achieve before 2019, making it a prerequisite for new suppliers who start working with us.
Suppliers will be required to comply with the principles, values and standards described in the aforementioned
code. An email address has been created where any infraction can be reported: gestionetica@cerealto.com.

Objectivity

Transparency
Confidentiality

Equality

Trust

Commitment
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Commitment to
the communities
where we operate
One of our principles is to contribute to the development and generation
of wealth in the communities where we operate. For that reason, we favour
the hiring of local suppliers, given that this undoubtedly benefits the
local communities.
Payment to local suppliers*

% of local suppliers*
Pastificio

100%

Benavente**

37%

Tepeji

100%
* Payments to local raw material
and packaging suppliers.
** The raw materials for the manufacture
of baby food must comply with the
extremely demanding standards of
Food Quality and Safety. It is therefore
necessary to make a selection from
those suppliers who provide
the best guarantees.

1% UK
2% Spain
4% Germany
4% France
7% Mexico
45% Italy

18% Portugal

19% Netherlands

* Raw materials and packaging suppliers

Due to the nature of our business, our main suppliers are
suppliers of raw materials and of containers and packaging.
Our aim is to achieve a successful working arrangement with
a base of stable suppliers, involving relationships of trust and
providing mutual benefits.
With the aim of supplying the best products, at the best prices and of the highest quality, at Cerealto
we strive to ensure that our products are manufactured in a responsible and sustainable manner,
using top-quality raw materials. To achieve this, we use a supplier approval system which includes
a series of very demanding requirements as regards quality and food safety, as well as environmental,
social and ethical criteria. .
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The checking of our suppliers to make sure that they comply with all of the established requirements is part of
our supplier management. Thus, in 2015, 25% and 32% of the suppliers in Italy and Portugal, respectively, were
audited. By the end of 2019 we are planning to have audited 100% of our suppliers, including the above-mentioned
audits of ethical, social and environmental aspects.
With the introduction of the Code of Conduct for Suppliers, Cerealto will have monitored and assessed the
performance of suppliers as regards ethical, social and environmental matters, by means of different tools such as
the use of information platforms (SEDEX), self-testing and the undertaking of audits by third parties. The processing
of this information will result in improvement plans that will benefit both parties.

Raw materials purchase (euros)

Packaging purchase (euros)

3% Others
2% Aromas
4% Sugar
5% Fruits
8% Cereals

8% Others
4% Paper
10% Plastic
22% Cans

31% Cardboard

50% Flour and
semolina

25% Film

28% Dairy

Pastificio

Benavente*

Nº of suppliers

31 suppliers

74 suppliers

% raw materials
of the total purchases (€)

76.67%

58%

% containers and packaging
of the total purchases (€)

10.37%

27%

Main raw materials

Semolina

Cereals, dairy products and carbohydrates

Main containers
Film and boxes
and packaging		

Cardboard boxes, tins, plastic
and packaging

% audited suppliers

32%

25%

% certified suppliers

100% IFS, BRC or other
equivalent certification
in Food Safety
		
		

• 100% IFS, BRC or other
equivalent certification in Food Safety
• 90% suppliers possess
various certifications
• 78% subscribed to the SEDEX platform

Sustainable		
procurement 		

100% of RSPO certified sustainable palm oil

* Registered on the SEDEX platform
** Data from the Tepeji factory has not been included due to its recent acquisition
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Commitment
to society
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For Cerealto, dialogue with our stakeholders is the basis of our
model of sustainability. Accordingly, each of their expectations
becomes a challenge which we always focus on meeting.
For that reason, our commitment is geared to strengthening our relationships with those elements of Society
in the communities where we operate, and more widely in this market, because the processes of identification,
prioritisation and deciding on a suitable approach are of vital importance.
By the same token, we rely on an open-door policy in relation to our facilities that encompasses all interested
members of the public, from customers and other interested companies in the sector to Public Administration
bodies, associations, educational institutions, etc.
One of our major strands of work is a response to the company’s commitment to appoint 4% of people at
risk of social exclusion by 2020. Due to our international nature, we need to define, in each of the countries
where we work, the characteristics of these groups which are defined by the difficulties they face in accessing
the labour market.
In order to achieve this, we are supporting a study of current legislation and outreach to the Administrations
and Civil Society. An example of this is the work sessions which we have carried
out with more than 10 associations in the United Kingdom who assist in the
integration of disadvantaged groups into the labour market: people
with physical disabilities, those with Autism Spectrum Disorder,
ex-offenders, and minorities, among others. These meetings
took place in the borough of Bassetlaw, with the support of its
representatives.

Incorporation of

4%

of people at risk of
social exclusion
by 2016
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Partnerships which we are involved in
Cerealto is a signatory to the United Nations Global Compact and, as such, is committed to respecting,
promoting, and aligning our operations to universally accepted principles relating to human rights, labour
rights, the environment and anti-corruption. For that reason, every year we share our Progress Report through
the assigned platforms.
Furthermore, Cerealto belongs to various organizations in the markets where we have a presence, ranging
from those that drive aspects such as regulatory issues, synergies between businesses in the sector, and
specific areas such as R+D, Quality, Management, etc.

Business and Sectorial Organizations
− National Association of Child Food and Nutrition Industries, Portugal
− Federation of the Portuguese Agri-Food Industry, Portugal
− Portuguese Industrial Association, Portugal
− Madrid Chamber of Commerce, Spain
− Latin American Business Council, Iberian market
− Spanish Institute of Foreign Trade, Export and Investment, Spain
− General Confederation of Italian Industry for Alessandria, Italy
− Italian Chamber of Commerce, Italy
− Institute of Grocery Distribution, UK
− Institute of Directors, UK
− The Free Trade Alliance San Antonio, USA

Research and Development
− Campden BRI, UK
−American Institute of Baking (AIB), USA

Educational Institutions
− EDEM Business School, Spain
− North Notts College, UK
− Sheffield Hallam University, UK
− University of Leeds, UK

Public Administrations
− Benavente Town Council, Portugal
− Centro per l’Impiego della provincia di Alessandria, Italia
− Department for Business, Innovation & Skills (BIS), UK Government
− Bassetlaw District Council, UK
− Seguin Economic Development Corporation (SEDC), USA
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Participation in Forums
		
It is worth noting our participation in the I Food and Beverages Meeting, under the title “Internationalization
and collaboration: Drivers of growth in the sector”, organized by IPADE and IESE, prestigious business schools in
Mexico and Spain respectively. At this meeting, which took place on 5th February 2015 in Mexico, more than 160
heads of different food and beverage companies attended in order to share their experiences, key success factors
and best practices. Our CEO, Luis Ángel López, took the opportunity to explain our business model and strategy
in the international markets.
We also draw attention to our participation in Food Trade Fairs, which provide an opportunity for us to continue
positioning ourselves in the international markets, make progress in our projects with customers and identify
other potential customers, present our latest developments and identify market trends.

I Food and
Beverages Meeting
IPADE & IESE (Mexico)

PLMA Chicago 2015 (USA)
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Donations
At Cerealto, we contribute to the societies in which we operate through the sponsorship and promotion of
certain local activities, financial donations to local organizations and, above all, by means of product donations.
In 2015, we donated approximately 10,000 kilos of products in Portugal, Mexico and Italy. Furthermore, we
describe below some more representative actions.
• Financial contributions to associations in Portugal, for example: support for traditional celebrations in
Benavente such as the “Sardinha Assada” and the “Nossa Senhora da Paz” celebrations; for the Humanitarian
Association of the Benavente Fire Brigade and the Salvador Association, whose aim is to promote the inclusion
of people with motor deficiency into society.
• Financial contributions to associations in the USA, for example: support for The Free Trade Alliance San
Antonio (USA) to mark their 20th Anniversary or for the Tournament of Champions in Texas, whose aim is to
raise money for the education of local children.

We have donated
approximately

10,000
kilos of product
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Anniversary of the Free Trade Alliance,
San Antonio (Texas)

Prizes, awards and visits.
It is worth mentioning the visit by students from the University of Texas in Arlington to our facilities in Spain, where they
had the opportunity to get to know our company better and to visit our Innovation Centre, I+dea.
Mention should also be made of the award for our Nutriceal Foods factory in Benavente received from the
Agency for Competitiveness and Innovation, working under the authority of the Ministry of the Economy in
Portugal, in the category of SMEs Leader 2015 for the quality of its performance and risk profile. Also noteworthy
is its endorsement in the leading Portuguese newspaper Diario Económico, which included it in its ranking of the
best SMEs in Portugal.
In September 2015, The CEO Magazine published a report based on an interview with Luis Ángel López about our
company, challenges, highlights, competitors, etc.
We also made an important impact on the Mexican media through the acquisition of the Tepeji del Río factory in Mexico.
All of this is a clear indication of the growing interest which we are awakening in the markets where we operate.

Scholarships for educational excellence
Within the framework of the collaboration of Cerealto and the Grupo Siro Foundation, all our employees are eligible to
respond to the invitation issued by the Foundation to apply for Scholarships for Academic Excellence.
Every year we grant scholarships to the children of Group employees who have shown excellent academic
achievement, with the aim of allowing them to begin or continue with their university or higher studies (masters,
doctorates, their own studies and specialized courses). All applications are assessed and the selection is made on
the basis of ‘merits’ from the best candidates. This year the announcement will be made in the middle of 2016.
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OUR COMMITMENT TO THE ENVIRONMENT IS BASED ON THE PRINCIPLE OF SUSTAINABLE
DEVELOPMENT. AT CEREALTO WE PROMOTE THE EFFICIENT USE OF ENERGY, WATER, RAW
MATERIALS, CONTAINERS AND PACKAGING; AND THE REDUCTION OF WASTE AND EMISSIONS.
Our Nutriceal factory has an environmental management system, certified according to the ISO 14001 standard
that helps us to manage and control environmental aspects of our own activities. For its part, Pastificio has begun
an audit of energy and environmental efficiency with an external company.

Calculating our carbon footprint
During 2015, we devised a tool that allows us to calculate our carbon footprint in the Scopes 1 and 2. In this way,
we were able to collect information and obtain data about the emissions produced by our operations in Italy and
Portugal for the years 2014 and 2015. In 2016, we will also include Mexico and the United Kingdom.
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Total carbon footprint 2015: 4,898 tn CO2 equivalent
Carbon footprint by country
2,598.86

2,299.41

Portugal

Italy

Carbon footprint by factories Tn CO2eq
2,285.86

Carbon footprint by offices Tn CO2eq

2,598.06

13.55

0.80
Pastificio

Nutriceal

Sintra Office

Bologna Office

Consumption of basic resources
Electricity consumption (Kwh)

Gas consumption (m3)
715,884

704,376

Pastificio

Nutriceal

4,136,228

2,069,274

Pastificio

Nutriceal

Diesel consumption (Litres)

Water consumption (m3)
26,598

14,400

12,803

600
Pastificio

Nutriceal

Pastificio
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Nutriceal

With the aim of minimizing the environmental effect of our activities, during 2015 we have continued our efforts to
reduce basic consumption of resources such as energy and water.
We draw attention to some energy efficiency measures:
Nutriceal
• I nstallation of a new air compressor which reduces
energy consumption
• Undertook a study of air leakage
• Replaced lighting with a more efficient system
•Thermal insulation of some valves
Pastificio
•B
 egan the change to LEDs in the production area
and offices
• Implementation of an energy efficiency plan

Waste management
At Cerealto we made a commitment to work on reducing waste and on its recovery in order to gain an economic
return, and are making efforts to achieve this. The factory in Benavente is rated as a plant that sends zero waste to
landfill, with 88% of its waste being recovered in 2015.
For its part, the factory in Italy has begun to work more thoroughly on the management and measurement of waste,
emphasizing that 90% of the total waste generated in 2015 was recycled. As regards packaging, we have reduced the
weight of film and we have begun to control this waste.
Total of non-dangerous waste by type (tn)

Total waste (tn)

20

Mixed
containers

359

16

Metal
containers

36

Plastic
containers

163

Paper and
cardboard containers

40

Film

107
5.3
Nutriceal

Not dangerous

0.5

52

Other

138

Wooden
containers

Pastificio

Dangerous
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Total of dangerous waste by type (tn)
0.08

Luminaires

0.80

Inorganic waste
that contains
dangerous substances

1.76

Oils and lubricants

1.37

Contaminated
absorbents

1.76

Contaminated containers

The surpluses and wastage that are created during the production process in our factories are used as animal
feed. In 2015 the amount of by-product created by our factories in Italy and Portugal was 227 tons.

Environmental training and awareness-raising
Environmental education and awareness-raising of our employees are essential if we are to achieve the environmental targets which we have set ourselves. It is worth noting that in 2015 in the Nutriceal factory all
employees were given training in good environmental practices and, in Pastificio, training focussed on the
reduction of energy and water consumption.

At Cerealto we
promote the

efficient use

of energy, water, raw materials,
containers and packaging
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About the Report
This third annual report by Cerealto
has been produced in accordance with
the international standard Global
Reporting Initiative (GRI), in its G4
version and Sector Supplement, both as
regards the definition of the contents
of the report and also to guarantee
its quality.
The current report provides information about the
various activities and the main social, economic and
environmental impacts of the company during 2015, and
also covers topics considered relevant to the company’s
stakeholders. The report also includes information about
previous years, which makes it easier to track the evolution
of the company.
As regards the scope of the report, the information
throughout refers to all the companies that make up
Cerealto. In cases where a different coverage and scope is
provided to those indicated, the appropriate specifications
are given.
The report has been put together taking into account the
relevant concerns of Cerealto, defined in the sustainable
model (established by the Steering Committee together
with the Sustainability Committee), the main trends in
sustainability, the G4 guide and the Sector Supplement
which applies to our organization and the relevant aspects
dealt with by companies in the sector.
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