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1.1. ABOUT THIS REPORT
This is the first 2019 CSR Report written under the Vicky
Foods brand, but it maintains the essence of the previous
one, since we have remained faithful to our commitment
to sustainability. This document is a fundamental tool for
analysing the Group's progress in this area over the last
year, as well as a key external communication resource that
demonstrates our ambition to the company's stakeholders
and society as a whole.
In matters of sustainability, we understand the importance
of disseminating our initiatives and how we carry out them
out. Therefore, through this exercise in transparency, we
want to show how we really manage our business, providing
examples of our achievements and the challenges we face.
It is, therefore, an overview of the progress we have made in
2019 towards a more sustainable development model.

Furthermore, we have considered the guidelines established in international standards to ensure the report is of
the highest quality. In this regard, we have basically followed
the guidelines established in GRI Standards of the Global
Reporting Initiative (GRI).
Finally, it is worth emphasizing our alignment with the
United Nations Sustainable Development Goals (SDGs),
which provide one of the main frameworks for contributing to global sustainability. We are also committed to
the Ten Principles of the Global Compact which focus on
matters of human rights, labour, the environment and anti-corruption. Throughout the document, we have wanted
to reflect this commitment and our contribution through
the work we carry out.

Based on our Corporate Social Responsibility strategy, the
Report reflects how we have carried out our activity within
the economic, environmental and social spheres. In this
regard, the report describes the material aspects of the
company, which we have evaluated through a materiality
analysis which considers both the internal point of view of
Vicky Foods and the opinion of our stakeholders. Taking
this approach enables us to reinforce our strategy since it
includes their views and is, therefore, the most effective way
to make progress towards common goals.

Introduction
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1.2. LETTER FROM OUR CEO
This year we present our Sustainability Report under the
new Vicky Foods corporate identity, although we continue to be grounded on the roots of the family business
that emerged almost 70 years ago. When I think about all
these years, I realize how far we have come. During all
this time, we have been moving forward, learning from our
successes and mistakes, through hard work, continuously
improving and taking advantage of the talent of our people
and of technology, converting these into innovation, to
fulfil our commitment to consumers and to society, always
offering top quality products and minimizing the impact of
our activity on the environment.
2019 has been a very significant year for Vicky Foods,
in which three major milestones stand out. First, the
corporate name change from Grupo Dulcesol to Vicky
Foods, as a response to the new challenges and changes we are facing. The new name, which as well as
paying tribute to Victoria Fernández, co-founder of
the company and the driving force behind its growth,
reflects the new reality of our multi-brand and multi-category business group focused on new markets and food
sectors linked to healthy and innovative nutrition that
aims to meet the new needs of consumers.
Meanwhile, as a company in the agri-food sector, we have
a duty to be responsible by developing better food and
promoting healthy lifestyles. Innovation is part of our DNA,
both in the field of health and technology. Therefore, our

Introduction

second milestone in 2019 was the inauguration of the new
Vicky Foods Innovation Centre in Villalonga (Valencia), a
space designed for collaborative, creative and innovative
team work that helps us meet fulfil the commitment in
terms of health and nutrition we have made to society,
consumers and our workers.
Finally, I want to stress the fact that Vicky Foods is firmly
committed to diversification and this also translates into
investments in production processes to respond to new
market trends with healthier products. Proof of this, as
a third outstanding milestone, is the recent corporate
partnership that we have established with the start-up
Ecoiberope, a company specializing in ready meals based
in Xàtiva (Valencia) that will allow us to expand our product
catalogue under the Be Plus® brand.
All these milestones are closely related to our commitment to Corporate Social Responsibility, which has been
part of the company’s genetic code since its foundation.
Sustainability is becoming increasingly important in our
organizational culture, since we are convinced that we
cannot consolidate the economic growth of the company
without incorporating a business development model
that is sustainable.

Rafael Juan
CEO of Vicky Foods

With this in mind, we continue develop our Corporate Social
Responsibility Strategy, based on three key lines of action
which will enable us to become the company we want to be.

About
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These pillars are: the community in which we are immersed and which contributes so much to us and, within
it, the people who work in our organization, who are the
cornerstone of our success and to whom we try to provide
a safe working environment, in which that they can fulfil
their potential, both personally and professionally; the
environment, as a source of the resources that we need to
manufacture our products and that we must preserve to
ensure our health and that of the planet; and innovation,
as a lever to adapt our products to the needs of today’s
consumers and to try to develop processes that allow us to
be more and more efficient.
We want to immerse yourself in this document to learn a
little more about Vicky Foods and discover how we are making our commitment to Corporate Social Responsibility a
reality and how we are facing up to both current and future
challenges so we can be more sustainable every day.

Introduction
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Challenges for 2020
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2.1. ABOUT US
The company started its journey in the food sector
in the 1950s as a small family business which laid
the foundations for what is the company today in
Villalonga (Valencia). In 2019 we stopped being Grupo
Dulcesol to become a company with a new vision of
the future, while maintaining the essence of always:
we are Vicky Foods.
This is a positive change which we hope will provide
a push to our expansion strategy into new markets, as
well as promote the development of healthier and
more innovative products. This new identity arises
from our desire to continue growing sustainably to
offer our products to the whole world.

"Vicky Foods,
much more than
a cake, pastry and
bread company".

Introduction

About
Vicky Foods

Areas
of action

Challenges for 2020

9

CSR Report / Vicky Foods / 2019

But this change is also a tribute to Victoria
Fernández Prieto, the co-founder, alongside
her husband, of the company in 1952. That
year they founded a small bakery in which
they made the company’s first loaves of bread,
planting the seed which would grow over the
years to become what we are today.

A tribute to Victoria,
the heart and soul of
our company

In all these years we have experienced many
changes, but our goal is the same: To offer the
best food products for families.

Vicky.
Because we are still a family,
feeding new families. – Victoria
Fernández Prieto, Co-founder
of Vicky Foods
We are a large company, made up of 2,500
people, but we have never forgotten our roots
as a family business, 100% privately owned.
Despite this, we have not stopped growing in
67 years of history, manufacturing more than
350 products from different ranges, reaching
more than 50 countries. With the new Vicky
Foods, now more than ever, we continue to
“innovate to feed a better world”.

Introduction

About
Vicky Foods

Areas
of action

Victoria Fernández Prieto has been
throughout her long career a great
businesswoman, instilling her values and
energy in her own family and in all the
employees who are part of this great team.
She has been a tireless worker, always at the
front line and always pushing for innovation,
making it part of the company DNA.
Her courage and perseverance drove this
great woman to be ahead of her time,
growing a family business into what it is
today, from Villalonga, in Valencia, to the
rest of Spain and gradually expanding to the
rest of the world.
Today’s generations have continued her
legacy and work to ensure a happy company,
as is her wish.

Thank you, Victoria!

Challenges for 2020
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OUR STORY

1952

1964

1969

1976

1978

1984

The Dulcesol
brand is born

Our growth allows us to
open a second factory
in Gandía, currently
the company's
headquarters

We start to produce
eggs on our own farm,
thus ensuring quality,
traceability and
availability

Our grandfather
opens a local
bakery in
Villalonga

Victoria begins to innovate
with new products, such as
palmiers, sponge cakes,
buns and our “Glorias"

We open the first
factory in Villalonga
due to the high demand
for bakery products

2009

2007

2006

2002

1997

1993

We draw up a new
2008-2014 Strategic
Plan to open up new
markets through
internationalization and
diversification

The second generation
of the family takes over
the management of
the company. We start
to manufacture our
well-known “Soles"

We take up bread
production once
more, after more
than 50 years

We start producing
our own packaging
after the purchase
of Ducplast, thus
improving our
competitiveness

We obtain our first
ISO 9000 certification
for our Quality
Management System

We start exporting
to Portugal

2011

2013

2014

2015

2017

2018

We start to distribute
our first cocoa, and
hazelnut spreads

We started
production of the
baby food category

We open the first
manufacturing plant
abroad, in Algeria, where
Dulcesol is a leader in
mass-produced pastry
products

The “Black” range is
launched for sophisticated
palates. The brand of
refrigerated products
“Hermanos Juan” begins
to take shape

We launch "Be Plus”,
a new healthy
multi-product brand

We inaugurate the
Centre for Innovation,
Nutrition and Health
(CINS) to promote the
well-being of consumers
and employees

Introduction
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2019
Vicky Foods is
born, our new
corporate
identity

Challenges for 2020
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Key figures in 2019

"Vicky Foods
can be described
as an innovative
company
committed
to quality,
health, and
sustainability".
In 2008 we started on our journey in
the international market and after
growing over the last few years we
have consolidated ourselves with
a clear upward trend in sales and
financial results. This success has
gone hand in hand with our positioning
as leaders in the pastry and bakery
sector by volume in Spain, where we
serve important customers.

Sales

65.8

Investments

80,000

Million euros exported

36.8

Almost 80,000 points of
sale in Spain

Invoicing

Million euros of
investments

Production

353

155,000

Million euros
invoiced

More than 155,000 tonnes
produced

Growth of the international business (in millions of euros)

40

2015

Introduction

Points of sale

About
Vicky Foods

46

2016

Areas
of action

54

57.4

2017

2018

65.8

2019

Challenges for 2020
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MAP OF INTERNATIONAL MARKETS

United Kingdom

France

Portugal

Spain

Italy

Morocco

Algeria

International presence
Relevant markets

Introduction

About
Vicky Foods

Areas
of action

Challenges for 2020
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For a few years now, we have been focused on
diversifying our range of products with baby food,
vegetable creams, fruit and vegetable purees, and
cocoa spreads, among other things, adding more
than 350 products from different brands in our new
food categories.
As a result, the Group is made up of different
companies which enable us to respond to
more sectors. In 2019 we added more than 35
companies, although in all of them we maintain
similar policies, management systems and
procedures to ensure greater consistency in the
way we carry out our activity. Among them, the
following seven stand out:
•

Ecoiberope: one more member of the Vicky Foods family
Our ambition to promote safe and healthy
products with an increasingly broad range
that in 2019 has led us to add Ecoiberope, a
company specializing in the preparation of
ready meals, to our group of companies.

¡Welcome Ecoiberope!

With this new addition to the Group, we want
to strengthen our Be Plus® brand, since we
believe that Ecoiberope has the experience
and capacity that the Vicky Foods ecosystem
requires to diversify our portfolio of innovative,
healthy and “clean label” products.

Dulcesa, S.L.U. → Manufacture of cake, pastry and
bakery products.

•

Juan y Juan Industrial, S.L.U. → Manufacture of cake,
pastry and bakery products, cocoa spreads, baby food
and vegetable and fruit purees.

•

Ecoiberope, S.L. → Manufacture of ready meals.

•

Dulcesol Maghreb, S.A.R.L. → Preparation of cake
and pastry products.

•

Vicky Foods Products, S.L.U. → Sale and distribution
of food products from Juan y Juan Industrial and
Dulcesa.

•

Granjas Dulcesol, S.L.U. → Poultry farming and
production of egg products.

•

Ducplast, S.L. → Printing of flexible plastic
containers for the Group's factories.

Introduction

Our
vision

Our
mission

Our
values

Our
DNA

We want Vicky Foods
to be an innovative
and sustainable food
company, from a strong
position of leadership,
international outlook
and focused on satisfying
the demands of all
our customers and
consumers.

To offer our customers
and consumers the best
value for money, to be
leaders in our strategic
markets and to expand
internationally.

Quality, maximum
customer satisfaction,
commitment to training
and professional
development of
employees, social
responsibility,
continuous improvement
and innovation, and
commitment to
reinvestment.

We are a selffinancing family
business with a high
capacity to produce
large amounts
efficiently.

About
Vicky Foods
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of action

Challenges for 2020
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2.2. OUR BUSINESS
BUSINESS STRATEGY
At Vicky Foods we have included sustainability in our
business strategy across the board, since we believe that it
must be applied in all our areas in order to achieve tangible progress. We must build de company along the lines of
innovation and excellence, aspects which we also include in
our business model, so that we can continue to progress.
We are aware that being a sustainable company generates value both for us and for the communities in which we
operate and the environment. In turn, this value benefits
us and, ultimately, it is a virtuous circle in which we all
thrive. Together we can build a positive legacy that starts
bearing fruit today.
Likewise, it is essential that we include sustainability
into business models to be able to tackle and adapt to
the great challenges of society today, including climate
change, population growth and ensuring food security.
In this regard, our sector must be one of the most resilient, so it can offer robust solutions to these challenges. Therefore, taking pre-emptive action is essential to
be sustainable in the long term.
We do all of this through our Corporate Social Responsibility (CSR) actions, through which we promote initiatives
that enable us to maximize our social, environmental, and
economic performance.

Introduction

Vicky Foods Responsible
Good Practices

CSR

Sustainability

Our main strategic objectives for 2019-2022

1.

2.

3.

4.

Maintain profitability of
net assets.

Grow our family of products
with the “Dulcesol®”
brand.

Promote the new categories of
healthy products “Be Plus®”,
as well as products from the
“Hermanos Juan®” brand.

Strengthen our distribution
network, reaching
customers and consumers
more efficiently.

5.

6.

7.

8.

Continue with our
international expansion.

Improve our internal
competitiveness.

Promote our brand, product
development, CSR and new
technologies.

Attract and retain talent.

In this regard, in 2019, we launched our 2019-2022 Strategic Plan. It is a new, more competitive plan, designed to
move toward technological transformation, as well as to develop healthier products, be transparent, reinforce our
commitment to CSR, and offer innovative proposals in order to meet the demands of consumers whose tastes are
constantly changing.

About
Vicky Foods
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of action

Challenges for 2020
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In this Plan, we have defined a new CSR strategy structured
around three key pillars that underpin the lines of action in our
progress towards sustainability: Innovation, environment and
people. This generates added value for people and communities
while minimizing our environmental impact.

OUR OF CSR STRATEGY

INNOVATION

We produce food of certified quality applying the most advanced
techniques and technologies.

R&D&I: We are committed to the research and development of
new products and processes that optimize our manufacturing.

We are increasingly efficient, reducing carbon emissions and
promoting the circular economy.
RESOURCES: We make responsible use of natural resources.

•

RAW MATERIALS AND WASTE: We optimize the consumption of
raw materials and maximize the value of resources to minimize
the waste generated.

PEOPLE

We generate value for our employees, customers, consumers,
the local community and society in general.
•

EMPLOYEES: We promote professional development, work-life
balance, occupational health and respectful treatment.

•

SOCIETY: We respond to the demands of our stakeholders to
generate shared value.

Introduction

About
Vicky Foods

INNOVATING
FOR FEED
A BETTER
WORLD

nm

•

Resources

People

E n v i ro

ENVIRONMENT

Society

en

t

Raw materials
and waste

io n

•

Employees

vat

FOOD QUALITY AND SAFETY: We ensure the most stringent
sanitary requirements are applied to our products.

no

•

Food
quality and
safety

In

R&D&I

Likewise, our strategy is linked to the United Nations Sustainable Development Goals (SDGs),
since the implementation of our initiatives makes a small contribution to achieving these
ambitious global goals.

Areas
of action

Challenges for 2020
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OUR BUSINESS MANAGEMENT SYSTEM
Since our foundation, the spirit of CSR has always underpinned our way of understanding the business. Even so, in
recent years we have wanted to give it greater emphasis,
identifying, compiling and developing all the associated
initiatives under the same umbrella, in addition to reporting
it to society to publicize our performance in the matter. This
exercise has enabled us to identify what we have achieved
so far, but also the aspects in which we need to improve and
on which we are focusing all our efforts.
It is also worth stressing the fact that for we have had
management systems in place for some time now which
comply with international norms and standards, enabling
us to be more efficient and audited by third parties to
guarantee the proper operation of the different company
departments. Moreover, all our policies and procedures are
deployed equally in all the different companies, ensuring
optimal management throughout Group towards continuous
improvement and excellence.
One of the milestones of 2019 was the Healthy Company
certification obtained by Dulcesa and Juan y Juan Industrial,
which recognizes the good practices applied by the company
to ensure that its workspaces comply with the conditions
established in this voluntary standard.
Furthermore, this year we have continued working to implement the IQNet SR10 Social Responsibility Management
System, which we hope to complete in 2020. Through this
system we intend to achieve economic results in a manner
that respects the environment and society, and to achieve

Introduction

Benefits of
the Integrated
Management System

Improves the performance
of all our processes

Avoids duplicating
unnecessary documentation
this, the involvement, leadership and commitment of the
company's management is essential.
This certification will enable us to integrate financial, good
governance, social and environmental aspects in our management processes. Its implementation will create a genuine
culture of social responsibility throughout the company.
Finally, at Vicky Foods we have an Integrated Management
System (IMS) comprised of an ISO 9001:2015 Quality management system, an ISO 14001:2015 Environmental Management System, a UNE 166002: 2014 R&D&I system and a Human Resources system supported by the OSHAS 18001:2007
standard and the Healthy Company model. This system is
supported by the commitment and involvement of the entire
company workforce, including Senior Management.

About
Vicky Foods

Areas
of action

Ensures coherence between
our policies and objectives

Involves more selective
training for personnel

Facilitates information
access and control

Challenges for 2020
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WE PROMOTE
GOOD CONDUCT
At Vicky Foods we are governed by values that all the
people who work in the company abide by, and these
act as a guide for professional conduct. These values,
which we transmit to all our customers, suppliers, collaborators, consumers and society in general so that
they can understand our way of working, are established in our Code of Ethics.
This Code of Ethics reflects the general standards and
principles that all those who work in the company and
in our name or on our behalf must follow, providing the
keys to the exemplary conduct expected of a company
that is committed to ethics.

Introduction

THE 20 PRINCIPLES OF OUR CODE OF ETHICS
Prohibition of
child labour

Right to privacy

Diligence and
care in the use of
company assets

Conflicts
of interest

Prohibition of
forced labour

Rejection of
workplace
harassment

Responsible
handling of
information

Dealings with
authorities

Right to union
representation

Occupational
health, hygiene
and safety

Intellectual
property

Relations and work
carried out in the
different communities

Respect for
diversity and
equality

Work-life balance
and rest for
employees

Anti-corruption
policy

Respect for the
environment

Quality in the eyes of
consumers, customers,
suppliers and the
competition

Quality of advertising
and marketing

Progress and
continuous
improvement

Internal promotion,
training and good
working conditions

About
Vicky Foods

Areas
of action

Challenges for 2020
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In addition, we offer various channels for reporting any
detected breach of the Code to ensure compliance with it
at all times. All communication is treated confidentially and
may be directed to the Ethics and Compliance Committee or
to the Compliance Officer in person, through the Whistleblower Channel. Each case reported is analysed to determine whether it is indeed a breach of the Code.
During 2019, no breaches for the Code of Ethics were
reported, although we did receive a communication that
was not related to the true purpose of the channel. It was

Introduction

a complaint regarding the use of plastic by the Group that
was referred to our consumer service department where
it was resolved. In this regard, any notification received
through the ethical channel that is not related to its purpose is answered and redirected to the appropriate channels
enabled by the Group.
The ethical principles underpinning our conduct at Vicky
Foods are also conveyed to our distributors, since they are
part of one of the main areas of our business. As a result,
we have established a Distribution Code of Conduct which

About
Vicky Foods

Areas
of action

defines the basic principles of ethics and conduct, based on
honesty and transparency. It is even more demanding than
current legislation and must be followed by all those in the
distribution department.
Meanwhile, to avoid situations that may have a negative impact on the company’s reputation, we have drafted
a Gifts and Hospitality Acceptance Code, applicable to
everyone who works in the company, as well as our collaborators. Its objective is to prevent the acceptance of gifts,
presents and hospitality.

Challenges for 2020
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OUR VALUE CHAIN

1

Raw
materials

We ensure the
quality, food safety
and supply of all
the raw materials
that we use (flours,
cereals, eggs, butter,
milk, sugar, etc.)
right from their
source.

3
2

Employees

They are the driving
force behind
our existence,
so we strive to
guarantee wellbeing at work, safe
working conditions,
professional
and personal
development, and
companionship to
the almost 2,600
people on our team,
of which 40% are
women.

Introduction

We pay particular attention to each of the links in the Vicky Foods value chain so that our activities are
carried out in a coordinated manner to achieve excellence in all areas.

5

Manufacture

We pre-empt the
demands of our
consumers through
efficient and
organized production
centres that fulfil any
order in the shortest
possible time.

4

Packaging

Our packaging
plant uses the most
efficient technology
to minimize losses
and optimize the
number of containers
put on the market.
In addition, we work
with manufacturers
to apply ecodesign measures,
maximizing quality
while respecting the
environment.

About
Vicky Foods

7

Distribution

We deliver our
products to the
end consumer in
the most efficient
way possible,
transporting them
both to logistics
platforms (direct
distribution) and by
capillarity from our
distributors to the
nearly 80,000 points
of sale that we have.

6

Customers

They are the
cornerstone of our
activity, so we adapt
to their needs and
demands, building
fruitful and longterm relationships,
and working closely
with them to offer the
highest quality at an
affordable cost.

Areas
of action

Consumers

Every day thousands
of families enjoy
our brands for
their high quality
and innovation.
We are committed
and capable of
continuously
adapting to the
new needs of
our consumers,
manufacturing
increasingly better,
healthier, more
responsible products
that guarantee food
safety.

8

Communities

We are committed
to the regions
and societies in
which we operate,
since our success
depends directly on
their prosperity. We
generate wealth,
promote local
employment, protect
the environment
and collaborate
with the Third
Sector to give back
to the community
everything that we
receive from it.

Challenges for 2020
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OUR
FACILITIES
At Vicky Foods, we have various facilities that allow us to respond to our
strategic objectives. These include
three pastry, cream and puree factories in Gandía (Valencia), Villalonga
(Valencia) and Sig (Algeria); a farm
in Terrateig (Valencia) dedicated to
the production of eggs; a factory for
printing plastic and bags for packaging
in La Pobla del Duc (Valencia), and a
plant for packaging nuts in Las Palmas
(Gran Canaria).

Own
subsidiaries
Factories

Printing
factory

In addition, we have our own subsidiaries with facilities in France, Morocco,
Algeria and the United Kingdom, on
top of the different distributors who
regularly supply about 80,000 points of
sale throughout Spain.

Farms
Plant for
packaging

In 2019 we added a new factory in
Xàtiva (Valencia), belonging to Ecoiberope, which focuses on the production
of ready meals.

Distributors

Factories

Introduction

About
Vicky Foods

Areas
of action

Challenges for 2020
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FACILITIES
Functional bakery
and food
factories
PRODUCTS

Valencia

Valencia

Algeria

Valencia

GANDIA

VILLALONGA

SIG

XÀTIVA

Croissants, pain au chocolat,
ensaimadas, milk bread,
brioches, anise cakes,
madeleines, savoury
pastries, and sliced bread

Madeleines, palmiers, pastry rolls,
sobaos, sheets of sponge cake,
apple pies, fried and fresh pastries,
bread rolls, baby food, as well as
spreads, jams, and chocolates

Madeleines,
brioches, and sheets
of sponge cake

Ready
meals

SURFACE (m²)

45,902

85,000

6,300

2,000

PRODUCTION
LINES

15

22

3

3

EMPLOYEES

760

747

178

9

77,607

78,771

5,970

7.9

PRODUCTION 2019
(tonnes)

Introduction

About
Vicky Foods

Areas
of action

Challenges for 2020
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Farms

Valencia

Plastic and bag
printing factory

Valencia

TERRATEIG

LAYING HENS

429,000

PRODUCTION 2019

Introduction

100% of the material used for the
packaging of the bakery and bread
factories

51

EMPLOYEES
Film:

8,600

PRODUCTION 2019

2,428 tonnes
Bags:

58 million units

COVERAGE
OF TOTAL
DEMAND

Own
subsidiaries
(outside
Spain)

PRODUCTS

13

EMPLOYEES

(tonnes of liquid egg)

LA POBLA DEL DUC

80%

France

Morocco

Algeria

United Kingdom

Dulcesol France y Montperal

Dulcesol Maroc

Dulcesol Algerie,
Duloran y Dulcentre

Andana Foods

About
Vicky Foods

Areas
of action

Challenges for 2020
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OUR PRODUCT PORTFOLIO
Vicky Foods was born out of our commitment to diversifying our products, focusing those that are healthier,
such as vegetable creams, fruit and vegetable purees,
and baby food. Furthermore, we are innovating with the
creation of new products and formats to promote heal-

thy eating and lifestyle habits, such as those of the Be
Plus® brand.

de cocoa creams, sliced bread and the usual pastries and cakes
that we have been producing almost since the beginning.

We are, however, still maintaining our other food product lines,
while making them increasingly healthy. These products inclu-

All our products fall under three major brands: Dulcesol®,
Hermanos Juan® and Be Plus®.

Leader in the
Spanish pastry and
cake market

Present in 50
countries on four
continents

More than 200
products and sales
formats

Range of
frozen doughs

Aimed at professionals in the restaurant
industry and traditional bakery sector

Range of healthy smoothies,
baby products and organic
ready-to-eat creams

Introduction

About
Vicky Foods

Natural products, without
additives and with certified
organic ingredients

Present in international
markets, with a variety of
formats, recipes and flavours

Areas
of action

Challenges for 2020
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2.3. RELATIONSHIP
WITH OUR
STAKEHOLDERS
At Vicky Foods, we extend CSR approach to our stakeholders, with whom we maintain a solid relationship based
on trust. Their opinion is essential for our own development, so we integrate the demands and needs of the sector, the authorities, suppliers, distributors, customers,
consumers, NGOs and other institutions, society and, of
course, our employees.

"We work to create solid
relationships that allow us to
build a more sustainable and
fruitful social structure".
Our relationship with stakeholders is based on transparent and close communication in which everyone's
opinion is equally relevant. This will enable us to develop strategies to help achieve the objectives of all the
parties involved.
This exercise in transparency was completed in 2019
with a materiality analysis that helped identify those
aspects of greatest significance to the company and to
our stakeholders. This analysis allows us to integrate
both internal and external expectations to improve our
approach and report what is of interest to everyone.

Introduction

We interact with...
SUPPLIERS AND
DISTRIBUTORS

THE SECTOR

PUBLIC AUTHORITIES

Collaborating with the Spanish
Agency for Food Safety and
Nutrition (AECOSAN) in
various initiatives to improve
food consumption.

Maintaining direct contact
with local, regional and
national governments and
authorities in order to create
synergies and establish
collaborations.

Making them part of
our commitment to
sustainability, sharing best
practices and working as a
team to move forward in the
same direction.

CUSTOMERS

CONSUMERS

THIRD SECTOR

Analysing their degree of
satisfaction and defining plans
to work together, in order to
respond to their needs.

Offering communication
channels through platforms
and social media, both
corporate and brand-based,
to meet their demands.

Supporting social and
environmental initiatives
carried out by non-profit
entities by contributing
resources and knowledge.

EMPLOYEES
Informing them and consulting
them through various channels
available to them for this
purpose, so they can be heard
and to inform them of the
success achieved thanks to their
performance and commitment.

About
Vicky Foods

Areas
of action

Challenges for 2020
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AWARDS

AGRO DE LAS
PROVINCIAS AWARDS

HERMES AWARD
Recognition to Vicky Foods by the
Federació de Societats Musicals
de la Comunitat Valenciana.

Collaboration with Banco
Santander and Idai Nature.
Award for Agri-food
Transformation to Vicky
Foods and Award for
Innovation to Ecoiberope for
its work in the specialty of
vegan processed foods.

FLAVOUR
OF THE YEAR
AWARD 2019
Award given to the Special
Breads range of Dulcesol®.

TECH&TRENDS
2019 AWARDS
Award given by the Digital
Tech&Trends Summit for the
innovative strategies that have
helped the company to adapt to
the current digital context and the
international growth of our business.

Introduction

AWARD FOR
PROFESSIONAL
EXCELLENCE
Awarded to Vicky Foods in the
Internationalization category by the
Unión Profesional de Valencia.

About
Vicky Foods

Areas
of action

Challenges for 2020
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2.4. MAIN FIGURES

67 years of history

155,000 tonnes produced

More than

2,470 employees

More than

More than
euros of
investment in innovative projects

50

322.6 million euros of

Presence in more than
countries
and almost 80,000 points of sale

Almost a

distributed wealth

12.2% reduction in our

40% female workforce

carbon footprint

64.3% of our products meet

7.8%

decrease in the
volume of water consumed

Introduction

630,600

350 different products

100% of our products meet the

the sugar reduction target

About
Vicky Foods

saturated fat reduction target

Areas
of action

Challenges for 2020

3.
Areas
of action
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3.1. OBJECTIVES AND RESULTS
OUR CSR
GOALS
FOR 2019
Our strategy is
defined through
annual strategic
objectives, aligned
with the SDGs, to
continue growing
in terms of
sustainability. In 2019,
our progress has
been positive and we
have made achieved
important
milestones.

AREA OF ACTION

INNOVATION

2019 VS 2018 OBJECTIVES
Fulfilment of commitments with AECOSAN

64.3% of our products comply with sugar targets
100% of our products comply with saturated fat targets

Innovation in new products of 10.5%

9.12% of sales from new products

Reduction of water consumption by 5%

- 7.8% of water consumed

Decrease in energy consumption by 3%

- 16.1% of energy consumed

Reduction in the use of plastic by 5%

+ 1% plastic used

Decrease in the use of cardboard by 5%

- 7% of cardboard used

Reduction of carbon footprint by 5%

- 12.2% in CO2 emissions

Decrease in the generation of non-hazardous
waste by 3%

- 3.3% of generated non-hazardous waste

Increase in economic value distributed

6.9% more economic value distributed

Reduction of workplace accidents

20.4% more accidents

Increase in staff

22.5% more employees

Increase in staff training hours

322.9% more training hours

ENVIRONMENT

PEOPLE

Increase in investment in social action

Introduction

RELATED
SDGs

2019 RESULT

About
Vicky Foods

38.5% increase in product donations
74.8% increase in social collaborations and sponsorships

Areas
of action

Challenges for 2020
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3.2. INNOVATION
FOOD QUALITY
AND SAFETY
Promoting healthier lifestyles one of the main trends
in society today. At Vicky Foods, as a Group belonging
to the food sector, we feel a responsibility to contribute
to this. Since our foundation we have focused on developing quality products. However, our ambition goes beyond this and we are currently immersed in a transition
towards creating increasingly healthier products.

"We continually strive to ensure
our customers and consumers
are as satisfied as possible by
offering the best products".

Firstly, we follow strict procedures defined in our Quality
Policy for the manufacture of our products. This policy
has been developed following the guidelines established in international standards on quality management,
which ensures our production meets quality levels.
Our quality and food safety system has been designed and is certified based on the indications of the ISO
9001:2015 standard for Quality Management Systems. Its
application is key to ensure that the manufacture of our
products meets the highest quality standards, and to
guarantee that they are received by consumers in optimal condition.
We have also integrated into this system the management of queries, complaints, suggestions and claims
received through our customer service channels. This
allows us to transform them into opportunities for improvement, in addition to enabling us to apply corrective
and preventive measures. In 2019, the volume of inci-

Introduction

dents over total tonnes of production was insignificant,
even more so than in the previous year, with a rate of
only 0.017%.

the compliance of suppliers and provides retailers with
a tool to guarantee both the safety and quality of the
products they sell.

We also apply the requirements established by the BRC
(British Retail Consortium) Global Standard for Food Safety,
one of the most recognized food safety and quality
standards worldwide. Applying this standard ensures

Finally, to complete our quality management system we
also apply the IFS FOOD certificate of the International
Featured Standard. Through this tool we audit suppliers
of private-label food products to guarantee quality.

About
Vicky Foods

Areas
of action

Challenges for 2020
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R&D&I
The food sector is constantly changing, with new trends emerging all
the time. We are therefore aware
that we need to adapt to these
changes and even pre-empt them.
In this sense, for more than 10
years we have focused on developing innovative products with greater nutritional value to try to offer a
wide variety of healthy options.
This is why we consider innovation
to be a priority, defined in the company's R&D&I Policy and implemented through an R&D&I Management System with UNE 166002
certification.
In terms of innovation in 2019,
we have been firmly committed
to promoting healthy products,
allocating a large part of our
resources to the development of
formulas that allow us to offer
products with healthier nutritional
attributes for our consumers.

Introduction

Our track record in promoting health

2008

2010

2012

Removal
of azo dyes

Removal of partially
hydrogenated oils
and introduction of
cereal bars

Introduction of
wholemeal pastry
products

2016

2015

2013

Introduction of organic
purees for the
elderly – Natur Crem

Signing of the New PAOS Code against
Childhood Obesity, reduction of sugars
and fats, incorporation of fibre and
omega 3, introduction of the SANNIA
healthy range, products without added
sugars and pastries enriched with iron
(Fe) and calcium (Ca)

Launch of the baby products
range, creation of the
Chlorella algae production
plant and introduction of
olive oil in sliced bread

2017

2018

2019

Introduction of the Be
Plus® organic smoothies
range, as well as the
gluten-free range

Signing of the AECOSAN
2017-2020 Collaboration Plan
for the Improvement of Food
Composition

Inauguration of our
Innovation Centre, in
Villalonga

About
Vicky Foods

Areas
of action

Challenges for 2020
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This year we inaugurated the
Innovation Centre in Villalonga,
a project designed to coordinate
all our innovative potential, addressing research in the field of

health and technological innovation. It involved an investment of
6.5 million euros and will have a
team made up of 150 internal and
external professionals.

OUR NEW
INNOVATION
CENTRE
The 9,500 m2 facility is divided
into two areas:
NUTRITION AND HEALTH RESEARCH CENTRE, WITH
THREE STRATEGIC LINES OF WORK:

1

Continuous improvement of the nutritional
profile of our products.

2

Promotion of scientific research focused
issues such as the enrichment of our products with bioactive components.

3

Promotion of healthy habits among our consumers and employees.

TECHNOLOGICAL INNOVATION CENTRE, DRIVING US
TOWARDS INDUSTRY 4.0, FOR WHICH WE FOCUS ON:

1

Introduction

About
Vicky Foods

Areas
of action

Development of our own, tailored technology aimed at the implementation and improvement of our main production lines.

Challenges for 2020
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Its mission is to promote the five commitments
to health, which are related to the well-being of
our consumers and employees.

Likewise, we continue with our commitment to the
2017-2020 Collaboration Plan for the Improvement of
Food Composition in conjunction with AECOSAN, the
Spanish Agency for Food Safety and Nutrition, which

"We promote a more
balanced and healthy diet
through our products".

aims to achieve the following:

Our commitments
to health

Goals
proposed

Develop scientific research for
nutritional improvement.

5% reduction in added sugar.

Improve the nutritional profile
of our products.

5% reduction in saturated fat.

Develop health programmes for
our employees.

Production of 96 products with less
than 100 kcal.

Promote healthy lifestyle habits
among our consumers.

44,8% increase in revenue from
healthy products.

Inform, educate and communicate in a
transparent way to our consumers.

Removal of palm oil in the
manufacture of our products.

Introduction

About
Vicky Foods

We have also launched "vickyfooders.es", a participation and co-creation platform in which anyone
can share their ideas, opinions and proposals for
Vicky Foods. The aim of this is to remain true to our
principles: innovation and the fact that it is people
who build our brands.
As a reward for participants, as well as the possibility of contributing to the development of products
adapted to their needs, the platform has a points
system to encourage the proposal of more and
more ideas, and its innovative character means
that some of these ideas may be applied and lead
to new products or methodologies. We have already
launched several challenges and we are enormously grateful to the 1,400 participants who have
shared more than 600 proposals.

Areas
of action

Challenges for 2020
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Meanwhile, to continue with our innovation drive each year we allocate part of the company's resources to R&D&I. This ensures that our focus on the research and development
of new products and processes provides us with added value in our manufacturing.
In 2019, we worked on five R&D projects, four of which have been completed. These projects, in which we have invested 630,666 euros, are detailed below:

In process

Completed

Completed

Completed

Completed

Research and development

The design of a new range of

Its objective was the develo-

This project consisted in the

A research and development

of a micro-factory for the

functional purees for elderly

pment of bakery and pas-

development of advanced

project to improve the bioac-

preparation and distribution

consumers. The objective

try products enriched with

tools for the self-manage-

cessibility of active ingre-

of healthy products cus-

of the project was to deve-

bioactive compounds of plant

ment of production resources

dients (microalgae, probiotics

tom-designed by the user

lop of a new range of ready

origin. This involved including

in multi-product processes.

and other active compounds)

and in real time.

meals containing microalgae

functional ingredients derived

To achieve this, cyber-physi-

in bakery products through

that positively stimulate the

from the processing of alfalfa

cal systems were implemen-

advanced microencapsulation

metabolism, while maintai-

and flax seed food supple-

ted that enable the intelligent

processes. The aim was to

ning appealing organolep-

ments after a partial process

monitoring and control of

offer healthier products by

tic characteristics for the

of extraction of their oil.

these resources, optimizing

improving their nutritional

the organization of staff and

composition and incorpora-

use of primary resources,

ting active ingredients.

CONNECTED B2C MICRO-FACTORY IN JUAN
Y JUAN INDUSTRIAL

CREMASOL
IN JUAN Y JUAN
INDUSTRIAL

EUREKA
IN JUAN Y JUAN
INDUSTRIAL

consumer.

SMART-BAKE
IN
DULCESA

PROBIOMIC
IN JUAN Y JUAN
INDUSTRIAL

and reducing the levels of
generated waste.

Introduction
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Of great significance
also in 2019 was our
innovation in products
with a more sustainable
and healthy profile:

0% RANGE

NEW SPECIAL
SLICED BREADS

BE PLUS®
COMPOTES

YOGISAN 0%
SUGAR POUCHES

To adapt to the demands of

These are special breads

We have put on the mar-

A new, healthier variety

our consumers, we not only

with a high fibre and pro-

ket healthier apple and

for infants. We have also

develop healthier products,

tein content, in different

pear, apple and cinna-

removed corn starch

but we also aim to make

varieties for consumers to

mon compotes, made

from all of our baby food

them more sustainable. For

choose according to their

without artificial colours

products.

this reason, we have innova-

tastes: spelt, quinoa, with

or preservatives.

ted and created a new range

seeds and Bio bread with

of products with no added

organically farmed ingre-

sugars and with an environ-

dients. All have minimal

mentally friendly packaging

saturated fat content.

"We have restructured our Mi
Menu and Naturcrem brands to
focus on the Be Plus® brand of
our healthiest products".

that can be placed in the
blue recycling container.

Introduction
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OUR 0% RANGE
PRODUCTS DESIGNED FOR CONSUMERS WHO
ARE CONCERNED ABOUT HEALTH AND THE
ENVIRONMENT WITHOUT SACRIFICING THE
FLAVOUR OF ALWAYS.
We launched our 0% madeleines and croissants
on the market, two healthier and more sustainable
options at a competitive price providing consumers
with a greater selection:
No added sugars.
No artificial colours.
No palm oil.

"0% added sugar,
100% designed with
the environment
in mind".

No preservatives.
With eggs from our farm.
With sustainable packaging, in which we have reduced 80% of the plastic used since it is composed
mainly of paper and can therefore be deposited in
the blue container for recycling.

Introduction

About
Vicky Foods

Areas
of action
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36

CSR Report / Vicky Foods / 2019

3.3. ENVIRONMENT
OUR ENVIRONMENTAL MANAGEMENT
Carrying out responsible environmental management is
essential to ensure the availability of natural resources and
also helps maintain natural spaces in good condition. For this
reason, the environment is one of the main lines of action of
our CSR strategy through which we define objectives and measures with which to minimize our environmental impact.

Transmit

at all times with the applicable environmental
regulations and the voluntary standards that we apply.

the design of products and processes that minimize the impact of our
activity on the environment.

Make

2
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u
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t
i
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About
Vicky Foods

our environmental commitment
to our stakeholders to
encourage compliance.

Improve
5

Our Environmental
Management System to
ensure compliance with the
ISO 14001 standard and the
EMAS Regulation.

nt

Introduction

We have also drawn up an Environmental Policy that
allows us to reconcile the progress of the company with
resource management that improves our environmental performance. In this policy, we have defined five key
commitments through which we contribute to improving
the planet.

Comply

Promote

our business objective
compatible with the preservation
of the environment.

But our environmental commitment goes back a long way.
In 2009 we registered with the European EMAS Regulation,
an international benchmark that vouches for our environmental management. Being part of this registry means that
we comply with the most demanding requirements periodically, something we have been doing for the last decade.

Areas
of action

Challenges for 2020
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We channel these commitments through the application of
our Environmental Management System (EMS), which is
certified according to the ISO 14001:2015 standard. It is a
tool that allows us to monitor and control the activities and
work and production processes that we carry out in order to
identify, evaluate and minimize their environmental impact.
We also have a team that focuses on environmental management, in charge of the application of the system across
the board in all companies that are part of the group. With
the support of all the necessary human and economic
resources, it allows us to integrate environmental management into the Group as a whole from a single department,
thereby improving optimization.
Finally, the department is complemented by two Environmental Committees, whose mission is to evaluate the environmental management carried out by the company. This
ensures the identification of those areas in which we are
making progress and those in which we must apply stricter
measures to obtain better results.

The pillars of our Environmental Management System
REDUCTION

REDUCTION IN THE VOLUME OF GENERAL

PROMOTION

OF CO2 EMISSIONS

AND FOOD WASTE GENERATED

OF ANIMAL WELFARE

•
•
•

•

•

Introduction

Optimized energy consumption.
Sustainable transport.
Responsible use of water resources.

•

About
Vicky Foods

Responsible consumption of raw
materials and chemical products.
Minimum generation of waste and
discharges.

Areas
of action

Cage-free
hens.
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WE OPTIMIZE RESOURCE
MANAGEMENT
Making responsible use of resources is key to ensuring
their availability both now and in the future, which is
why it constitutes one of the main pillars of sustainability, to guarantee the future of the generations to come.
In our factories, we demand raw materials of the highest quality to ensure the manufacture of the best products, but we also consume energy and water, elements
necessary for the production of doughs and the operation of machinery.
We use all these assets in an optimal way, by continually innovating in our production processes to minimize
loss and excess consumption in all cases. This is also
essential for reducing the CO2 emissions generated by
our activity, one of the greatest environmental challenges that we face.

Reduction of our carbon footprint
Awareness of climate change has increased this year,
with its effects being increasingly felt around the
world. It is everyone's responsibility to take measures
to prevent the situation from getting worse and it is no
longer enough to simply mitigate the effects, rather
we must apply measures that allow us to adapt to the
new scenarios. At Vicky Foods we have joined the fight
against climate change and we are committed to reducing the CO2 emissions we generate.

Introduction

To do this, the first step is to know our carbon footprint
to be able to identify those areas on which we must
focus to be able to monitor their evolution. 2017 is our
base year, since it was the first in which we analysed the
emissions of our three main companies: Juan y Juan
Industrial, Dulcesa and Vicky Foods Products.
We followed the indications of the GreenHouse Gas
Protocol (GHG Protocol), one of the most internationally recognized greenhouse gas accounting standards,
to calculate our footprint. In our evaluation, we have
taken into account scope 1, direct emissions from the
activities we control (consumption of our own vehicle
fleet, proportional assigned consumption of fluorinated

gases from air conditioning equipment and consumption of natural gas in machinery used in manufacturing
processes), and scope 2, indirect emissions generated
by our own electricity consumption.
The calculation of our CO2 emissions for 2019 shows
that we are making progress in reducing them. We
have discovered that at Vicky Foods Products we have
improved compared to 2018 by achieving a 17.8%
reduction in the carbon footprint, which has been
achieved thanks to a lower volume of emissions both
in scope 1 and in scope 2. Furthermore, our carbon
intensity in 2019 was reduced to 0.37 tCO2eq/€100,000
of turnover.

Carbon footprint of Vicky Foods Products
Ratio
tCO2eq/100,000€
invoiced

0.47

0.45

Tonnes of CO2
Vicky Foods Products

0.37

Scope 1
Scope 2
Carbon footprint
(Scope 1 +
Scope 2)

About
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114.61

112.93

79.21

2017

2018

2019

Areas
of action

1,020.97 1,065.52

2017

2018

889.67

2019

1,135.58 1,178.45

2017

2018

968.88

2019

Challenges for 2020
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In the case of Dulcesa, although the absolute value
of the carbon footprint was higher in 2019 compared to 2018 due to the increase in the company's
production, in relative terms it decreased to 0.185
tCO2eq/tonne produced, indicating that the improvement actions applied are having a positive effect.
Meanwhile, in Juan y Juan Industrial, the carbon
footprint was slightly higher in 2019, bearing in
mind that the company's production was even
higher than in 2017. On the other hand, in relative terms, the carbon emission rate was reduced
in 2019 compared to previous years, standing at
0.218 tCO 2eq/tonne produced.
Seeing the measures we apply produce results,
enabling us to reduce our carbon intensity in the
different group companies, drives us to continue
working towards the reduction of CO 2 emissions
derived from our activity. Therefore, we will continue to apply measures that allow us to reduce
the consumption of electricity, natural gas and
vehicle fuel, and the emission of polluting gases.
Most of our electricity consumption occurs in our
factories, where it is required for the operation of
machinery, lighting systems, heating and cooling
systems, and electric ovens. In 2019, it is worth
noting a significant reduction in the electricity
consumption rate at our plants in Gandia and
Villalonga.

Carbon footprint of Dulcesa
Ratio
tCO2eq/100,000€
invoices

0.22

0.18

Tonnes of CO2
Dulcesa
Scope 1
Scope 2
Carbon footprint
(Scope 1 +
Scope 2)

9.513,04 9.724,38 9.919,89

2017

2018

2019

4.663,95 4.826,06 5.083,82

2017

2018

2019

14.176,99 14.550,45 15.003,71

2017

2018

2019

Carbon footprint of Juan y Juan Industrial
Ratio
tCO2eq/100,000€
invoices

0.254

0.245

Tonnes of CO2
Juan y Juan Industrial

0.218

Scope 1
Scope 2
Carbon footprint
(Scope 1 +
Scope 2)

13,146.37 12,358.57 12,470.09

2017

Introduction

0.20

About
Vicky Foods

2018

2019

Areas
of action

5,155.85 4,788.66 4,724.43

2017

2018

2019

18,302.22 17,147.23 17,194.51

2017

2018

2019
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Evolution of electricity consumption at our plants in Gandia and Villalonga (Valencia)

Total production
(t)

2015

2016

2017

2018

2019

135,094

138,084

139,402

145,323

156,378

Average
consumption
(MWh/t)

Electrical energy
consumption (MWh)

0.32
0.31
0.30

0.30

Generated
Power grid
0.26

41,144
TOTAL (MWh)

41,144

41,441

41,441

We have carried out actions to improve energy efficiency
that enable us to reduce our consumption in production,
including the following:

•

Replacing luminaires with LED or low consumption
lighting, having succeeded in replacing almost all
fluorescent lamps.

•

Monitoring of energy distribution by production
lines.

•

Establishing connections in AHU fans (Air Handling
Units) to regulate their speed.

•

Heat recovery in the boiler room.

Introduction

4,759

39,777

44,536

3,792

40,706

44,498

41,221

41,221

•

Improving the compressor filtration system, reducing
energy losses without reducing air quality.

•

Remote control of the air conditioning in the bakeries.

•

Installation of frequency inverters in motors.

•

New electrical installations with circuit breakers that
integrate monitoring.

•

Installation of power and energy sensors.

"In 2019,
we have managed
to reduce our
electricity
consumption
in terms of
intensity in 16%".

We also use natural gas to operate some of our machines,
as well as to generate electricity through cogeneration at
the Villalonga factory.

About
Vicky Foods

Areas
of action
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Evolution of natural gas consumption at our plants in Gandia and Villalonga (Valencia)

Total production
(t)

2015

2016

2017

2018

2019

135,094

138,084

139,402

145,323

156,378

Average
consumption
(MWh/t)

Gas natural
consumption (MWh)

0.75

0.75
0.73

0.72

0.64

Cogeneration
Power grid

97,177
TOTAL (MWh)

97,177

103,538

103,538

In this case, some of the measures that allow us to optimize
the use of natural gas include:
•

Replacement of the hot steam circuit heating system
with a boiler system in the fermentation rooms.

•

Replacement of water vapour spray with humidifiers, a
project that is 50% completed.

•

Improved monitoring in fermentation rooms, a project
that has been 100% completed.

•

Preventive and corrective maintenance plan for
machinery.

•

Heat recovery from the boiler room.

Introduction

•

13,038 114,530

10,752 111,561

101,492

100,809

117,724

"We are
acquiring
electric vehicles
to make our
fleet more
sustainable".

117,724

Replacement of diesel machinery with gas machinery, which generates fewer CO2 emissions and is
less polluting.

Likewise, in the area of travel, we are applying measures that enable us to reduce our consumption of fossil
fuels. In this regard, it should be noted that we are
making a progressive change towards a more sustainable fleet, by acquiring electric vehicles for our sales
teams.
We are also planning and organizing meetings more
efficiently. Thus, we have different meeting rooms
equipped with the necessary technology to carry out
videoconferences and remote meetings, thus avoiding
the need to travel.

About
Vicky Foods

Areas
of action

Finally, we carry out an exhaustive control of refrigerant
gases, since their emission contributes to climate change. Therefore, to avoid leaks, we carry out reviews and
preventive maintenance of the air conditioning systems in
communal areas, server rooms and the like, as well as of
the cooling systems used in the production processes.

Challenges for 2020
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Evolution of water consumption at our plants in Gandia and Villalonga (Valencia)

Total production
(t)

2015

2016

2017

2018

2019

135,094

138,084

139,402

145,323

156,378

Average
consumption
(m3/t)

2.28
2.11

Water
consumption (m3)

2.04
1.92

Well water
Water from
the grid

1.77

58,462 227,171

91,641 223,750

52,184 232,186

44,031 235,420

29,639 247,029

285,633

315,391

284,370

279,451

276,668

TOTAL (m3)

Responsible consumption
of water resources
Water is an essential and key resource in the manufacture of our products, but its availability is limited, and we
must consider that in the future it will probably be even
more scarce. Therefore, we must make optimal use of this
resource to ensure it remains available in nature and to
guarantee our production.
We are aware of this and we are applying strict measures
with positive results, having gradually reduced our water
consumption in relative terms since 2015. Gradually decreasing the volume of water we consume is an important
achievement, given that our production has increased.

Introduction

We have achieved this milestone thanks to the measures we apply aimed at optimizing the processes
in which we use water resources. The main actions
carried out in this regard are as follows:
•

Installation of pressure machines to clean using
less water.

•

Installation of solenoid valves to cut the water flow
when the production lines are not in operation.

•

Regulation of water consumption in general in
production and optimization of its use in cleaning
processes.
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"We have
reduced the
intensity
of water
consumption at
our Gandía and
Villalonga plants
by 22% since
2016".
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OUR MANAGEMENT OF RAW MATERIALS AND WASTE
2017

2018

2019

135,094

138,084

139,402

145,323

156,378

32
3

31
6

0.0026

37
7

39
1

Plastics
consumption (t)

41
2

33
9

PP

35
5

2,
20
0

2,
31
0

2,
36
0

Polyethyle

2,
52
0

Relative 		
consumption (t/t)

PET

Polyethyle

35
0

Included in these materials we use are plastics, which
are very harmful if they end up in the environment. In
addition, the amount of plastic is increasing, so we feel
obliged to make every possible effort not to contribute to this. Since 2007 we have been making progress
implementing measures such as reducing the thickness
of plastic sheets and the surface area of our containers, and researching substitute materials based on
PLA (polyacid lactic acid) or other compostable and/or
biodegradable polymers.

2016

34
6

Total
production (t)

2015

40
4

The raw materials that we use with the greatest potential impact on the environment are those used in
the manufacture of containers and packaging. For this
reason, we are developing innovative formats that
allow us to consume increasingly fewer natural resources, always looking to find less polluting materials, and
promoting their reuse and recyclability.

Consumption of plastic materials in our factories in Gandia and Villalonga

2,
36
6

Efficient consumption of raw materials

0.0024

PET
0.0023

PP

0.0024

0.0023

0.0030
0.0028
0.0175

0.0027
0.0171
0.0166

"In recent years we have made
significant progress in the development
and application of new compostable
and biodegradable materials for our
containers and packaging".

Introduction

0.0024
0.0151
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0.0161

0.0022
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This is obtaining positive results, since we have detected a
reduction in the consumption of polyethylene terephthalate
(PET) in relative terms, although there has been a slight
increase in 2019 in our use of polypropylene (PP).

Cardboard is another of the materials that we use in the
manufacture of our containers and packaging, so we are
applying measures, such as rationalization in the number of box formats and improvement in stock control, to
optimize its use and reduce the amount we consume.
These measures are yielding positive results, as we have
managed to progressively reduce its consumption in both
relative and absolute terms.

"In 2019, we have removed ties from Burger
bun bags, a small gesture which will lead to a
reduction of 3 tonnes of plastic per year".

Reduction of generated waste

Consumption of cardboard in our factories in Gandia and Villalonga (Valencia)

Total
production (t)

2015

2016

2017

2018

2019

135,094

138,084

139,402

145,323

156,378

0.1381

0.1381

Relative
consumption
(t/t)
Carton
consumption (t)
Carton (t)
0.1272

0.1180
0.1139

18,656

Introduction

19,068

17,736
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17,816
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An efficient use of the raw materials that we use also
allows us to reduce the volume of waste that is generated
by our activity, mainly in the production plants. We also
strive to employ materials and procedures that allow us to
reuse and recycle as much of the waste as possible that
we inevitably produce.
Our activity gives rise to the generation of both hazardous and non-hazardous waste. In the case of the
latter, this are made up of materials of various kinds,
such as urban rubbish (cardboard, plastic, wood, etc.)
sewage sludge, scrap waste from facilities, impaired
products and organic waste generated by the laying
hens on our farms.
In 2019, we generated 15,290 tonnes of non-hazardous
waste, which implies a rate of 0.097 tonnes of waste per
tonne produced. This low rate, which we continue to
reduce year after year, is the result of the company’s
efforts in the separation of waste, as well as the result of
an increase in its recovery and reduction in the volume of
waste that can be assimilated into urban rubbish.
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To this end, we have installed selective waste collection
containers in our facilities to enable the correct separation of waste and, therefore, improve its subsequent
collection and recycling by authorized entities.

Initiatives to reduce waste

Reduction of waste produced in our facilities by
optimizing processes.

Recycling and recovery of food by-products so
they can be used subsequently.

Continuous training of personnel, reinforcing
the importance of waste segregation. This has
led to a substantial improvement in the reuse of
materials, increasing the recovery of waste and
a reduction in waste that can be assimilated
into urban rubbish.

Introduction

Meanwhile, our hazardous waste is generated in the
main production plants and is made up of containers
of cleaning products and solvents used in the marking of containers, ink and solvent waste generated
in our packaging factory and certain types of organic
waste produced by the laying hens on our farms.
All this waste is managed in a rigorous, controlled and environmentally friendly manner.
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Moreover, we are in the process of optimizing
cleaning frequency and protocols with which
we hope to reduce the waste inherent to this
activity.
This hazardous waste, in 2019 accounted for
0.0013 tonnes of waste per tonne produced,
with the total volume generated standing at
197 tonnes.
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Minimization of
food waste
In the food sector, minimizing food waste is one of
the main challenges we face to improve the sustainability of our activity. It is an issue with a high
environmental cost, since it involves high energy,
water and soil consumption which in the end is
discarded, and can also have a negative impact on
food security.
Therefore, at Vicky Foods we take this issue very
seriously and work to minimize it as much as
possible. The first measure we apply is to transmit
our concern to factory operators so that they pay
special attention to avoid any stoppage or breakdown in each of the production lines.

"At Vicky Foods, we take advantage of bread
wastage in the production of feed for the
hens on our farm and we send the rest of the
by-products to authorized managers for their
subsequent recovery and sale as animal feed".

However, often wastage occurs that cannot be
avoided. For this reason, we are committed to a
productive model based on the circular economy,
where this wastage is used as a by-product for
animal feed.
In terms of the wastage occurring in manufacturing
companies, this is mainly made up of waste from
the production line, unbaked dough and defective
products, while the wastage from the other companies includes products returned from the stores in
poor condition or expired.

Introduction

Wastage generated in 2019
Wastage generated (t)
Manufacturing companies

4,506

Other companies

1,349

Total

5,855
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OUR COMMITMENT TO ANIMAL WELL-BEING

Eggs are one of the most used ingredients in a large
number of our products, which is why we our group
includes Granjas Dulcesol, our own farm of laying
hens that allows us to supply around 80% of our needs.
This facility allows us to guarantee a production of the
highest quality and ensure its traceability and supply,
since we have about 430,000 hens.

Introduction

Since 2018 we have been redesigning the management model of our farm to promote the well-being of the birds. To do
this, we developed a cage-free barn with a capacity for 27,927
hens, which has been in operation since January of that year.

“floor egg” laying hens which roam cage-free. After
this new investment, we now have a total of 135,000
cage-free birds.

In 2019 we continued with this ambitious project and
built a new 6,720 m2 barn with a capacity for 107,000
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3.4. PEOPLE
EMPLOYEES
The professionalism and commitment of our team is one
of the keys to the company’s success. Therefore, we make
every effort to look after the people who comprise it and
to offer them the best working conditions at all times. Our
concern for their well-being is channelled through the
company's Human Resources Policy.

We ensure equality
Through the implementation of our Equality Plan
we carry out the initiatives necessary to guarantee
equal treatment and opportunities for all. In 2019
we made progress in executing the 2018-2021 plan,
which gives continuity to the one we had already
started in 2014.

Based on this policy, we develop measures that we apply
in the management of our team to help improve the
quality of their working lives and ensure their satisfaction as members of the great Vicky Foods family. We also
encourage them to be as engaged as possible with the
company, making them feel like essential to the success
we achieve together and offering them the opportunities
they need to remain members of the team until the end of
their working lives.

•

We would also like to stress that we guarantee equal
opportunities for everyone, valuing their work on the basis of their professional skills, regardless of their personal characteristics. Everyone is welcome at Vicky Foods.

•

•

•

This plan defines nine key specific objectives that we
want to achieve:

•

Establish new measures that favour a healthy
work-life balance.

•

Ensure that human resources management
complies with the applicable legal requirements in terms of equal opportunities.

Regulate the current Equal Opportunities
Committee, whose function will be to ensure the
correct execution of these plans, generate the necessary measures and evaluate their application.

•

Increase the presence of women and/or
men in the company in those areas, groups
and jobs in which they are less represented.

Promote equal opportunities at all organizational levels through communication and awareness-raising actions.

•

Prevent gender-based harassment, applying
the established protocol, so that the company can act in said situations.

Use social dialogue as a tool to promote equal
opportunities and to make progress towards
achieving it.

•

Focus specifically on women and men who are
victims of gender violence.

Promote and ensure the effective defence
and application of the principle of equality
between men and women, guaranteeing
the same opportunities and conditions at
all levels.

"We treat everybody with dignity and
respect, offering equal opportunities to all
and avoiding any type of discrimination".

Introduction

Our Equality Plan is structured around six areas of
action: work-life balance; access to employment; fair
and equal pay; professional classification, promotion and training; occupational health and safety;
and non-sexist language and communication.
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This plan is complemented with an Action Protocol for
cases of Sexual, Workplace and/or Gender Harassment
that describes how we should act in a situation of this
kind. Fortunately, during 2019, as in the previous year,
we have not received any complaint regarding equality,
discrimination or any type of harassment.
Moreover, to improve the working conditions of our
team, aside from the measures established by the
regulations and collective agreements, we have made
voluntary improvements that promote a healthy work-life balance. As a result, our employees can benefit from
the following measures:

Meanwhile, we also try to promote inclusion by offering
job opportunities to people with disabilities. To do this, we
continue to collaborate with associations such as ASMISAF (Asociación Prominusválidos Psíquicos de La Safor),
to contribute to the workplace integration of people with
disabilities. Through this collaboration we can generate a
greater social impact by offering opportunities for personal
and professional development to disadvantaged groups.
In addition, we have adapted entrances and spaces to
improve accessibility in our facilities for disabled persons,
to allow their transit and eliminate any barrier that may
interfere with the normal flow of people.

In 2019 we reinforced our training offer, with 905 people
receiving more than 12,600 hours of training, almost three
times the number for the previous year.

Staff training

Professional category

Senior management

We promote professional development
•

Flexible working hours for certain general
service positions, including intensive working
hours in the summer.

•

24-hour cafeteria service at our headquarters.

•

Organization of our summer campus for the
daughters and sons of our employees.

•
•

Flexibility in adapting shift work to personal
circumstances.
Autonomy in the allocation of holiday leave.

Introduction

We operate in a constantly changing market, so it is necessary for our employees to be highly qualified and capable
of adapting to new working situations. This also affects the
work procedures defined in the company whose evolution is
often associated with the emergence of new technologies.
For this reason, the training and promotion of the talent of
our team is a one of the keys to adapting the company to
new trends.
To make this effective, we draw up an annual training plan
through the Human Resources Department in collaboration
with the different area managers and companies of the
Group. This plan helps to update the skills and knowledge
of our staff, who face new challenges daily and who require
training in line with the strategic objectives and expectations defined by the Management.
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Senior Management, engineers
and degree holders
Technical engineers and diploma
holders

Heads of section and managers

First and second level skilled
workers

Assistants and junior workers

Total

Number
of hours

Number
of people

892

30

2,087

81

764

18

1,077

79

1,373

249

6,476

449

12,669

905
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We promote health and
safety at work

Frequency of accidents and illness

At Vicky Foods, we promote a culture of safe work through prevention because the safety of our team is one of
our main priorities. Therefore, we strive to minimize our
occupational accident rate.
To implement this culture, we have an Occupational Risk
Prevention Policy (ORP), developed and certified according
to the requirements defined in the international standard
OHSAS 18001:2007 on Occupational Health and Safety. We
are currently working on the migration of this standard to
the ISO 45001 standard that replaces it, which we aim to
complete by 2021.
This Policy has been updated to also include the Policy
for the Promotion of Health at Work. Therefore, in 2019
we have continued to work to reinforce health and safety
among our employees, by providing them with personal
protective equipment, increasing health surveillance and
contracting third-party prevention service specialists,
among other measures.

Introduction

87

3,482

Accidents with
leave

Days lost per
accident

36.3

37.7

Frecuency: Incidence
per thousand workers
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Cursa de les Empreses de la Safor and the Gandia
Half Marathon and 10K race.

This data shows an increase in the accident frequency rate
compared to 2018, although there has been a reduction in
the accident severity rate.
In 2019 we made progress in the implementation of our
model based on Health Promotion and not only Occupational Risk Prevention. In this area, we obtained the
AENOR Healthy Company certification (SIGES), thereby
reinforcing our vision of a management model focused on
promoting and protecting the health, safety and well-be-

Introduction

•

Sanitas Healthy Cities Challenge, an initiative to
promote healthy lifestyle habits from within companies and contribute to the creation of healthier
and more sustainable environments in cities.

•

Hiking trips in natural areas in our vicinity.

•

Health protection campaigns, such as Visual Health, flu vaccination, "Ergonomics for your feet",
against smoking or "We run together".

•

Launch of a nutritionist service.

•

Educational initiatives such as a workshop on
mindfulness, a training session on "Cardiovascular Risk" and the Habits of Healthy Living, Show
Cooking and Physical Activity conference.

•

Increase in the variety of healthy products available in cafeterias and vending machines.

ing of our employees, as well as promoting a sustainable
working environment.
In this regard, this year we have carried out several activities with our employees in order to provide them with
different tools that allow them to improve their health.
These initiatives included:

•

Participation in fun runs such as the Cursa de la
Dona, the Carrera de las Empresas de Valencia, the
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In addition, we have created the “Promotion of
healthy habits” working group to lead the planning
and management of these activities that ensure
the health and well-being of our employees.
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SOCIETY
Contributing to the development of a prosperous and sustainable community through the creation of shared value
not only benefits society, but also ourselves, since it involves moving forward together to achieve common goals.
Furthermore, the communities in which we operate are
essential to our continued growth and are the source
of many of the resources we use, both material and
human. For this reason, at Vicky Foods, we feel the
obligation to return to society all the benefits it bring
us, generating a positive impact on people and their

environment, creating wealth and quality jobs, as well
social and cultural support.
In this sense, we are committed to boosting local economies
by prioritizing the recruitment of people who come from the
towns near our work centres, which, in addition to promoting
local employment, improves the work-life balance and loyalty
of our team members. This also has a positive impact on the
environmental and economic dimensions of the community.
During 2019 we distributed an economic value worth over
322.6 million euros, which has benefitted our communities in different ways.

Distribution
of the wealth
generated

247.7 M€ paid to

suppliers and creditors

53.6 M€ in remuneration
2.2 M€ paid to capital
providers

18.9 M€ paid
as taxes

0.2 M€ invested in
the community
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Our social collaboration

Partners with our suppliers
One of the fundamental pieces of the company's value
chain are our suppliers, who must be aligned with the
company's strategic objectives so we can make progress
together. To do ensure this, we maintain a solid relationship in which we continually reinforce the mutual
trust that we have built over the years, where transparency is essential.
We ensure that our suppliers comply with the requirements we establish to guarantee the highest quality
and safety or our food products, by implementing de-

manding evaluation and assessment standards that
are periodically analysed by the company's Quality and
Procurement Department Therefore, all potential suppliers are previously evaluated to ensure that they meet
our requirements and are only selected if this is can be
demonstrated.
Likewise, we try to use local providers whenever possible.
This allows us to contribute to the local community and
also implies a lower environmental impact by reducing
the need for transportation.

To fulfil our commitment to society, we promote and collaborate in various social actions through support to social
groups, institutions and entities. Our employees participate
in many of the acts, events, training and information actions
that we organize in collaboration with these organizations.
Through our collaborations we offer support to initiatives on
matters such as the promotion of healthy habits and educational, social, sports, cultural, scientific and research issues.
Of note in 2019 was our involvement in the following
social actions:

We signed an agreement to
become the main sponsor of
the Cursa de la Dona (Women’s
Fun Run) for 2020 and 2021.

We donated more than
396,200 kg of food products
to food banks, charities,
shelters and the like.

We held the Dulcesol Summer
Campus, a non-profit activity in
which all proceeds were donated
to the Spanish Association Against
Cancer, involving the participation
of about 300 young people aged
between 8 and 16.

We set the students of the
Valencia Campus of ESIC
Business & Marketing School
a challenge to find solutions to
the needs of a society concerned
with health and sustainability in
food matters.

We signed an agreement to
sponsor the Cantera de Empresas
Educational Project, through
which we organize guided tours of
our factories to show students the
benefits and possibilities offered
by new technologies.

We challenged 40 girls and
boys to design the food of the
future at the Gastro Genius
Lab summer school, focused
on innovation, technology and
gastronomy.

We sponsored the second edition
of the Gandia Júnior Chef contest
to promote the development
of healthy recipes suitable for
children.

We offered a donation to
Cáritas Gandia on its 50th
anniversary.
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WE LAUNCHED THE TOUCH
YOUR MUFFINS CAMPAIGN
In collaboration with the Gregorio Marañón Health Research Institute, we launched this campaign for the prevention and early detection of breast cancer. Its objective
is to raise awareness among the public about the importance of prevention through breast self-examination.
The #Touchyourmuffins digital campaign was centred
around a videoclip on the occasion of World Breast
Cancer Day that used original lyrics and dynamic choreography to demonstrate the steps necessary to carry out a
breast self-exam.

We also provide guided tours of our plants. In 2019 we received
44 visits which were attended by 1,290 people who learned about
the different production processes that we carry out. We have
received the institutional visits of the President of the Valencian
Government, in February, as well as that of the Regional Minister
of Agriculture in August.
Finally, it is worth highlighting our involvement in various public
forums, including discussions, round tables, presentations and
training sessions, among others. In total, in 2019 we carried out
59 actions of this kind generating a social impact that reached the
5,258 people who attended the different forums.
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"We promote the
diversification of our
products through healthy
and innovative nutrition,
adapted to the needs of
consumers".

Vicky Foods has exploded onto the scene to position
itself in this very competitive sector as one of the
benchmarks for healthy eating in several international markets. The company’s expansion from our
region to the world is growing according to expectations and we want to take this opportunity to launch
our healthiest products.
For this reason, in 2020 we are dedicating our efforts
to strengthening our Be Plus® brand, developing
innovative products with a better nutritional profile
and healthier characteristics, as well as being clean
label, in other words providing information about
ingredients which are natural, with no preservatives,
artificial colours, or processed fats. We have also
developed gluten-free and vegan products to help us
reach a broader market.

Introducción

It is worth highlighting the development of the “On The
Go” format of the new Be Plus® products, which makes
them easy to carry and perfect for an active lifestyle. An
initiative which therefore promotes healthier habits.
This range of products is made up of salads, pasta,
spreads, baby food and bioactive smoothies with organic
fruits and vegetables in pouch format, among others. In
this way, we want to offer products that are full of flavour
to promote a balanced diet based on natural foods and to
make it easier for people to eat simply and in any place.
We are also focusing our efforts on more sustainable
packaging, by using biodegradable alternatives. We are
carrying out significant innovations in this regard to
ensure that by 2021 all Dulcesol® brand products come
with biodegradable packaging.
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We will continue to grow and
make headway into markets,
but always staying true to
our principles and working
with humility, humanity and
honesty, just as Victoria has
taught us to do.
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FURTHER
EXPANSION IN
THE COMING
YEARS
VICKY FOODS, BRINGING HEALTHY
AND SUSTAINABLE NUTRITION TO
THE WORLD.
We are excited to continue on this new
adventure that will put our brands
on the tables of families in countries
such as the United States and China,
opening up a wide range of possibilities to explore and to make our small
contribution to promoting a healthy
diet worldwide.

Introducción
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