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About this 
report

For yet another year, we're publishing 
the company's most significant informa-
tion in this report. This is our channel to 
explain to all Vicky Foods stakeholders 
how we manage the issues that are of 
the greatest relevance both for them 
and for the future of the company itself. 
Therefore, all the information it contains 
has been prepared in a truthful, reliable, 
balanced, and comparable manner.

This report has been prepared in accor-
dance with the Essential option of the 
GRI Standards. We therefore include 
all information that is relevant to 
our business activities, impacts, and 
management of social, environmental, 
and governance risks.

This report was drafted by the corporate 
social responsibility area and approved 
by the Advisory Board, the company's 
highest governing body.

It also reflects our commitment to the 
Ten Principles of the Global Compact, 
which is embodied in the form of po-
licies and initiatives reflected throu-
ghout this report. In our deep belief in 
contributing to achieving the challen-
ges of the United Nations' 2030 Agenda, 
we have also identified and shown the 
impact of our activity on each of the 17 
Sustainable Development Goals (SDGs) 
in this report.
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Scope

Our ESG Report corresponds to the 2021 fiscal year 
(from January 1, 2021, to December 31 of the same year).

The scope of this document includes the following 
companies:

• Juan y Juan, S.L.

• Tecnorango, S.L.U.

• Mecanodul, S.L.U.

• Vicky Foods Products, S.L.U.

• Comercial Tinerfeña del Dulce, S.L.U.

• Distribuidora Levantina de Pastelería, 
S.L.U.

• Euskasol, S.L.U.

• Dulgalicia, S.L.U.

• Gadesdul, S.L.U.

• Dulmadrid, S.L.U.

• Dulgandia, S.L.U.

• Hispadul, S.L.

• Dulces Costa del Sol, S.A.

• Dulcesol Algerie, S.A.R.L.

• Dulcentre, S.A.R.L.

• Duloran, S.A.R.L.

• Dulcesol France, S.A.R.L.

• Montperal, S.A.S.

• Dulcesol Maroc, S.A.R.L.

• Comercial Velázquez, S.L.U.

• Astursol, S.L.U. (*)

• Vegodisa, S.A.U.

• Dulcadis, S.L.U.

• Aradul, S.L.U.

• Juan y Juan Industrial, S.L.U.

• Dulcesa, S.L.U.

• Granjas Dulcesol, S.L.U.

• Ducplast, S.L.

• Dulcesol Maghreb, S.A.R.L.

• Dulcema Baleares, S.L.U. (**)

• Andana Foods, Ltd.

• Ecoiberope, S.L.U.

• Dulchalon, S.A.S.

• Tecnofrance, S.A.S.

• Peiron Torrent, S.L.

(*) Company absorbed during the 2022 financial year by Dulgalicia, S.L.U.
(**) Company absorbed during the financial year 2022 by Distribuidora Levantina de Pastelería, S.L.U.
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Reliability

This report has been externally verified by an inde-
pendent third party, AENOR, in order to verify the 
quality and reliability of the information provided 
and compliance with the requirement of the GRI 
reference standard. 

The scope, objectives, and review process can be con-
sulted in appendix 7.3. Verification report.

Transparency and accuracy

Our ESG Report is a reflection of the commitment 
that we at Vicky Foods hold with transparency in 
managing and generating impacts regarding our 
stakeholders. This is why it is constituted as a docu-
ment where we collect the main results of our perfor-
mance in the social, environmental, and governance 
fields, providing precisely the most relevant informa-
tion in these regards.

Timeliness and comparability

This Report is published annually and has been prepa-
red in accordance with the principles of comparability, 
integrity, and balance, as established in the standard 
in question, which makes it possible to compare the 
progress made in indicators over time.

In this regard, some environmental data for 2020 had 
to be recalculated, as indicated in the corresponding 
tables, though there have been no significant changes 
related to the reporting period, the material topics, and 
coverage of these topics, thus facilitating the afore-
mentioned comparability between reports. 
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Materiality and relevance

In 2019, we at Vicky Foods held our first materiality 
study, which has been subsequently revised on diffe-
rent occasions to adapt it to society and challenges at 
different times, such as the COVID-19 pandemic. The 
last revision of this study was carried out in the 2021 
financial year.

The materiality study has consisted of two phases:

Internal relevance

In this initial phase, the Social Responsibility Commi-
ttee carried out a review of different strategic docu-
ments such as the legal risk map, environmental as-
pects that have been identified, and the organisation's 
SWOT analysis. In addition, we carried out a sector 
benchmark and consulted different international and 
sectoral sources of information, such as the World Eco-
nomic Forum and Sustainability Account Standard 
Board. Finally, we confirmed an initial list of aspects 
to be evaluated and the incorporation of aspects es-
tablished by the GRI reference standard, which were 
prioritised by the aforementioned committee.

External relevance

We designed and implemented a dialogue system 
with stakeholders, establishing different consulta-
tion methodologies, such as surveys, interviews, and 
group dynamics. Despite the fact that the consulta-
tion was broader in the initial plan, in the end, the 
property, staff, distributors, and some customers and 
suppliers were consulted since we weren't able to 
complete the initial plan due to the pandemic that 
began in March 2020. With these actions, we asked 
participants to prioritise significant aspects that 
were identified in the initial phase, as well as adding 
others not included.
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ASPECT SCOPE

Respect for and protection of 
human rights

Defining and implementing working and control procedures that ensure the 
protection of fundamental Human rights (work that is forced or compulsory, 
child labour, slavery, freedom of association, collective bargaining, etc.), both in the 
group's organisations and in its supply chain.

Food safety and quality
Defining and implementing high standards of quality and food safety, which 
ensure the production and distribution of food products in accordance with these 
standards.

Sustainable, efficient supply 
chain

Maintaining a supply chain that meets the defined quality, technical solvency, and 
social and environmental impact criteria.

Customer satisfaction
Achieving and maintaining high satisfaction among our customer companies, 
both for our products and our logistics and operational efficiency.

Consumer trends
Knowing and understanding current and future consumer trends to adapt our 
products and services to market demands.

Responsible marketing
Carrying out transparent, ethical, and consistent commercial promotion and 
communication with the corporate culture that projects an image and reputation 
of the brand.

Healthy, sustainable product Developing a commercial offer with healthy and environmentally friendly alternatives.

With the results obtained after carrying out 
both phases, we obtained the company's ma-
teriality matrix. In it, we identified the initial 
list of material aspects, last revised in the 2021 
financial year, and these are listed below:
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ASPECT SCOPE

Consumer information
Maintaining accessible, transparent, clear, reliable, and useful information policy 
for consumers.

Adaptation and combating 
climate change

Developing the group's business activities in an environmentally friendly manner, 
trying to reduce and/or mitigate corporate GHG emissions.

Contributing to the 
community

Contributing to the economic, social, and environmental development of society 
in general and particularly in the communities where the group operates.

Ethics and compliance
Carry outing exemplary business management based on ethics and regulatory 
compliance.

Circular economy
Advancing the business model towards circularity (reduce, recycle, and reuse) by 
promoting the use of sustainable materials and carrying out efficient waste mana-
gement based on their revaluation.

Sustainable innovation
To guide the group's innovation in terms of processes, machinery, infrastructures, 
products, etc., towards eco-efficiency and eco-innovation.

Raising awareness about 
healthy eating and responsible 
consumption

Contributing to the development of more responsible, healthy, sustainable 
consumption.

Additional information or 
inquiries

We at Vicky Foods encourage all our stakeholders 
and readers to consult or expand the information 
on the corporate website, as well as in other sus-
tainable performance reports. For any inquiries 
or proposals for improvement, you can use the 
following channels:

Mailing address: Av. D’Alacant, 134, 
46702 Gandia, Valencia

Telephone: 961 021 000

Email: rsc@vickyfoods.es
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Letter from the 
CEO

We at Vicky Foods are a family business with 70 years 
of history. Over the course of these seven decades, 
we've had the opportunity to learn that our evolution 
is largely due to the support of those who have worked 
with the company, the natural wealth of the environ-
ment surrounding us, and the efforts made by the three 
generations of the family to manage resources in an 
ethical, responsible way.

In fact, our responsibility to the environment, social 
issues, and good governance is part of Vicky Foods' bu-
siness model. Therefore, we have taken another step to 
organise our corporate culture in line with ESG criteria 
(Environmental, Social, and Governance). 

This ESG Report 2021 is a clear reflection of this commit-
ment, showing how we have grown in the fields of ca-
ring for people, the environment, and good governance.

Our goal is to  keep 
innovating to feed 
a better world.
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Throughout 2021, we have made significant progress in 
these areas. While the company began its trajectory at 
the end of the previous year, this was the year that the 
Vicky Foods Foundation was consolidated with the 
inauguration of its headquarters and its first activities 
carried out. We therefore highlight the Research, Nutri-
tion, and Health Award presented with the Centre for 
Innovation in Nutrition and Health (CINS).

We have taken a very important step with regard to the 
environmental dimension: our Dulcesol® brand contai-
ners are now 100% biodegradable, and with this, we 
achieved an important environmental improvement. 

As for our commitment to ensuring good corporate 
governance, we continue to rely on the highest ethical 
standards and respect for human rights, as set out in 
our Code of Conduct and reflected in the values of Vicky 
Foods. This is a commitment that we apply transversally 
in our actions and transfer to the value chain. 

On the other hand, innovation continues to be one of 
the axes of our business culture and is what allows us 
to continue meeting the expectations of our customers, 
users, and stakeholders. It is therefore a fundamental pro-
cess through which we develop our products to be healthy, 
increasingly sustainable, and of the highest quality.

Lastly, I'd like to honour the memory of my mother, 
Victoria Fernandez, the founder of Vicky Foods, who 
passed away in 2021. Who we are and what we do has 
only been possible thanks to her vision, her drive, and 
her example. It's a legacy that I wanted to recognise in 
my book published in 2021, "A Sweet Story."

I invite you to learn about our progress in this last year, 
and I'd like to take this opportunity to thank everyone 
for their support in making Vicky Foods a reality.

Rafael Juan, 
CEO of Vicky Foods



2021
at a glance

1

We continue to make progress in our solid 
commitment to sustainability, focusing our 
efforts on ESG criteria to contribute with a 
positive impact on our environment.
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The criteria of 
environmental, 
social and good 
governance 
responsibility are 
a fundamental 
part of our 
business strategy.

Environmental

Social

Governance

Developing our activity respecting the 
environment is essential to continue using 
the best ingredients in our products and 
to continue enjoying our surroundings.

People are at the center of everything we 
do, both those who are part of the Vicky 
Foods team and those around us, be they 
customers, consumers, suppliers or socie-
ty in general.

Being honest, upright and transparent is in 
our way of being, in everything we do and 
in how we transfer it to all our stakehol-
ders, with responsible management from 
senior management.

ESG criteria

MEMORIA ESG 2021 12

ESG

GovernanceEnvironmental Social
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-10%

Environmental

relative consumption 
of electrical energy 
compared to 2020.

2,900 solar panels 
generating 1.6 MW annually 
(650 t CO2 avoided per year).

-6.8%
relative water 
consumption 
compared to 2020.
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relative cardboard 
consumption -7.3%

compared to 2020.

-9.2 relative plastics 
consumption 

cardboard 
packaging with 
FSC certification

100%

compared to 2020.

100%
biodegradable 
packaging 
of our Dulcesol® 
products  
(1,200 tons of conventional 
plastic saved).
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2,650

to ensure equal opportunities 
for all people on the team.

8,779

-13.3%

Certified Healthy Organisation Management System

452,150 kg

Social

committed 
professionals

2.9% more than in 2020.

Equality plans 

hours of training given to the team, 5% more than 
in 2020.

severity index of accidents compared to 2020.

of donated food
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million 
followers 

on social media and 
more than 1.6 million 
visits to our corporate 
websites.

1.9

Governance

• -9.6% fats and oils 
used in the production 
of our products 
compared to 2020.

• -10.9% sugar used 
in the production 
of our products 
compared to 2020.

• Quality system certified 
according to ISO 9001.

We prioritise 
our consu-
mers' health

that is common to all 
companies that are part 
of Vicky Foods.

Code of Ethics 
and Conduct 
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7.6% more than in the 
previous year:

• 57,3 millions of 
euros allocated to 
staff remuneration.

• 293 millions 
of euros  paid to 
supplier and creditor 
companies.

• 17,9 millions of 
euros in taxes paid.

407
millions 
of euros 
generated 

compared to 2020, 
and 21.1% lower 
regarding quality-
related complaints.complaints 

received 

-6.6%

19.5 millions of euros 
in investments



Vicky Foods, 
we are tradition 
and sustainable 
innovation

2

We combine traditional family recipes 
with the latest techniques to make the 
best products.
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2.1. Our story

The history of Vicky Foods is a journey 
from the entrepreneurial spirit of our 
founders to the commitment to integrating 
sustainability as a strategic axis of our 
business model. We're always making pro-
gress on this path, guided by innovation.

In 2021, our CEO 
published a book  
recounting his 
family's story, 
the founding of 
Vicky Foods, in 
the first person.
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1952
Antonio Juan and Victoria Fernández 
open a bakery in Villalonga (Valencia). 
Victoria's ideas in the world of pastries 
are so successful that, in 1969, they set up 
their first factory.

All product packaging 
from Dulcesol® is 100% 
biodegradable, an initiative 
that we started in 2020. This 
means the replacement of tons 
of conventional plastics.

We launch the "Dulcesol® 
Black" line with a selection of 
products inspired by interna-
tional recipes. 

We launch the Dulcesol® brand, which 
soon becomes the favourite in millions 
of Spanish households. Two years later, 
we open our second plant in Gandia, the 
current headquarters of Vicky Foods.

We create Be Plus®, the mul-
ti-product brand for healthy 
eating. A year later, we founded 
the Centre for Innovation in 
Nutrition and Health (CINS) to 
boost our commitment to the 
health and well-being of consu-
mers and staff.

We acquire our own farm for egg produc-
tion because we want our products to be 
made with the best raw materials.

As a tribute to our origins, 
especially the figure of Victoria 
Fernández, our new corporate 
identity, Vicky Foods, is laun-
ched, and we open the Centre 
for Innovation in Villalonga.

We start to take Dulcesol® to the 
international level with our first 
exports to Portugal.

We establish the Vicky Foods 
Foundation to structure the 
management of our social ac-
tions, focusing on innovation, 
culture, and education.

Milestones on our path to sustainability

1976 1984 1993

2015 20212017 2019 2020

2014
We start to manufacture outside 
Spain at the Sig plant (Algeria).

Our values drive us to grow on the basis 
of continuous improvement, so we 
achieve our first ISO 9000 certification 
for the Quality Assurance System.

We partner with the Ducplast packaging 
manufacturing firm to ensure that all elements 
of the value chain meet our quality standards. 
The second generation of the family leads 
the company's solid growth, as reflected 
in the 2008-2014 Strategic Plan focused on 
internationalisation and diversificationn.

In addition to returning to bread 
making starting in 2006, we open up 
to new market segments with the 
distribution of our first cocoa and 
hazelnut spreads and, in 2013, the 
first infant nutrition line.

1997 2002 2011
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The entrepreneurial essence of 
Vicky Foods

Our history illustrates our commitment to satisfying 
consumers and developing healthy products that 
are respectful of the planet. A fundamental player 
in making this commitment a reality is the team that 
enriches Vicky Foods every day. That's why taking care 
of our people is a priority that we practice through the 
values of respect and justice, good governance, and 
social responsibility.

Although the vision, mission, and values have been 
part of the organisation's essence since it was founded, 
they were specified in the first strategic plan approved 
by the highest management body in 2008. These prin-
ciples are contained in the Welcome Manual, which is 
given to everyone who joins the company, and they are 
available to our stakeholders on the corporate website. 
They are subject to review with every update to the 
strategic plan.

The strategic 
plan that guides 
our actions 
is based on  
value creation 
through 
consumer 
orientation.
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We want Vicky Foods to be an innovative, sustainable 
food company with a firm leadership position, an 
international reach, and the readiness to meet the 

demands of all our customers and consumers.

Our vision

We are a family business with a proprietary financing 
model that is efficient and competitive and has a high 

production capacity.

Our DNA

Quality, the highest customer satisfaction, commitment 
to training and professional development for our 

staff, continual improvement and innovation, social 
responsibility, and commitment to reinvestment.

Our values

Offering our customers and consumers the best value 
for their money, being leaders in our strategic markets, 

and expanding internationally.

Our mission
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We want to reach homes all over 
the world 

The sustainable growth strategy we have been working 
on for decades is supported by our 35 commercial compa-
nies, all dedicated to different activities. At all of them, we 
uphold the same values and manage them through a sin-
gle integrated system; this lets us work as a unit to achieve 
more ambitious commitments at Vicky Foods as a whole.

Among our most recognised companies are:

Our diversification 
strategy  has led 
us to develop 
new categories 
of food products, 
such as cocoa 
creams, baby food, 
vegetable creams, 
and fruit and 
vegetable purees.

Ducplast, S.L.
Flexible plastic packaging printing for our 
factories.

Dulcesa, S.L.U.
Manufacturing pastry, bakery, and bread 
products.

Dulcesol® Maghreb, S.A.R.L.
Producing pastry, bakery, and bread 
products.

Ecoiberope, S.L.
Producing ready-made meals.

Granjas Dulcesol®, S.L.U.
Operating the poultry farm and transforming egg 
products.

Juan y Juan Industrial, S.L.U.
Producing pastry, bakery, and bread products, 
cocoa creams, baby food, and fruit and vegetable 
purees.

Vicky Foods Products, S.L.U.
Transportation, marketing, and distribution of 
food products.
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SpainPortugal

France

Algeria

Morocco

Italy

United Kingdom

Our global presence 
spans 60 countries 
on five continents

International presence

Relevant markets
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We have 
managed  to 
serve the 
international 
markets 
sustainably 
and, at the same 
time, maintain 
the essence of a 
family business 
with 100% of 
our own capital.

We carry out our activity from four large produc-
tion centres (three focused on pastries, baked goods, 
creams, and purees, and one for ready-made meals) 
and a plastics printing factory, which allows us to 
improve sustainability, flexibility, and efficiency in ma-
naging packaging. We also have a farm to ensure the 
freshness, quality, safety, and traceability of the eggs 
we use in preparing our products.

In the marketing area, we are established with our 
proprietary commercial structures in four countries 
in Europe and Africa. In addition, we have a national 
network of our proprietary subsidiaries and inde-
pendent distributors, which guarantees the delivery 
of products to more than 82,000 points of sale from 
Spain to those we serve.

Our main international markets 
are in Algeria, Portugal, France, 
Italy, the United Kingdom, 
Germany, and Morocco, which 
altogether account for 92% of the 
international business.

In 2021, the countries of Macedonia, Israel, Gabon, 
Kosovo, Angola, and Mexico have been incorporated as 
new markets in terms of internationalisation.
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SPAIN SPAIN ALGERIA SPAIN

Products

Croissants, pain au chocolat, 
ensaimadas, milkbread, brioches, 

anise cakes, muffins, savoury 
baked goods, sliced bread, etc.

Muffins, palmiers, pastry rolls, 
sobaos, sheet cakes, apple pies, 

fried and fresh baked goods, 
breadrolls, and baby food, etc., as 

well as semi-finished products 
such as filling creams, toppings, 

and jams.

Muffins, brioches, bread, 
and sheet cake.

Ready-made meals, organic and 
vegan products.

Area 59,692.33 m2 100,015.31 m2 8,400 m2 2,000 m2

Production lines 16 23 3 3

Employees 822 832 215 8

2021 production 88,118 t 103,926 t 6,907 t 17,9 t

Food plants

Installations
Sig XàtivaVillalongaGandia
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SPAIN

Laying hens 535,000

Staff 18

2021 production 
(tons of eggshell) 8,350 t

Coverage of total demand 80%

Farm

Installations
Terrateig

SPAIN

Products 100% of the material used for packaging at 
our factories.

Staff 54

2021 production

Film

2,010 t

Bags

102  
million units

Packaging 
plant

La Pobla 
del Duc
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Proprietary distribution 
network in Spain

FRANCE MOROCCO

Rivesaltes and 
Aviñón

Casablanca

ALGERIA

Orán and Argel

UNITED KINGDOM

Harlow

16 subsidiary companies

350 pre-sale routesmore 
than

550

53,000

employees

points of sale

more 
than

more 
than

Subsidiaries 
outside Spain

Installations
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• One of the leaders in the 
Spanish market in pastries 
and baked goods.

• Present in 60 countries on 
four continents.

• More than 200 products in 
different formats.

• Intended for HORECA and 
feeding channels.

• "Defrost and go" line. 

• Line of smoothies, drinks, 
children's products, and 
ready-to-eat pre-made dishes.

• Clean label products without 
additives. 

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

More than 350 quality products

We serve a growing number of consumers who seek not 
only the quality of our products but also the way we adapt 
them to their needs and lifestyle in terms of health and 
committing to sustainability. Responding to these new 
trends among our consumers is essential to continue 
meeting their expectations and maintaining the demand 
for our products in order to guarantee the sustainability 
and development of the company in the medium and 
long term. 

For this reason, we have had a diversification strategy in 
place since 2009. It has allowed us to offer more than 350 
items through our three commercial brands.

We take our products to more 
than 70,000 points of sale with a 
network of 350 pre-sale routes, 
between our own delegations and 
distributors.
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Constant interaction with our consumers 
through our social media profiles lets us con-
nect with their tastes and adapt to changes. In 
addition, attending national and international 
fairs and the information we continually fo-
llow through reports and sectoral studies keep 
us up-to-date on monitoring consumer trends.

Based on this extracted information on 
consumer trends, we develop new products 
that respond to the demands and needs of our 
consumers. In this regard, we aim to release 
novelties in line with these demands in the 
market; in 2021, this has resulted in the launch 
of 18 new products.

Our ambition for innovation drives us to 
continue to develop new proposals to meet the 
needs of an increasingly demanding consumer. 

These are very special 
muffins for Vicky Foods. 
With them, we're paying 
tribute to our founder, 
Victoria Fernández. 
They're made with her 
recipe and are the result 
of her last project, which 
she was very involved in 
and is the reflection of her 
commitment to quality 
and innovation.
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Dried fruit breadsticks

Round breadsticks

Saladitos 

Multi-grain bread roll

100% natural bread  

Rustic burger 

Rustic hot dog 

Assorted sweets

Milk cocoa snack cakes

Duo Muffins

Vicky's muffins

Main launches in 2021

Cocoa donuts in cardboard packaging 

Sugar donuts in cardboard packaging 

Zebra donuts in cardboard packaging

Decorated mini croissants

Angel hair triangles 

Kefir in two varieties

Yogisan, dairy desserts in two flavours
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2.2. We listen to 
our stakeholders

We know that our activities have an impact on 
different groups of people and entities. Therefore, 
we seek to build relationships based on trust with 
all of them. Through communication channels 
dedicated to mutual listening, these relationships 
help us to focus our strategy on common interests.

Among these impacts, we've identified aspects related to pre-
vention and promoting health, developing a more environmen-
tally friendly business model, and contributing to the economic 
and social progress of the communities where we are present.

All this entails significant challenges that we at Vicky Foods 
transform into opportunities to continue growing. We have 
therefore identified a great opportunity regarding the develop-
ment of healthier, sustainable products focusing on a growing 
group of consumers who are more concerned about their heal-
th and that of the planet. To this end, reporting information 

about our products through responsible marketing has also 
become significant: consumers can purchase them consciously 
and responsibly by knowing all the ingredients and how our 
products are made.

In line with the environmental impact derived from our 
activity, we have seen how committing to the development 
of a more sustainable business model is transformed into the 
creation of a more robust, resilient company in such a chan-
ging society, as we've committed to the decarbonisation of our 
activity, responsible use of natural resources, and promoting 
the circular economy.

Finally, in the social sphere, we have always felt the respon-
sibility to give everything our community has brought to us 
back to it. Therefore, the social measures we carry out at Vicky 
Foods are another opportunity to address the great challenge 
of building a fairer, healthier, more equitable society together.

The first step 
to knowing 
the extent of 
our impact in 
society is to 
identify the 
stakeholders 
who are tied 
to us.
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Our stakeholders

We focus our efforts on 
them to ensure their 
well-being and moti-

vation, as they are the 
company's main asset.

With whom we 
establish solid 

relationships to build 
synergies that allow 
us to achieve more 

ambitious objectives.

We seek their maxi-
mum satisfaction with 
the products and servi-

ces we offer.

Which we collaborate 
closely with to develop 
increasingly healthier 

products and guarantee 
food safety at all times.

We work side by side 
with them to continue 
advancing in the deve-

lopment of a sustai-
nable, efficient supply 

chain.

With whom we partner 
to strengthen our sus-
tainable performance.

We collaborate with 
them to meet our objec-
tives in terms of sustai-
nability and consumer 

information.

Which we work with to 
promote the develop-

ment of our community 
and protection of the 
natural environment.

They inspire us to pro-
duce quality products 
that are increasingly 

healthier, and we raise 
awareness and keep 

them informed so that 
they can practice res-

ponsible consumption.

Of the territories where 
our factories and offices 

are located, where we 
enact our commitment 

to contribute to their 
progress.

Staff

Public 
administrations

Customers

Organisations 
that ensure the 

health of consumers

Suppliers

Business 
organisations

Distributors

Third-sector 
entities

Consumers

Communities

The people we're with 
every day: they are the 
reason behind what we do, 
and we maintain an open, 
continual dialogue with 
all of them to do our work 
better from day to day.

We work with them to 
generate synergies and 
achieve more ambitious 
commitments: these 
agents ensure people's 
health, caring for the 
environment, and good 
business practices.
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Thanks to this active liste-
ning, we are able to identify 
the material issues for Vicky 
Foods, which form the basis 
of our goals and the measure 
of our progress.

This process of active listening 
also culminates in the develop-
ment of a materiality analysis. 
It is a key part of our sustai-
nability management system, 
which allows us to identify 
significant issues both interna-
lly and externally for the com-
pany's main stakeholders. This 
analysis is therefore the basis 
on which the objectives and 
initiatives of our environmen-
tal, social, and good governance 
(ESG) strategy are based.
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Food safety and qualitySustainable innovation

Human rights

Consumption trends

Responsible marketing

Contribution to the community

Nutrition and 
responsable consumption

Climate change

Ethics and 
compliance

Circular 
economy

Healthy, sustainable 
product

Information for 
the consumer

Customer satisfaction

Sustainable, efficient supply chain

Vicky Foods Materiality Matrix
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Recognitions that support our efforts

Recognition for the soli-
darity project #Masca-
rillasAGogó at Comarcal 
TV's Grand Gala for 
Solidarity Awards.

Recognition at the 1st 
Industrial Safety 
Awards  of the Valencian 
Community and Aseival 
in the category of 
Large Company.

"Companies with Heart" 
Recognition from 
the Diocesan Caritas 
of Valencia.

Trophy from the Spanish 
Chamber of Commerce 
in France (COCEF) as 
Spanish Company of 
the year.

XIII Edition of the Natio-
nal Marketing Awards, 
second prize in the Inno-
vation category.

Award for best bread 
product from Degusta 
Box Awards 2021 to the 
Brioche Burger.

2021 EVAP Award for 
Professionalism from 
the Association of Busi-
nesswomen and Profes-
sionals of Valencia to 
Victoria Fernández Prieto.

Posthumous recognition 
to Victoria Fernández 
from the Federation of 
Employers' Associations 
of Safor.

At Vicky 
Foods, we are 
very grateful 
for the social 
consideration 
with which our 
stakeholders 
encourage us 
to continue the 
work we do every 
day. In 2021, we 
received the 
following awards:
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2.3. A company 
with sustainable 
roots

We have chosen a path of consolidation 
and expansion of the business that inte-
grates environmental, social, and good 
governance criteria, or ESG, at every step. 
This way, we make sure to return the 
value we create with our business model 
to society.

To that end, our 2019-2022 Strategic Plan relies on 
digital and technological transformation, as well 
as innovation, to continue extending the family of 
Dulcesol® products, the Horno Hnos. product lines. 
Juan® and healthy eating with Be Plus®.

The criteria for 
environmental, 
social, and good 
governance 
responsibility 
are a 
fundamental 
part of our 
business 
strategy.

Maintain profitability of 
net assets.

Grow our family of pro-
ducts with the "Dulcesol®" 
brand.

1. 2.

Promote the new catego-
ries of "Be Plus®" healthy 
products, as well as the 
products from the "Horno 
Hnos. Juan®" brand.

Strengthen our distribu-
tion network, reaching 
customers and consumers 
more efficiently.

Improve our internal 
competitiveness.

Continue our internatio-
nal expansion.

Promote our brands, pro-
duct development, CSR, 
and new technologies.

Attract and retain talent.

3. 4.

6.5.

7. 8.

Our 2019-2022 strategic objectives
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A responsible management 
system

We work in line with a business management system 
whose objective is to ensure that the processes and 
methods we use in manufacturing our products com-
ply with the most rigorous international standards. 
Thus, the robustness of the Integrated Management 
System that we work with at Vicky Foods is supported 
by a set of certifications.

CERTIFIED SOCIETIES

Area Juan y Juan  
Industrial S.L.U. Dulcesa S.L.U. Vicky Foods 

Products S.L.U.

Environment

ISO 14001:2015

European EMAS 
Regulation 

Quality

ISO 9001:2015

BRC – Global 
Standard 
for food safety

IFS FOOD

R&D&I

UNE 166002 

Talent management

ISO 45001:2018

Healthy 
Business Model

By maintaining a common integrated 
management system throughout 
the company, in addition to ensuring 
the consistency of our processes, 
standards, and good practices, we've 
managed to optimise reporting 
information internally 
and externally.
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2.4. Innovation 
as our 
backbone

Innovation is the crosscutting pillar on which we 
base fulfilling our responsibility toward environ-
mental, social, and good governance issues.

We meet the high demands of 
customers and consumers 

Food is a fundamental aspect of our day-to-day life, so we must 
consider it as carefully as possible. Here at Vicky Foods, as a food 
industry, we feel the responsibility to contribute to making food 
that is of good quality and healthy for our consumers.

That's why we dedicate a large part of our resources to the de-
velopment of increasingly healthier products, always thinking 
about the well-being of the families that consume them.

This way, our goals in terms of innovation and the development 
of Vicky Foods are focused on continuously improving our pro-
ducts, focusing on different areas:

• Nutritional profile, along with the Spanish Agency for Consu-
mer Affairs, Food Safety, and Nutrition (AECOSAN).

• Health and well-being, based on research at the Villalonga Inno-
vation Centre.

• Our consumers’ participation through the Vickyfooders.com 
initiative. This is a platform for participation and co-creation 
with our consumers in order to conceive and develop ideas 
that have a positive impact on the planet and people. In 2021, 
we developed answers to the three challenges defined with 
them: "improving our online store on social media,” "designing 
a new digital experience together," and "building responsibility 
during the pandemic."

http://Vickyfooders.com
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Since 2008, our responsibility for the health of consu-
mers has driven us to innovate in developing environ-
mentally friendly products that are suitable for a heal-
thy lifestyle and are committed to the environment.

Removal of azo dyes.

Launch of the baby products line, creation of the 
Chlorella algae production plant, and introduc-
tion of olive oil in sliced bread.

Eliminación de colorantes 
azoicos.
Introduction of organic purees 
for seniors - Natur Crem.

Removal of partially 
hydrogenated fats and launch 
of cereal bars.

Signing of the New PAOS Code Against Childhood 
Obesity, reducing sugars and fats, incorporating 
fibre and omega 3, introducing the healthy SANNIA 
line, products with no added sugars and muffins 
enriched with iron (Fe) and calcium (Ca).

Eliminación de grasas parcial-
mente hidrogenadas e introduc-
ción de barritas de cereales.

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

Introduction of wholemeal 
bakery products.

Introducción de referencias de 
bollería integral.
Signing of the AECOSAN Colla-
boration Plan for the Impro-
vement of Food Composition 
2017-2020.

2008

2013

2010

2015

2012

2016 2017 2018

Eliminación de colorantes 
azoicos.
Inauguration of our Centre for 
Innovation in Villalonga.

Eliminación de grasas parcial-
mente hidrogenadas e introduc-
ción de barritas de cereales.

Introduction of the Be Plus® 
line of spreads and extension of 
the 0% Dulcesol® line with new 
products with no added sugar.

Introducción de referencias de 
bollería integral.
We celebrated the first edition 
of the "Vicky Foods Foundation 
award for nutrition and health 
research," awarded by the Vicky 
Foods Foundation and the com-
pany's Centre for Innovation in 
Nutrition and Health (CINS).

2019 2020 2021

Milestones in promoting health
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Another one of the areas where we're also continuous-
ly innovating is in developing more environmentally 
responsible products, where our organic products 
stand out. This is how we're respond to the demand of 
consumers and a society that is generally more aware 
of the importance of respecting the environment, 
which they also demand from the brands they con-
sume. Therefore, we're striving to make our products 
more and more sustainable.

We offer up to 
102 certified 
organic 
products 
in different 
categories 
and lines.
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We are committed to 
sustainable innovation

Innovation has been part of who we are at Vicky Foods 
since we first started. We've focused on the continuous 
improvement of our products and processes, as well 
as the development of new creations. In addition, it is 
essential in our commitment to sustainability, as it 
allows us to develop nine initiatives focused on contri-
buting to protecting the environment, promoting the 
well-being of our society through healthy eating, and 
continuing to progress as a company.

To implement it effectively in our day-to-day work, 
we coordinate the processes we carry out through the 
R&D&i Management System, certified with the UNE 
166002 standard.

Industrial projects with technological innovation in 2021

Can turner in the crustless mould line, 
offering higher efficiency and quality.

Chip dispenser machine, which ensures 
the homogeneous distribution of chocola-
te chips for brownie production.

Smart scales installed at the Gandia and 
Villalonga factories. This equipment is equi-
pped with software and hardware that can 
communicate information and instructions to 
the production staff in real-time via a screen. 
This data lets us respond and correct any ano-
malies at the moment they occur, ensuring 
the optimal levels of quality that we require.

Toppings dispenser for homogeneous in-
gredient distribution on the surface of the 
bread; thanks to this, we have been able to 
create different specialties of burger bread.

Water cutting robot used in preparing the 
brioche baguette. We acquired this robot, 
and our engineering team developed the 
software and platform for its integration 
into the production line.

Software for controlling the baking 
temperature of sliced bread used at the 
Gandia and Villalonga plants. This is a 
development we promoted in 2021. With 
it, we can automatically control and 
regulate the temperature of each of the 
oven areas to obtain perfect cooking and 
reduce waste in our products.
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In order to measure and improve 
our commitments and ensure that 
we're contributing to the 2030 
Agenda, we take the 17 Sustainable 
Development Goals (SDGs) of the 
United Nations, as well as their 169 
targets, as a guide.

2.5. How we are 
moving forward

In this regard, we have continued to make 
progress in the different areas of sustai-
nability in 2021, in line with the criteria of 
environmental, social, and good governan-
ce (ESG) responsibility, according to the 
established objectives.

AREA OF 
ACTION 2021 VS 2020 OBJECTIVE 2021 RESULT LINK 

SDGs

Innovation

Growing in new food categories. +34.2% growth in new categories.

Innovation in new products by 10%. +14.4% in sales from new products.

Environment

Reduction of water consumption by 5%. -6.8% of water consumed.

Decrease in the consumption of electrical energy by 3%. -10.0% of energy consumed.

Reduction of the use of plastic by 5%. -9.2% plastic used.

Decrease in the use of cardboard by 5%. -7.3% of cardboard used.
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AREA OF 
ACTION 2021 VS 2020 OBJECTIVE 2021 RESULT LINK 

SDGs

Environment

Reduction of the carbon footprint by 5%. +5.3% CO2 emissiones.

Decrease in non-hazardous waste generated by 3%. +1.0% of non-hazardous waste generated.

People

Increase in the economic value distributed. +9.1% of economic value distributed.

Reduction of occupational accidents. +38.0% of occupational accidents.

Increase in the number of people. +2.9% of staff.

Increase in training hours for staff. +5% of training hours.

Increased investment in social action.
+6.6% product donation

-11% in social collaborations and sponsorships.



Environmental

3

In our ESG strategy, environmental aspects 
are of fundamental significance. In this re-
gard, we have the objective of measuring and 
minimising the impact of our activities while 
contributing to improving the environment 
where we operate.
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3.1. Committed to 
our environment

All the products we make depend on raw 
materials and energy that we obtain 
from the environment. Therefore, taking 
care of the natural environment and 
minimising our impact are fundamental 
objectives in our ESG strategy.

Our business objective compatible 
with the preservation of the envi-
ronment, reducing CO2 emissions, 
the volume of waste and food was-
te, and promoting animal welfare.

Make

The design of products and processes that 
minimise the impact of our activity on the 
environment, such as the biodegradable 
packaging of the Dulcesol® brand.

Promote

The applicable environmental legislation and 
regulations at all times and make additional, 
ambitious commitments on a voluntary basis, 
highlighting our Certified Environmental 
Management System.

Comply

This environmental commitment to our 
stakeholders and encourage their complian-

ce, making it known through our ESG report, 
our product packaging, and the various 

communication campaigns.

Convey

Our Environmental Management 
System continuously to ensure 

compliance with the requirements 
of the UNE-EN ISO 14001:2015 

standard and the European Union 
2017/1505 EMAS Regulation.

Improve

O
ur

 st
ra

te

gy of responsibility toward the natural environm
ent

1

2
3

4

5

2021 de un vistazo Vicky Foods Ambiental Social Gobernanza Horizonte 2022 Anexos

2021 de un vistazo Vicky Foods Ambiental Social Gobernanza Horizonte 2022 Anexos
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REDUCING CO2 EMISSIONS

• Energy consumption.

• Transportation.

• Use of water resources.

LOWERING THE VOLUME OF WASTE AND 
FOOD WASTE GENERATED

• Consumption of raw materials and chemicals.

• Waste generation and discharges.

We have two 
Environmental 
Committees that 
are in charge of 
supervising our 
performance 
regarding caring 
for the natural 
environment.

The pillars of our Environmental 
Management System

By protecting our environment, we're also 
taking care of people

In addition to monitoring and managing all possible 
sources of environmental pollution, we carefully moni-
tor the levels of sound and light pollution. We are the-
refore careful to prevent them from affecting the natural 
environment and, above all, the people who work in our 
facilities and those who live in their surroundings.

In the case of noise pollution, we carry out measure-
ments at different times and externally audit the net 
noise levels emitted by our industrial activity. This way, 
we verify compliance with the authorised limits.

CO2
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Replacing conventional plastics with biodegradable material in our Dulcesol® 
packaging.

Investments to expand energy generation from renewable sources, as well as 
increasing cogeneration.

Practices to move towards circular economy:

• Bread crust recovery destined for feeding the laying hens at the farm or for 
subsequent sale as animal feed.

• Cardboard waste recovery to manufacture new packaging, which reduces 
our volume of urban waste generated.

Using FSC (Forest Stewardship Council) certified cardboard boxes, opting for 
materials from sustainable forests.

Optimising consumption and typology of reagents at wastewater treatment 
plants to reduce their environmental and economic impact.

Definitive actions towards environmental sustainability
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At Vicky Foods, we attach great impor-
tance to the actions that allow us to fight 
climate change, and in this regard, we're 
constantly striving to minimise our car-
bon footprint.

For years, we have been voluntarily calculating the 
greenhouse gas (GHG) emissions derived from our 
activity to track their evolution and the effective-
ness of the measures we take to reduce them. This 
way, we can identify the areas where we have to 
continue improving.

Calculation methodology

We calculate our carbon footprint following the guidelines of the 
Greenhouse Gas Protocol Corporate Standard (GHG Protocol) by the 
World Business Council for Sustainable Development, and the UNE-
ISO 14064 -1: 2019 standard. 

To calculate the carbon footprint, the greenhouse gases generated due 
to the company's activity have been considered. Specifically, these are 
carbon dioxide (CO2), methane (CH4), nitrogen oxide (N2O) and hydro-
fluorocarbons associated with refrigerant gas leaks.

Calculating the carbon footprint has been done by making exclusive 
use of the emission factors and the PCAs published by MITECO on 
May 1, 2022. In particular, the emission factors in CO2e (kgCO2e/unit) 
were used:

• Natural gas (kWh/PCS): 0.182

• Diesel B (l): 2.726

• Refrigerant gases - R-134a: 1,432

• Refrigerant gases - R-407C: 2,547

• Refrigerant gases - R-449A: 1,754

• Refrigerant gases - R-410A: 1,674

• Refrigerant gases – R-744: 12

• Petrol E5 (l) - Turismos: 2,249

• Petrol B7 (l) – Turismos: 2,520 

• Petrol B7 (l) – Vans and 
Trucks: 2,506

• Marketing Mix: 0.241

3.2. We're making 
progress in decarbo-
nising our activity
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The companies included in the carbon footprint 
calculation are the group's main generators. Our 
commitment is to integrate the rest of the industrial 
and commercial companies into this calculation pro-
gressively, in line with the organisation's sustainabili-
ty strategy included in the 2022 - 2025 strategic plan.

In 2021, despite heavy investments in renewable ener-
gies, CO2 emissions were higher than the previous 
year by 5.3% due to the 8.9% increase in activity at 
our production plants. Even so, we have managed to 
make them 2.9% lower than the 2019 levels.

The uptick in 2021 is a result of the pandemic's 
impact on the production organisation, which has 
led to higher gas consumption per ton of product, 
and the change in electricity trading company, with 
a mix characterised by a greater weight of fossil fuel 
energy sources. However, we're continuing to work 
on the basis of our policy of encouraging self-con-
sumption of renewable energy, which will be re-
flected in the emissions reduction in coming years.

Evolution of our  
CO2* emissions 
(t CO2)*

2019 2020

156,378 176,390

Carbon intensity 
(tCO2/t)

Total 
production (t)

Scope 1 
(direct emissions**)

Scope 2 
(indirect emissions***)

33,167 34,495TOTAL

22,469 10,698 8,780

2021

192,044

29,048

39,532

10,48425,715

0.196

0.206

0.196

* Data corresponding to Dulcesa, S.L.U., Juan y Juan Industrial, S.L.U. and Vicky Foods Products, S.L.U.

** Combustion of natural gas and diesel in fixed sources (furnaces), fuels in mobile sources (transport 
vehicles), and fugitive emissions from refrigerant gases used in refrigeration equipment.

*** Consumption of electrical energy from the grid.
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Energy consumption

One of the main actions to reduce our carbon foo-
tprint lies in minimising energy consumption, which 
we do at the company. To do this, we have the means 
to track its evolution and identify the measures that 
are proving effective, as well as areas for improvement.

Electricity consumption

In this regard, we have quantified the electric energy 
consumed by the company as a whole, identifying a 
10% reduction in relative consumption with respect to 
production. Therefore, the energy efficiency measures 
we are applying are proving to be effective.

* This data includes all Vicky Foods companies, including international ones. 

** The data has been recalculated after detecting some deviations from what was reported in 2020.

The Kwh consumed by the commercial offices was calculated by dividing the totals from electricity bills by 
the average price of the Kwh in the 2021 financial year.

Vicky Foods' aggregate 
consumption of 
electrical energy*

2020**

Relative consumption

Total consumption (MWh)

60,548TOTAL

2021

59,597

0.3000.333

-1.57%

-9.97%

Variation
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By taking the electricity consumption of our main plants, 
those of Gandia and Villalonga, into account, we can see 
a greater reduction in relative consumption compared to 
the previous year since this is where we are focusing on to 
improve our environmental performance.

Evolution of electricity 
consumption at 
our Gandia and 
Villalonga plants

2018 2019

145,323 156,378

Relative consumption 
(MkWh/t)

Total 
production (t)

Electric energy 
consumption (MWh)

44,498 44,191TOTAL (MWh) 

2020

176,390

50,371

2021

192,044

44,950

0.283 0.286

0.234

0.306

We have 
managed 
to reduce 
electricity 
consumption 
per ton 
produced by 
18.2% in 2021 
at our Gandia 
and Villalonga 
plants.
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In 2021, we worked on implementing the following 
measures, most of which were already standardised at 
our company, to improve energy efficiency:

• Changing lights to LEDs or low-consumption types.

• Monitoring energy distribution by production lines.

• Implementing connections on fans in the air treat-
ment units to regulate their speed.

• Recovering heat from the boiler room.

• Improving the compressor filtration system.

• Remote control of air conditioning in the workshops.

• Installing new transformers.

• Implementing variable frequency drives in motors, 
with the exception of those that can't integrate 
variable speed.

• New electrical facilities with circuit breakers that 
integrate monitoring.

• Installing power and energy sensors.

We invest in clean, renewable energy

As part of our ESG strategy, we have continued to work on the renewable energy 
investment plan that we started at the end of 2020, when we opened our first 
self-consumption system of electric energy generated by solar panels at the 
laying hen farm. Thus, throughout 2021, seven of our offices have joined that 
project. This means we already have more than 2,900 solar panels, which generate 
1.6 megawatts per year. This represents 2.6% of the electricity consumed annually 
and eliminates up to 650 tons of CO2 a year.

In 2022, we are continuing to work on expanding the installation of electricity 
generation systems with renewable energy sources at our production plants and 
commercial offices.
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Consumption of natural gas and gas oil

As for these consumptions, we have seen an increase in 
both total and relative data with respect to 2020. This was 
due to commissioning a new bread production line at the 
Villalonga plant in March 2021, as well as organisational 
and planning changes caused by the modification in de-
mand patterns as a result of the pandemic.

To reduce that consumption, we're continuing to work to 
implement effective measures that let us use both natural 
gas and gas oil more efficiently.

* This data includes all Vicky Foods companies, including international ones.

** The data has been recalculated after detecting some deviations from what was reported in 2020.

The total gas consumption does not include the gas used for cogeneration at the Villalonga plant.

The litres of fuel used in the commercial offices were calculated by dividing the amount of the invoices for 
fuel purchases by the average price per litre for the 2021 financial year.

Vicky Foods' aggregate 
consumption of natural 
gas and gas oil*

3.20%

12.79%

Variation

2020**

1,573,911

2021

134,468 1,685,182119,225

Natural gas relative 
consumption (MWh/t)

Natural gas total 
consumption (MWh)

Fuel relative 
consumption (l/t)

Fuel total 
consumption (l)

0.676
0.655

8.470

8.923

-5.08%

7.07%

In order to reduce diesel 
consumption, we are expanding 
the proportion of less polluting 
vehicles in our commercial fleet: 
we have four electric cars in 
Madrid and one in Seville.
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This increase is therefore also seen when analysing con-
sumption at the Gandia and Villalonga plants.

Evolution of natural gas 
consumption at our Gandia 
and Villalonga plants

2019 2020

156,378 176,390

Average consumption (MWh/t)

Total 
production (t)

Net

Cogeneration

104,398 117,480TOTAL

117,724 13,326 14,118

2021

192,044

149,809

132,415

17,394131,598

2018

145,323

100,809

111,561 10,752

0.668
0.689

0.666
0.694
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3.3. We take 
care of natural 
resources

In line with our Environmental Management 
System, optimised use of natural resources 
is a priority for our activity to be respectful 
of the environment and the natural cycles 
of regeneration.

Responsible water consumption 

Since 2015, we have been working on applying measures 
that will help us reduce water consumption at our production 
plants. These measures are proving to be effective, as shown by 
data regarding a 6.8% reduction in relative water consump-
tion throughout the company in 2021 compared to 2020.

We also work with authorised wells; we use their water to 
clean the facilities and for the cooling systems of some of 
the equipment.

* This data includes all Vicky Foods companies, including international ones.

** The data has been recalculated after detecting some deviations from what was reported in 2020.

Consumption is given in cubic metres since it is the leading measure used in management control of the 
company's costs.

Vicky Foods' aggregate 
water consumption*

-1.09%

2.53%

Variation

2020**

62,723

2021

294,790 62,040287,510

1.79

1.92

1.88%

-6.81%
Consumption (m3/t)

Public net (m3)

Well (m3)

356,830TOTAL (m3) 350,233



ESG REPORT 2021 56

2021 at a glance Vicky Foods Environmental Social Governance Horizon 2022 Appendices

By considering consumption at the Gandia and Vi-
llalonga plants, we also see a significant reduction in 
relative terms, as well as in the total volume.

En 2021 hemos 
logrado 
reducir en un 
8,2% nuestro 
consumo 
de agua por 
tonelada 
producida en 
las plantas 
de Gandia y 
Villalonga.

Water consumption 
in the Gandia and 
Villalonga plants

2019 2020

156,378 176,390

Average consumption (m3/t)

Total 
production (t)

Public net (m3)

Well (m3)

276,668 305,096TOTAL (m3)

247,029 29,639 37,377

2021

192,044

270,187

304,887

34,700267,719

2018

145,323

279,451

235,420 44,031

1.769

1.588

1.730

1.923

In 2021, we 
managed 
to reduce 
our water 
consumption 
per ton 
produced at 
the Gandia and 
Villalonga plants 
by 8.2%.
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Spain and Algeria's industrial production plants, as well 
as the laying hen farm, have water purification facilities 
to carry out the appropriate wastewater treatment befo-
re proceeding to discharge it into the network. Periodic 
analyses are carried out to verify that the quality of 
the discharged water complies with the parameters 
required by law.

Efficient consumption of raw materials

The main raw materials we use in our production systems 
are plastic and cardboard, which we use to package our 
products.

We are aware of the impact that these materials have 
on the natural environment and biodiversity. In 2021, we 
completed the project that we started in 2020 to replace 
conventional plastic containers with materials that are 
biodegradable in the soil for all Dulcesol® brand pro-
ducts. This way, up to 150 million bread and pastry packa-
ges no longer use conventional plastics.

Likewise, we're continuing to apply measures that allow 
us to lower the requirements for these materials in these 
containers. These measures are proving effective: in 2021, 
we reduced the relative consumption of cardboard by 
7.3% and plastic by 9.2% compared to 2020.

We have launched initiatives that aim to minimise the 
use of plastic packaging and increase its recycling. These 
include reducing the thickness of plastic sheets and the 
surface of packaging or using materials based on biode-
gradable polymers.

We save 
1,200 tons of 
conventional 
plastic thanks 
to our new 
biodegradable 
packaging.
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*This data includes all Vicky Foods companies, including international ones.

Vicky Foods' aggregate 
consumption of packa-
ging materials (card-
board and plastic)*

-7.31%

-6.79%

Variation

2020

2,355

2021

18,344

-0.72%

1.34%

3,425Total plastic (t) 3,450

664 431

Relative cardboard (t/t)

Total cardboard (t)

Relative plastic (t/t)

Total plastic (t)

PET (t)

Polyethylene (t)

PP (t)

2,19518,590 797 433

20.03%

0.46%

0.1008

0.0190

0.0934

0.0172



ESG REPORT 2021 59

2021 at a glance Vicky Foods Environmental Social Governance Horizon 2022 Appendices

Considering the data from our main 
plants in Gandia and Villalonga shows 
a reduction in the relative consump-
tion of plastics, especially in the case 
of PP and PET plastics, though there 
is an increase in polyethylene. This is 
because this material is used for sliced 
bread bags, and its production has 
increased with the creation of the new 
crustless sliced bread.

Plastic consumption 
at the Gandia and 
Villalonga plants

2019 2020

156,378 176,390

3,278 3,359TOTAL (t)

2021

192,044

3,196

2018

145,323

2,905

PP

Polyethylene

PET 

PP

2,200 350 355 2,520 2,355 2,044412 340 355346 664 797

PET

Polyethylene

Total

Plastic consumption (t)

Relative consumption (t/t)

0.0209

0.0166

0.01890.0199

0.0161

0.0026
0.0022

0.0151

0.0022

0.0018
0.0019

0.0024

0.0042

0.0037

0.0026
0.0024
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Cardboard consumption 
at the Gandia and 
Villalonga plants

2018 2019

145,323 156,378

Relative consumption (t/t)

Total 
production (t)

Cardboard consumption (t)

17,150 17,816TOTAL (t) 

2020

176.390

17,685

2021

192,044

17,895

As for cardboard at these two plants, we've also seen a 
decreasing trend in its use during recent years, assuming 
a relative consumption of 7% less in 2021 than in 2020.

Our cardboard 
containers are FSC 
(Forest Stewardship 
Council) certified, 
which guarantees 
that they come from 
forests managed in 
an environmentally 
appropriate, socially 
beneficial, and 
economically viable 
way.

0.1139

0.1002

0.0932

0.1180
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3.4. We're making 
progress in 
circular economy

Management based on 
waste reduction

One of the strategic pillars of our commitment 
to sustainability is the circular economy. This 
is because the generation and accumulation of 
waste is a serious environmental problem world-
wide due to the pollution it can cause in ecosys-
tems. Both non-hazardous and hazardous waste 
are generated by our activity.

The former is mainly urban waste, such as car-
dboard, plastic or wood, sewage sludge, scraps 
from facilities, waste from non-compliant pro-
ducts, and organic waste from our farm.

With regard to hazardous waste, empty contai-
ners of cleaning products and solvents used in 
marking containers are generated at our facili-
ties, as are waste inks and solvents produced in 
our packaging plant.

This waste must be managed properly to mi-
nimise its environmental impact. The process 
to do so starts at our own facilities, where we 
take the necessary measures to separate the 
different fractions and store them safely until 
they are collected by the proper managers. We 
also require these managers to certify that the 
collected waste will be managed according to the 
requirements set forth by regulations; we also 
carry out tests to monitor the volume produced 

and the effectiveness of the measures applied to 
reduce it.

It should be noted that we use the waste derived 
from the bread crust as a by-product for feeding 
the chickens at our farm; we are evaluating va-
rious options for the sewage sludge and chicken 
manure generated by laying hens to use these as 
a resource for energy production through energy 
recovery processes.

On the other hand, to minimise the production 
of waste, we also strive to optimise the design 
and use of raw materials, focusing on the princi-
ples of reducing, reusing, and recycling.
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We optimise production processes, as well as 
cleaning protocols and frequency.

We encourage separating waste fractions, 
both in production and at offices, by setting 
up different containers.

We recycle and valorise food by-products  
to enable their subsequent use. We therefore 
treat scraps from non-compliant bread as 
food for chickens on our farm, and other 
by-products are sent to authorised managers 
for subsequent recovery and sale as animal 
feed, as well.

We are continually keeping our team up-
to-date, especially as regards organic waste 
separation.

Measures to reduce 
waste generation
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By implementing these measures, we 
have maintained similar levels of waste 
generated at the company as a whole in 
2021, though we're continuing to work so 
that this volume continues to decrease in 
the coming years.

As for non-hazardous waste, the workpla-
ce that produces the most is the poultry 
farm, which generates 70% of the waste 
derived from the chicken coop.

The plastic film printing plant produces 
95% of hazardous waste due to the use of 
inks and solvents in its production process.

Aggregate waste 
generated by Vicky Foods 
companies*

2021

Total

Non-hazardous waste

Hazardous waste

Non-hazardous waste**

Hazardous waste***

19,762TOTAL (t)

19,477 285 

2020

17,826

17,631 195

* This data includes all Vicky Foods companies, including international ones.

** Urban waste (cardboard, plastic, wood), sewage sludge, scrap, waste products, and organic waste from laying hens.

*** Packaging from cleaning products and solvents used in marking packaging, waste inks and solvents generated at our pac-
kaging factory, or certain types of organic waste produced by the laying hens at our farms. 

1.04%

46.15%

Variation

10.47%

27.27%

10.86%

Relative consumption (t/t)

0.0993
0.0980

0.0979 

0.0014 

0.0969

0.0011

1.32%
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At our Gandia and Villalonga plants, a slight 
increase of 5.3% in the waste generated per 
ton produced was seen due to a greater 
volume of sewage sludge, oils, and scrap; the 
latter was the result of one-time removals 
of the remains of disused machinery and 
obsolete parts. However, a positive trend can 
be seen in terms of the volume of paper and 
cardboard and plastic waste generated: since 
2018, the relative rate has been decreasing in 
both cases.

At our Gandia and Villalonga 
plants, we reduced the relative 
volume of plastic waste by 
4.6%, as well as that of paper 
and cardboard by 9.6% in 2021 
compared to 2020.

Non-hazardous 
waste generated 
at the Gandia and 
Villalonga plants  

2019 2020

156,378 176,390

3,709 3,581TOTAL (t)

2021

192,044

4,105

2018

145,323

3,588

Plastic

Oil

Scrap

Paper and cardboard

EDAR sludge

Generated waste (t)

Relative consumption (t/t)

2,
12

2

87
9

32
7

10
8

27
3

1,9
15

91
9

33
3

12
4

29
7

1,8
03

99
4

36
0

78 34
6

2,
03

5

97
8

37
4

90 62
8

Plastic

Oil

Scrap

Paper and cardboard

EDAR sludge

Total

0.0247

0.02030.0203

0.0247

0.0136

0.0106
0.0132

0.0102

0.0056

0.0021

0.0007

0.0017

0.0063

0.0023

0.0009

0.0020

0.0056

0.0020

0.0004

0.0020

0.0051

0.0019

0.0005

0.0033
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We're minimising food waste

One of the food industry's biggest challenges is preventing food 
waste from occurring, both during the manufacturing process (in the 
form of waste) and along the value chain. 

At Vicky Foods, we're continuously working to improve our proces-
ses with the aim of preventing such losses from being generated, 
either as defective raw materials or as non-conforming products or 
dough. If they do arise, we take advantage of these losses to feed 
the laying hens at our farm and to sell them in the form of feed for 
other animals.

The most significant portion of losses occurs as a result of the 
manufacture of crustless bread. Therefore, the percentage of waste 
increased in 2021 due to the commissioning of our new crustless 
bread production line in Villalonga.

* This data includes all Vicky Foods companies, including international ones.

Aggregate losses at 
Vicky Foods*

28.45%

-20.53%

Variation2020

1,072

2021

21,065 1,22517,390

23.15%

% over total production

Producing companies (t)

Rest (t)

22,290TOTAL (t) 18,462

10.1% 11.2% 10.89%

Circular economy is a key aspect of our 
business model, which allows us to reduce 
food waste by taking advantage of waste as 
by-products for animal feed.
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3.5. Committed to 
animal welfare

We produce the eggs we need to make 
our recipes at our farm. The farm has a 
maximum capacity of 535,000 laying hens, 
135,000 of which are cage-free at two of our 
bays (we do not have combined systems).

These facilities are located in industrial areas, so they do 
not pose a threat to the biodiversity of nearby areas.

We're striving to continue working on improving the 
welfare of our chickens.



Social

4

We take care of the society where we carry 
out our activity from three points of view: 
our team, the communities and territories 
where we operate, and the agents along our 
value chain.
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4.1. We have a 
committed team

People are and have always been at the 
heart of everything we do. At Vicky Foods, 
we have 2,650 professionals engaged in our 
company's responsibility and success.

Therefore, we focus much of our efforts on attracting 
and retaining the best talent through our Talent Ma-
nagement Policy. This way, we can rely on a commi-
tted team that contributes to the company's mission, 
deeply committing to equal opportunities, training and 
development for individuals, and work-life balance, in 
addition to ensuring their health and safety at work. 

This effort allows us to have an established workforce, 
which has increased by 2.9% in 2021 compared to 2020.

Our priorities in 
talent management 
are focused on 
ensuring the 
quality of work 
life and each 
individual's self-
actualisation, as 
well as encouraging 
them to stay with 
us until the end of 
their professional 
life by designing 
jobs that make 
them attractive 
and desirable.
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The data contained in the tables below was all obtained from 
the computerised databases managed by the human resources 
area of the group's companies, including international ones, 
and they correspond to the number of people employed as of 
December 31, at the end of each of the financial years.

2,319

2,240

Spain

1,408 men

911 women

Spain

1,404 men

836 women

Algeria

200 men

90 women

Algeria

182 men

118 women

France

20 men

7 women

France

19 men

5 women

Morocco

1 men

Morocco

1 men

United Kingdom

11 men

2 women

United Kingdom

9 men

2 women

2021

2020

290

300

27

24

1

1

13

11

2,576

2020
1,615 men

961 women

2021
1,640 men

1,010 women

2,650
Women

Men
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BREAKDOWN AS OF 12/31/2021

Typology

A tiempo completo Part time Total

Men Women Total Men Women Total Men Women Total

Undefined 1,294 690 1,984 15 112 127 1,309 802 2,111

Temporary 312 195 507 19 13 32 331 208 539

Total 1,606 885 2,491 34 125 159 1,640 1.010 2,650

BREAKDOWN AS OF 12/31/2021

 Typology

Full time Part time Total

Men Women Total Men Women Total Men Women Total

Undefined 1,361 702 2,063 10 105 115 1,371 807 2,178

Temporary 222 145 367 22 9 31 244 154 398

Total 1,583 847 2,430 32 114 146 1,615 961 2,576

Plan LIFE 

Since 2020, our LIFE (Leadership, Involve-
ment, Training, and Focus) Plan has been 
underway. It reflects Vicky Foods' culture of 
achieving our team's well-being, their personal 
and professional growth, and their participa-
tion and commitment.

Total number and distribution of types of employment contracts
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Opportunities for all

At Vicky Foods, we have a diverse, inclusive team, 
and we promote the equality of all people and value 
their professionalism and abilities, regardless of their 
personal characteristics.

The age ranges for presenting data by age groups 
were set at 30 and 45 since this is the criterion used 
at our organisation in the processes related to people 
management.

DISTRIBUTION OF EMPLOYEES BY GENDER, AGE, AND PROFESSIONAL CLASSIFICATION

2021 2020

Professional Category

 Men  Women Total  Men  Women  Total

Senior Management 0.45% 0.04% 0.49% 0.47% 0.04% 0.50%

Management, engineers, and 
degree holders  

1.74% 0.42% 2.15% 1.98% 0.54% 2.52%

Technical engineers and diploma 
holders

1.17% 0.15% 1.32% 1.20% 0.12% 1.32%

Department heads and managers 4.87% 2.26% 7.13% 4.85% 1.90% 6.75%

First and second level skilled 
workers

9.21% 20.42% 29.62% 9.01% 22.13% 31.13%

Assistants and junior staff 44.45% 14.83% 59.28% 45.19% 12.58% 57.76%

Total 61.89% 38.11% 100.00% 62.69% 37.31% 100.00%

Age

 Men  Women Total  Men  Women Total

Under 30 years 10.23% 4.23% 14.45% 10.44% 3.45% 13.90%

Between 30 and 45 years 28.04% 18.08% 46.11% 28.80% 19.14% 47.94%

Over 45 years 23.62% 15.81% 39.43% 23.45% 14.71% 38.16%

Total 61.89% 38.11% 100.00% 62.69% 37.31% 100.00%
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Our Talent Management Policy includes equal oppor-
tunities measures for those with functional diversity. 
In this regard, we cover the 2% reserve for staff indi-
cated by the General Disability Law through partners-
hips with organisations such as the Safor Association 
for the Mentally Handicapped (ASMISAF). We work 
with these organisations to professionally integrate 
individuals with disabilities in accordance with the 
corporate culture of generating the greatest possible 
social impact by offering disadvantaged groups oppor-
tunities for integration and personal and professional 
development. We also promote spreading accessibility 
measures at all of our plants and buildings.

At our companies Juan y Juan Industrial and Dulce-
sa, we also have Equality Plans. Through these, we 
develop the application measures and procedures in 
different areas to contribute to achieving the objecti-
ves set.

Our Protocol for Acting in the Case of Harassment 
defines a set of reporting procedures that ensure the 
victim's protection. We update this protocol annually 
to adapt to the current social reality and regulations.

Defining our Equality Plans

ObjectivesAreas of action

• Gender equality regarding opportunities for 
access to employment, professional develop-
ment, remuneration, and working conditions; 
Equality Commission regulation; and paying 
special attention to women who are victims of 
gender violence.

• Increase in the presence of women in the diffe-
rent areas, groups, and positions where they are 
least represented.

• Preventing harassment, as well as developing 
protocols and action measures.

• Raising awareness about equal opportunities 
through communication actions and social 
dialogue.

• Work, social, and family life balance.

• Access to employment.

• Fair and equitable remuneration.

• Professional classification, promotion, and 
training.

• Occupational health and safety.

• Non-sexist language and communication.
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Co-responsibility and work-life balance

In order for equal opportunities to flourish, we must 
promote co-responsibility in households. Our approach is 
based on facilitating work-life balance, including family 
and personal life. In this regard, we're taking the following 
measures:

• Flexible schedules for certain general service posi-
tions, including short days in the summer.

• 24-hour cafeteria service at our offices.

• Flexibility in adapting work shifts depending on each 
person's circumstances. 

• Autonomy in choosing vacation days.

In order to 
facilitate work-
life balance, we 
at Vicky Foods 
organise sites 
with different 
themes (robotics 
and music) during 
non-school 
periods, where 
the children of 
those on our team 
can participate.

This commitment to equality is also reflected in 
remuneration management to offer fair remune-
ration without distinction between jobs and tasks 
performed. Thus, our remuneration system is ad-
justed in accordance with the collective agreements 
applicable to each of Vicky Foods' companies and 
work centres.

Remuneration is generally based on objective cri-
teria, consisting of a base salary plus an agreement 
and salary supplements, which vary depending on 
certain circumstances:

• Individual circumstances: stemming from 
every professional's situation.

• Positions: perceived by characteristics of the po-
sition itself or by how the activity is carried out.

• Quality or quantity of work: motivated by 
better quality or quantity of the work perfor-
med, as well as by the situation or results of the 
functional area or the company in general.
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We are in conversation with our people

Collective bargaining, as well as the effective right of labour 
association, are two key aspects in Vicky Foods' success. Ha-
ving excellent relationships with our team and promoting 
a systematic, organised dialogue with its representatives is 
essential for ethical, responsible, and diligent performance, 
which is highly necessary to achieve a committed, productive, 
competitive workforce.

Therefore, aside from the different communication and 
information channels we have with staff, we at Vicky Foods 
hold continual, systematic dialogue with the legal represen-
tatives of employees, where they are informed of, consulted 
about, and negotiated with regarding certain decisions.

For this purpose, we have more than 50 employees who carry 
out various roles in employee representation, as well as 4 
works committees that assume this function.

We've also extended the requirement of social dialogue, free-
dom of association, and negotiation to our supply chain. Our 
Responsible Purchasing Policy requires approved suppliers 
to prevent irresponsible practices related to freedom of 
affiliation and effective recognition of the right to collective 
bargaining, among other things.
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Training for professional development 

The importance we attach to the growth of our team is 
evident in the fact that we update our Training Plan 
annually. This way, we adapt it to the requirements of 
each position and the circumstances of the industry and 
the market.

Throughout 2021, we have made an effort to return to the 
pre-pandemic training indicators since this activity was 
one of the ones most affected by the safety measures. 

The training topics that have taken up more hours 
in the company's training programs are related to 
language learning, food safety and hygiene, and tech-
nological training. 

We have increased the 
training hours given in 
2021 by 5% compared to 
the previous year.

HOURS OF TRAINING AND PEOPLE TRAINED

2021 2020

Professional Category Hours People Hours People

Senior Management 632 7 513 9

Management, engineers, and degree 
holders  

881 25 1,755 36

Technical engineers and diploma holders 542 19 156 8

Department heads and managers 1,354 40 1,086 40

First- and second-level skilled workers 965 63 734 151

Assistants and junior staff 4,405 242 4,116 242

Total 8,779 396 8,360 486
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We work safely

At Vicky Foods, we have an Occupational Health, 
Safety, and Welfare Management System approved 
by management that applies to all the company's pro-
fessionals, as well as all our contractors, subcontrac-
tors, etc. This is rounded out with a manual where 
we identify and describe the field of activity of the 
group's different companies, as well as its objective 
and scope.

Likewise, establishing a Proprietary Prevention Servi-
ce is mandatory at the companies that are part of the 
group and have more than 500 employees, as is the 
case at Dulcesa, S.L.U. and Juan y Juan, S.L.U., where 
we have formed a Joint Prevention Service. At the 
remaining companies, we have third-party Prevention 
Services, coordinated by the aforementioned Joint 
Prevention Service.

Having this proprietary Prevention Service requires 
the companies for which it applies to pass a regulatory 
legal audit every four years, a requirement that is not 
mandatory at the other companies.

On the other hand, the Occupational Risk Prevention 
and Health Promotion Policy, which guarantees the 

health and safety of our team by making what is set 
forth in the previously mentioned Management Sys-
tem a reality, is based on the OHSAS 18001: 2007 stan-
dard, whose migration to the ISO 45001 standard was 
completed in 2021 for the Dulcesa, S.L.U. and Juan y 
Juan Industrial, S.L.U. industrial companies. However, 
we are also working under the same criteria required 
by this standard at the other companies.

This policy is available to all members of our team, 
as well as other stakeholders like customers, external 
companies, and the general public.

To ensure the health and safety of our employees, 
we must take the necessary measures to prevent any 
potential incidents. To this end, the first step is per-
forming a risk analysis to establish specific measures 
aimed at preventing them. 

We therefore have people in charge of evaluating 
these risks and planning the necessary preventive 
measures to mitigate them. These qualified profes-
sionals also carry out a follow-up on the evolution of 
the risks identified and the measures applied to track 
their effectiveness.
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Based on the risk assessments we carry out and 
considering the preventive objectives established, we 
prepare Preventive Activity Plans tailored to each 
company annually.

We also have a voluntary safety incident program to 
complement this information. Through it, employees 
can communicate any dangers or dangerous situations 
detected to us either by e-mail to the Department of 
Occupational Safety and Health or directly by phone if 
it is a matter of greater importance.

We also have an external complaints channel where 
employees can communicate anything they wish 
anonymously.

At workplaces with more than 50 employees and with 
prevention delegates, we have a Health and Safety 
Committee to facilitate our employees' consultation 
and participation in this regard. For centres without 
prevention delegates, we communicate relevant infor-
mation to our teams through bulletin boards; if em-
ployees want to make a contribution, they can contact 
the centre coordinator or send an e-mail to the address 
prevencion@vickyfoods.es. 

All these tools enable us to prevent accidents in our 
daily activities. However, they sometimes cannot be 
avoided and do occur. In these cases, we have a Gene-
ral Occupational Risk Prevention Procedure, which 
states that all occupational accidents, regardless of 
whether they result in a leave of absence or a workpla-
ce or occupational illness, must be reported. In addi-
tion, follow-up and an investigation of these events is 
carried out.

With all this information, we've carried out a statisti-
cal analysis that lets us know the effectiveness of the 
measures put in place and whether it is necessary to 
make new ones, as well as detecting possible sources 
of risk.

Among the data collected, the frequency and severity 
ratios of accidents, as well as those for absenteeism, 
are calculated in this report according to the same 
criteria that we use at the company for managing and 
monitoring occupational accidents:

Criteria

• The accident frequency index reflects 
the number of accidents with leave, 
including those that occurred "in itinere" 
(13 in 2021), per 1,000 people of the average 
workforce.

• The accident severity index shows the 
average number of days lost for each 
accident with leave, including those that 
occurred "in itinere."

• The absenteeism index shows the pro-
portion of hours lost due to work leaves 
due to accidents, occupational diseases, 
and common contingencies over the total 
hours worked.

mailto:prevencion%40vickyfoods.es?subject=
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The data in the tables on occupational accidents and 
absenteeism correspond to the information provided by 
the workplace insurance company regarding national 
companies, which employ 87.5% of the workforce. The 
data corresponding to foreign companies is not included, 
as no consolidated homogeneous information is available.

In analysing the accident data, an increase in the fre-
quency of accidents can be seen, though their severity 
has lowered by 13.3% compared to 2020. However, we're 
continuing to work on applying measures to minimi-
se these indicators because our team's safety is Vicky 
Foods' top priority.

4,203
79

37.1

45.2

4,665
106

51.2

39.2

Days lost per 
accident 

Accidents 
with leave

Accident 
frequency index

Accident 
severity index

2020 2021

Frequency of accidents
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Like the previous financial year, 2021 has 
continued to be shaped by the effects of the 
pandemic, which has also had a significant 
impact on Vicky Foods' activities, changing 
the company's normal functioning at all 
levels: commercial, productive, and organisa-
tional. This has led to an increase in indica-
tors related to absenteeism.

Therefore, we also pay special attention to 
promoting health among our teams. Thus, 
all newly admitted professionals must un-
dergo a medical examination, a test available 
every year for the entire workforce, as must 
those who are changing positions or have 
had a period of more than three months of 
inactivity at work due to health reasons.

These tests are carried out by the Health 
Surveillance Services, a third-party preven-
tion service that is responsible for evalua-
ting the health status of our employees.

Indicators related to absenteeism

5.61%

5.01%

Percentage of 
absenteeism

2020 2021

24,703
197,624

28,967 231,736

Number of days 
of absenteeism

Number of hours 
of absenteeism

We have 
renewed our 
AENOR Healthy 
Organisation 
Management 
System (SIGOS) 
certification, 
which we have 
had since 2019.
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In 2021, we also launched these measures to 
promote our people's health:

• We've expanded the selection of healthy 
products in our cafeterias and vending 
machines with a healthy daily menu.

• We're keeping the COVID-19 Crisis Com-
mittee created in 2020 active to ensure 
health in our working environment to 
fight infections.

• We've adapted workspaces and shifts 
to ensure safety measures, and we've 
adopted teleworking in situations where 
it is possible.

• We offer psychological and emotional 
support for all our staff.

Measures against sedentary lifestyles

• We’ve raffled off a check for use at a sports shop 
among the people on our teams. It involved proposing 
a slogan about occupational safety, which we subse-
quently used to create a collection of coffee mugs with 
the phrases chosen.

• We encourage exercising and healthy living habits 
among our staff.

• We've designed cycling equipment for our professio-
nals who love this sport.

• We’ve conducted an internal sweepstakes for numbers 
to participate in different races in the area, such as 
the Valencia Marathon or the Gandia Half Marathon, 
among others.

• We've set up high tables in offices to offer different 
workspaces.

• We hold thematic months in the field of 
health and safety. To promote 'occupational 
safety month,' we made a video with our 
professionals using PPE.

• We carry out first-aid training and training 
for other issues related to occupational safety 
and well-being.

• We carry out workshops on myths and mis-
takes in nutrition, postural correction, tendini-
tis at work, energy and happiness, and more.

• We offer training on ergonomics and load 
handling risks, as well as preventing back 
pain.

• We make posters and awareness videos about 
using tobacco.

We won the company award again for 
the most people registered at the "Cursa 
de les empreses de la Safor-ESIC," in 
addition to obtaining numerous awards 
in different categories. 
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4.2. We're growing 
alongside our 
communities

Due to our family background that has been tied to the 
communities of Villalonga and Gandia from the begin-
ning, we take special care of the impact generated by the 
activities we carry out in the regions where we operate, in 
addition to actively seeking to revitalise their economies.

In this regard, we prioritise hiring people who live in 
nearby areas, both for reasons of our staff's work-life ba-
lance and loyalty, as well as environmental and economic 
factors, to minimise people's commutes and, therefore, the 
associated emissions.

The criteria for hiring suppliers also includes geographical 
proximity, which is one of high importance, provided that 
the quality of the service and/or products is guaranteed.

We support those who 
help out

In 2021, we collaborated on 
developing various solidarity 
projects for third parties, mainly 
those dedicated to promoting 
exercise and health, as well as 
research. We invested a total of 
€241,128 for this purpose. 

In addition, we promoted our 
own social action projects of 
particular note is the donation of 
452,150 kg of food for food banks, 
charities, and homeless shelters. 
These organisations work to 
alleviate basic food needs among 
those in vulnerable situations.
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Vicky Foods Foundation

In August 2020, we established the Vicky Foods Foun-
dation, an entity created with the purpose of structu-
ring our organisation's social action and guiding it to 
respond to our stakeholders' expectations.

The founding purposes are to disseminate culture and 
support exercise; promote innovation, entrepreneurs-
hip, training, and learning; and carry out activities ai-
med at promoting healthy lifestyle habits. Donations 
aimed at meeting the food needs of those in need and 
fighting food waste round out the institution's range 
of founding purposes.

In the last quarter of 2020, one of the activities the 
Foundation took on was managing collaboration 
agreements with universities, educational centres, as-
sociations, and public and private entities that were 
associated with different companies of the group; 
it also worked with the Palau de Les Arts "Reina 
Sofía" Foundation as part of its commitment to 
culture and the performing arts at such a difficult 
time for this sector.

Having laid its foundations, we managed to consoli-
date our Foundation in 2021, and the actions we've 

launched have gained greater prominence. Thus, with 
the support of the company, we have carried out the 
following actions from the Vicky Foods Foundation:

• Sponsoring of the Safor robotics championship.

• A nutrition and health research award.

• Publishing the book "A Sweet Story" by our CEO 
Rafael Juan.

• Publishing the catalogues for the 25th anniversary 
of the Espurna Foundation.

• Sponsoring the Vicky Foods Music Camp.

• Donating to a religious organisation.

• Donating to the Palau de les Arts Foundation.

• An educational robotics workshop.

• The Enhamed Enhamed conference on self-
improvement.

• The second "Solidarity Pallet" Christmas food 
donation campaign.

• Agreements with university chairs and 
foundations.
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We have also participated in a set of actions aimed at 
promoting quality education:

• Agreement with the UPV's ai2 Institute.

• UPV Chair of Business and Management Culture.

• UPV Innovation Chair.

• UV Chair of Business Culture.

• UV ADEIT University-Business Foundation.

• UV Economics Department Mentors Club.

The actions carried out by the Vicky Foods Founda-
tion are funded almost entirely by donations made by 
the companies the Dulcesa, S.L.U. group, Juan y Juan 
Industrial, S.L.U., and Vicky Foods Products, S.L.U.
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4.3. We support 
the creation of a 
sustainable value 
chain

The agents who are part of our supply and 
distribution chain are fundamental to de-
veloping quality products and getting them 
to our consumers in a way that respects the 
environment and people. 

We care for our 
relationships 
with these 
agents to ensure 
that they grow 
in excellence and 
their positive 
impact alongside 
Vicky Foods.
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6. Consumers

We work to listen to them 
and meet their demands 
with creative, innovative 
products that are heal-
thier, more responsible, 
and priced affordably.

Our value chain

1. Raw materials

Preferably local ma-
terials that meet the 
highest standards of 

quality and food safety 
(flours, cereals, eggs, oil, 

milk, sugar, etc.). 

2. Employees

2,650 professionals 
who make up our team.

5. Distribution

We optimise distribution 
routes to reach our con-
sumers efficiently, both 

through logistics platfor-
ms and our distributors.

3. Production

We have optimised 
processes to achieve effi-
ciency levels that allow 
our production centres 
to anticipate and meet 

demands in the shortest 
possible time.

7. Customers

We strive to build 
trusting relationships 

with our customers, 
and we listen to them 

to respond to their 
needs.

4. Packaging

We use technologies 
aimed at reducing waste 

and optimising both 
the quality and quanti-
ty of our packaging, in 

addition to committing to 
eco-design to care for the 

environment.

8. Communities

We are committed to 
the regions and socie-
ties where we operate, 
as our success depends 
directly on their pros-

perity. We generate 
wealth, promote local 
employment, protect 
the environment, and 
collaborate with the 
third sector to give 

back all that the com-
munity gives to us.
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With regard to suppliers, our quality and purchasing 
area establishes high evaluation and valuation stan-
dards to ensure the quality and food safety of the 
raw materials we require in preparing our products. 
To verify their compliance, we request a set of certi-
ficates and approvals that enable us to ensure that 
they align with our requirements.

We also carry out continuous monitoring of our 
suppliers, analysing the number of health alerts de-
tected, the results of analytical controls according to 
ITS001, returns of non-compliant merchandise, com-
plaints, any vulnerability in the raw material, and its 
impact on product quality. These aspects are mainly 
related to quality and food safety, but environmental 
aspects are also taken into account, as they can have 
a negative impact, as well. In this case, no suppliers 
with significant negative environmental impacts have 
been identified in these evaluations.

Suppliers that meet all requirements are approved; if 
they score less than 7 out of 10 in any of the evalua-
tions, the revocation of their approval is proposed. This 
evaluation therefore allows us to identify suppliers we 
have relationships with, whether it is necessary for any 

of them to apply corrective measures to continue in our 
system, or if any of them must be excluded.

In 2021, we evaluated 318 suppliers of raw and auxi-
liary materials compared to 221 in 2020; we obtained 
favourable results for all of them. No suppliers with 

potential or actual significant negative environmen-
tal impacts were identified.

We also create partnerships with various entities 
with which we contribute to achieve more ambitious 
goals in order to develop this sustainable value chain.

• AECOC

• AINIA

• Asociación Empresarios Safor

• ASEMAC

• ANDI

• APD

• Centro Tecnológico Conserva

• Asociación Valencia 
Empresarios

• Associació Ignasi Villalonga

• Calidalia

• Cámara Valencia

• Cercle Agroalimentari 
de la Comunitat Valenciana

• CEV

• FAES

• FEDACOVA

• ADEIT

• Fundación Aceite de Palma

• Fundación San Telmo

• Gremio panadería pastelería

• IVEFA

• Palau de les Arts

• Foro marcas renombradas

• AIMPLAS

• Círculo de Estudios 
sobre Innovación

• Universidad València

• Universidad Politécnica 
Valencia

The associations in which we are part of the management bodies:

Associations we belong to at Vicky Food



Governance

5

It is our priority to maintain our company's 
economic sustainability while upholding high 
ethical standards, guided by values such as 
transparency, respect for Human Rights, and 
caring for our consumers' health.
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One of our main strengths is the com-
pany's values, which every team member 
has in mind in their day-to-day work at 
Vicky Foods. These are reflected both in 
our Code of Ethics and Conduct, a public 
document that includes the general rules 
and principles that regulate the behaviour 
of both employees and those acting on be-
half of the company, as well as in our due 
diligence system.

Our Code of Ethics and Conduct includes both the 
attitudes that we reject due to their ethical implica-
tions and those that we want to promote, as well as 
the rights we strive to ensure.

5.1. We work 
ethically and 
responsibly

A code that encourages good behaviour

We reject

We recognise

We promote

• Child labour.

• Forced labour.

• Workplace harassment.

• Corruption.

• Conflicts of interest.

• The right to organise.

• Respect for diversity and 
equality.

• The right to privacy.

• Intellectual property.

• Internal promotion, training, 
and good working conditions.

• Health, hygiene, and occupa-
tional safety.

• Work-life balance and rest for 
the team.

• Diligence and care in the use 
of the company's assets.

• Responsible management of 
information.

• Working with the authorities.

• Relationships and carrying 
out work in different 
communities.

• Respect for the environment.

• Quality for consumers, 
customers, suppliers, and 
competition.

• Quality in advertising and 
marketing.

• Progress and continual im-
provement.
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Respect for the right to equa-
lity and non-discrimination 
cuts across all of our policies, 
procedures, and actions.

Universal rights

The responsibility we uphold for respecting the 
Universal Declaration of Human Rights extends to 
our suppliers regardless of where they carry out their 
activity, and this follows the guidelines of the United 
Nations General Assembly and the International La-
bour Organisation.

In addition, we never hire minors, and we only work with 
companies that can ensure scrupulous compliance with 
current legislation, human dignity, and fair remuneration 
for individuals.

Our 
Distribution 
Code of 
Conduct aims 
to extend 
Vicky Foods' 
standards 
of ethical 
behaviour 
to the entire 
value chain; 
we require all 
our suppliers' 
compliance 
with it.
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Similarly, to ensure the best working conditions 
for our team, we guarantee compliance with labour 
rights in terms of freedom of association and workers' 
representation.

An independent space for suggestions 
and reporting

As part of our Code, we make a specific communi-
cation channel that is managed by an independent 
third party available to the company's stakeholders. It 
is available to make inquiries, suggestions for impro-
vement, and complaints, if necessary, related to the 
ethical behaviour of Vicky Foods and those acting on 
our company's behalf. During the 2021 financial year, 
we received 3 complaints through this channel, none 
of which involved an offence or legal non-compliance.

Beyond compliance

Our due diligence system goes beyond 
the requirements of legal compliance. 
It is organised into different specific 
policies to prevent any risks of mo-
ney laundering, corruption, or bribery 
practices in our business activities and 
relationships.

In the field of capital management, we 
have implemented different practices 
to supervise payment control, banking 
operations, and the traceability of econo-
mic flow, in addition to preventing hiring 
entities located in tax havens.

Since 2016, we have had a criminal pre-
vention and compliance system, which 
is headed by our Compliance Officer. Its 
objective is preventing and significantly 
reducing the risk of crimes being commi-
tted in our business activities.



ESG REPORT 2021 91

2021 at a glance Vicky Foods Environmental Social Governance Horizon 2022 Appendices

Our top priority: consumers' health

Satisfying our customers and consumers is 
essential in our activity. In addition, we ensure 
that Vicky Foods products comply with the 
highest standards of hygiene, safety, and food 
quality at all times.

In this regard, we can highlight our interest in 
producing increasingly healthier products. The-
refore, a clear reduction in the use of sugars, fats, 
and oils in the raw materials we use can be seen.

We have reduced the use 
of fats and oils by 9.6%, as 
well as sugar by 10.9%, in 
preparing our products in 
2021 compared to 2020. * The data contained in this table corresponds to the consumption of the main raw materials at the production plants in Gandia, 

Villalonga, and Sig (Algeria).

** The data has been recalculated after detecting some deviations from what was reported in 2020.

Aggregate consumption of raw materials (t)* 2020** 2021
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Wheat 
flour

Oils and 
fats

Sugar Grains, 
seeds, and 

special 
flours

Milk and 
derivati-
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Eggs Carbohy-
drates and 

syrups

Creams 
and fillers

Cocoa and 
chocolates



ESG REPORT 2021 92

2021 at a glance Vicky Foods Environmental Social Governance Horizon 2022 Appendices

Quality control

To ensure the food quality 
and safety of all our pro-
ducts, we work on processes 
defined according to the Qua-
lity Management System 
certified with ISO 9001:2015, 
which entails a set of exhaus-
tive controls throughout all 
phases of production:

Product development 
planning Purchasing

Validation of 
production processes

Identification and 
traceability

Product 
preservation

Controls for 
monitoring and 

measuring devices

We establish the regulatory food 
requirements and customer specifica-
tions in the design and development 
process. At those points, we carry out 
verification, validation, monitoring, 
inspection, and testing activities.

We implement mechanisms to ensure 
that the raw and auxiliary materials 
meet the required specifications.

We periodically validate the produc-
tion processes and implement the 
necessary corrective actions to adjust 
any detected deviations.

We implement mechanisms that ena-
ble the traceability of each batch so 
that all the elements involved in the 
production can be identified. This also 
includes the traceability of the supply 
chain, which makes it possible to loca-
te the products from their dispatch to 
going on display at points of sale. 

We implement the necessary mea-
sures so that the final consumer can 
fully appreciate the organoleptic 
properties (identification, handling, 
packaging, storage, and protection) of 
our products. To this end, we store raw 
and auxiliary materials in different 
rooms or chambers according to the 
environmental features they require 
and establish basic rules for handling. 
The finished product is also stored out 
of sunlight and is protected from the 
elements in automated warehouses, 
which ensures proper rotation.

We implement the necessary measu-
res to demonstrate the product's con-
formity and establish the necessary 
actions to identify possible non-con-
formities.
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We also have our own customer and consumer service 
channels to receive and respond to their inquiries, 
complaints, suggestions, or reports. 

In 2021, we 
detected a 
6.6% reduction 
in claims per 
ton produced 
received 
through our 
customer 
service 
channels; of 
particular note 
is the 21.1% 
decrease in 
quality-related 
claims. 

CLAIMS RECEIVED

TYPE 2021 2020

Total quality claims 1,161 1,346

Quality claims per t produced 0.0058 0.0074

Total transportation claims 1,623 1,380

Transport claims by t produced 0.0082 0.0076

Total 2,784 2,726

Total per t produced 0.0140 0.0150
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Regarding these complaints and claims, those rela-
ted to the information contained on the package, 
labelling, and product characteristics are the ones 
that allow us to monitor the evolution of our mate-
rial affairs corresponding to consumer information, 
responsible consumption and nutrition, and respon-
sible marketing. This is because they are the ones 
that are directly related to the rigour and veracity of 
the consumer information, the statements made on 
the packaging and the nutritional characteristics of 
the products.

In this regard, we received a total of 512 complaints 
in 2021, compared to 536 in 2020. This is a decrease of 
4.5%, which is in line with our goal of progressively 
reducing this indicator every year.

To facilitate relaying these complaints and claims, 
all our packages offer information on the different 
communication channels that can be used to send 
them, either by phone, e-mail, our corporate websites, 
or social media. These messages are processed by the 
Quality department, which is in charge of analysing 
them and responding to the consumer or customer.

Complaints, suggestions, and reports collected 
through the available consumer service channels 

are incorporated into our continuous improvement 
system according to the ISO 9001:2015 standard to 
investigate, correct, and prevent future incidents.

All of this is focused on achieving our customers and 
consumers' highest satisfaction. This is what drives 
us to keep improving and innovating so that they can 
enjoy our products at their best and help us know 
what we are doing well and what we can improve.

Achieving our 
customers' 
highest 
satisfaction 
is one of our 
priorities.
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5.2. We are 
transparent Vicky Foods' highest governing body is the 

Advisory Board, which is made up of the 
company's shareholders and external advisors 
who offer their vision from their respective 
professional fields. The Advisory Council is 
the body that's responsible for making strate-
gic decisions in economic, environmental, and 
social matters. Executive decisions are made 
by the Management Committee, which con-
sists of the heads of the company's different 
functional areas. The CEO acts as a liaison 
between the Advisory Board and the Manage-
ment Committee. 

Executive decisions in economic, environ-
mental, and social matters are made by the 
financial area, the area for corporate social res-
ponsibility, and human resources, respectively. 
The heads of these areas report directly to the 
CEO and eventually to the Advisory Board.

The Management Committee meets every two 
weeks, and the Advisory Board meets mon-
thly. At these meetings, the company's main 
management indicators are evaluated; among 
these, the economic, environmental, and social 
indicators stand out.

Advisory Board Functional structure

Shareholders

External advisors

Industrial organization

Responsible

Intermediate technicians

Operators of the different 
functional areas

CEO

Management committee

Talent management

Maintenance and projects

Information management
and new technologies

External relations 
and CSR

Logistics

Commercial 
and marketing

Commercial delegations

Provisioning and 
management control

Administration 
and finance

Quality and R+D+i

Multidisciplinary work teams

Functional organisation chart for Vicky Foods
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We believe that Vicky Foods' achieve-
ments are possible thanks to coo-
peration from all our stakeholders 
(employees, suppliers, customers, con-
sumers, regulators, local communities, 
media and industry associations, and 
others). With this conviction, we strive 
to maintain a smooth relationship 
with all of them and offer them the 
information they need to make the 
best decisions at all times.

In accordance with the provisions of 
the Code of Ethics, we have a protocol 
for managing conflicts of interest to 
prevent and, where appropriate, ensu-
re adequate treatment of any conflicts 
of interest in accordance with the 
corporate integrity framework. In the 
2021 financial year, this protocol has 
not been activated.

Through our social 
media profiles, 
we share how we 
are progressing 
in sustainability 
at Vicky Foods, 
in addition to 
receiving useful 
information from 
our environment 
about how our 
stakeholders 
perceive us.

Open to conversation

We have various channels and spaces for communicating with our 
stakeholders:

• Annual Meeting

• Internal communication

 » We listen to our staff, for this 
purpose, we have an internal 
social network that reaches 
more than a thousand people. 
Through it, we share com-
pany news, trainings, talks, 
internal sweepstakes, and 
social, recreational, cultural, 
and sports activities, etc. 

 » Social dialogue. This is a 
systematic process that we 
carry out with the workers' 
representatives.

• Corporate profiles on social media:

 » 1.9 million followers on all our 
social profiles.

 » 2,064,000 impressions reached 
in 2021.

• Corporate websites:
 » More than 1,600,000 visits to 

our websites.

• Presence in the media:

 » More than 1,700 appearances.

 » More than 190 million people 
reached.

• Visits to our plants.

• Participation in events: confe-
rences, round tables, debates, and 
exhibitions, among others.

• Consumer service channels:

 » Accessible and available to all 
our customers and consumers.

 » They manage inquiries, 
complaints, suggestions, or 
complaints that may arise in 
relation to our products. 
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As a food industry, we also have a responsibility to be 
transparent in the information reported about our 
products. Consumers are increasingly aware of healthy 
eating and care about what they are consuming, so they 
demand information about the ingredients and nutritio-
nal information regarding the products they purchase.

This is why we include the list of ingredients and their 
nutritional profile in our product labelling. We strive to 
convey this in an honest, simple, and understandable 
way for the entire population.

Consumers have this information available to them 
in a way that is thorough, clear, and accessible on our 
brand websites.

Offering this information is therefore fundamental to 
promoting health among our consumers, an aspect that 
we strengthen by promoting responsible eating and 
consumption of our products. To this end, our labelling 
includes the information previously indicated as well as 
the recommended frequency and mode of consumption.

From our social media accounts and other channels for 
communication with our consumers, we share messa-
ges focused on promoting responsible consumption of 
our products, in line with our commitment to promo-
ting healthier lifestyles.

In this regard, responsible marketing takes on special 
relevance to ensure honest, truthful communication. 
To do this, we follow strict standards as the basis for 
each post we make; at all times, we strive to offer infor-
mation transparently.

We pay special attention to advertising aimed at the 
youngest generations. We therefore follow the instruc-
tions established according to the PAOS Code, which 
we adhere to in order to avoid any messages that exert 
advertising pressure on minors. 

In addition, for our products with biodegradable packa-
ging, we indicate this and provide the consumer with 
information on where to deposit that packaging once its 
useful life is over.

We provide information for responsible consumption
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5.3. We seek an 
economic-financial 
balance

We share the wealth we generate

The economic value generated by Vicky Foods during 
the 2021 financial year reached €407,074,000, which 
means a growth of 7.6% over the €378,270,000 genera-
ted for the 2020 financial year.

DISTRIBUTED ECONOMIC VALUE 
(thousands of euros)

2021 2020

Payment to companies and 
suppliers and creditors

293,046 258,129

Payments 57,271 57,802

Payment to capital providers 1,367 1,067

Tax payments 17,884 21,816

Investments in the community 241 271



Horizon 2022

6

The current global context, one of the various 
crises linked in part to the war affecting Ukra-
ine as well as to the effects of climate change 
that we're already experiencing, is giving rise 
to moments of uncertainty. This makes having 
a solid sustainability strategy even more rele-
vant; this allows us at Vicky Foods to continue 
to be resilient in the face of the global challen-
ges of our society.
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Our purpose 
is to continue 
feeding the 
families of today 
and tomorrow, 
guaranteeing 
quality, thinking 
about health, and 
caring for the 
environment.

1. Zero Waste

Our objective in the environmental 
area is to ensure that all the waste 
generated in our activity is properly 
managed.

Our fundamental pillars of action in 2022

2. More circular economy

We're continuing to strengthen our 
commitment to the principles of 
circular economy with the aim of 
making the most of the material 
resources we have, extending the 
lifecycle of our products.

3. We're working together for a 
better society

We support the volunteer initiati-
ves that our teams are involved in 
supporting societal progress and the 
good of all.

4. Towards zero poverty

Starting from our commitment to 
healthy eating, we're working to con-
tribute so that the most vulnerable 
groups can have a dignified life.

5. We support education, 
sports, culture, and 
entrepreneurship

We believe that a better world is possi-
ble if we all focus on solving society's 
problems with solidarity and initiative.

6. We grow outward

We are continuing to make progress 
in our strategy of opening up to 
foreign markets such as France and 
Algeria, where we are expanding our 
production capacity with a new crois-
sant manufacturing line.

    Social         Governance        Environmental
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7.1. GRI Table

GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

GRI 101 FOUNDATION (2016) About this report 3-8

GRI 102 GENERAL DISCLOSURES (2016)

1. Organizational profile

102-1 Name of the organization Vicky Foods –

102-2 Activities, brands, products, and services 2.1. Our story 23-29

102-3 Location of headquarters 2.1. Our story 20

102-4 Location of operations 2.1. Our story 26-28

102-5 Ownership and legal form Vicky Foods Products S.L.U. –

102-6 Markets served 2.1. Our story 24

102-7 Scale of the organization 2.1. Our story 26-28

102-8 Information on employees and other workers 4.1. We have a committed team 68-71
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

102-9 Supply chain 4.3. We support the creation of a sustainable value chain 84-86

102-10 Significant changes to the organization and its supply chain There has been no significant change –

102-11 Precautionary Principle or approach 5.1. We work ethically and responsibly 88-90

102-12 External initiatives

About this report 
2.3. A company with sustainable roots
2.4. Innovation as our backbone
5.2. We are transparent

3; 37; 38-39; 97

102-13 Membership of associations 4.3. We support the creation of a sustainable value chain 86

2. Estrategy

102-14 Statement from senior decision-maker Letter from the CEO 9-10

102-15 Key impacts, risks, and opportunities 2.2. We listen to our stakeholders 32-35

3. Ethics and integrity

102-16 Values, principles, standards, and norms of behavior
2.1. Our story
5.1. We work ethically and responsibly

21-22; 88-90

102-17 Mechanisms for advice and concerns about ethics 5.1. We work ethically and responsibly 88-90

4. Governance

102-18 Governance structure 5.2. We are transparent 95



ESG REPORT 2021 104

2021 at a glance Vicky Foods Environmental Social Governance Horizon 2022 Appendices

GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

102-20 Executive-level responsibility for economic, environmental, and social 
topics

5.2. We are transparent 95

102-21 Consulting stakeholders on economic, environmental, and social topics
About this report 
2.2. We listen to our stakeholders

6-8; 32-34

102-23 Chair of the highest governance body Rafael Juan Fernández, CEO of Vicky Foods –

102-25 Conflicts of interest 5.2. We are transparent 96

102-27 Collective knowledge of highest governance body 5.2. We are transparent 95

102-28 Evaluating the highest governance body’s performance
It is evaluated indirectly through climate surveys, in which 
employees are asked about these topics: economic, environ-
mental and social.

–

102-31 Review of economic, environmental, and social topics 5.2. We are transparent 95

102-32 Highest governance body’s role in sustainability reporting About this report 3

5. Stakeholder engagement

102-40 List of stakeholder groups 2.2. We listen to our stakeholders 33

102-41 Collective bargaining agreements 4.1. We have a committed team 74

102-42 Identifying and selecting stakeholders 2.2. We listen to our stakeholders 32-33

102-43 Approach to stakeholder engagement
2.2. We listen to our stakeholders
5.2. We are transparent

32-33; 96
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

102-44 Key topics and concerns raised 2.2. We listen to our stakeholders 34

6. Reporting practice

102-45 Entities included in the consolidated financial statements About this report 4

102-46 Defining report content and topic Boundaries About this report 3-8

102-47 List of material topics About this report 7-8

102-48 Restatements of information About this report 5

102-49 Changes in reporting About this report 5

102-50 Reporting period About this report 4

102-51 Date of most recent report 2020 –

102-52 Reporting cycle Annual –

102-53 Contact point for questions regarding the report About this report 8

102-54 Claims of reporting in accordance with the GRI Standards About this report 3

102-55 GRI content index 7.1. GRI Table 102-1014

102-56 External assurance 7.2. Verification report 115-116
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

ETHICS AND COMPLIANCE

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 5.1. We work ethically and responsibly 88-89

103-2 The management approach and its components 5.1. We work ethically and responsibly 88-89

103-3 Evaluation of the management approach 5.1. We work ethically and responsibly 88-90

GRI 205 ANTI-CORRUPTION (2016)

205-2 Communication and training about anti-corruption policies and 
procedures

5.1. We work ethically and responsibly 88-90

205-3 Confirmed incidents of corruption and actions taken There has been no case of corruption. –

CLIMATE CHANGE

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 3.2. We're making progress in decarbonising our activity 48

103-2 The management approach and its components 3.2. We're making progress in decarbonising our activity 48

103-3 Evaluation of the management approach 3.2. We're making progress in decarbonising our activity 48-49

GRI 302 ENERGY (2016)

302-1 Energy consumption within the organization 3.2. We're making progress in decarbonising our activity 50-54
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

302-3 Energy intensity 3.2. We're making progress in decarbonising our activity 50-54

302-4 Reduction of energy consumption 3.2. We're making progress in decarbonising our activity 50-54

GRI 303 WATER AND EFFLUENTS (2018)

303-1 Interactions with water as a shared resource 3.3. We take care of natural resources 55-57

303-2 Management of water discharge-related impacts 3.1. Committed to our environment 55-57

303-3 Water withdrawal 3.3. We take care of natural resources 55-57

303-5 Water consumption 3.3. We take care of natural resources 55-57

GRI 305 EMISSIONS (2016)

305-1 Direct (Scope 1) GHG emissions 3.2. We're making progress in decarbonising our activity 49

305-2 Energy indirect (Scope 2) GHG emissions 3.2. We're making progress in decarbonising our activity 49

305-5 Reduction of GHG emissions 3.2. We're making progress in decarbonising our activity 49

SUSTAINABLE, EFFICIENT SUPPLY CHAIN

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 4.3. We support the creation of a sustainable value chain 84-86

103-2 The management approach and its components 4.3. We support the creation of a sustainable value chain 84-86
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

103-3 Evaluation of the management approach 4.3. We support the creation of a sustainable value chain 84-86

GRI 308 SUPPLIER ENVIRONMENTAL ASSESSMENT (2016)

308-2 Negative environmental impacts in the supply chain and actions taken 4.3. We support the creation of a sustainable value chain 86

HUMAN RIGHTS

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 5.1. We work ethically and responsibly 88-90

103-2 The management approach and its components 5.1. We work ethically and responsibly 88-90

103-3 Evaluation of the management approach 5.1. We work ethically and responsibly 88-90

GRI 403 OCCUPATIONAL HEALTH AND SAFETY (2018)

403-1 Occupational health and safety management system 4.1. We have a committed team 76-77

403-2 Hazard identification, risk assessment, and incident investigation 4.1. We have a committed team 76-78

403-4 Worker participation, consultation, and communication on occupational 
health and safety

4.1. We have a committed team 79-80

403-5 Worker training on occupational health and safety 4.1. We have a committed team 79-80

403-6 Promotion of worker health 4.1. We have a committed team 79-80
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

403-9 Work-related injuries 4.1. We have a committed team 78

GRI 404 TRAINING AND EDUCATION (2016)

404-2 Programs for upgrading employee skills and transition assistance 
programs

4.1. We have a committed team 75

GRI 405 DIVERSITY AND EQUAL OPPORTUNITY (2016)

405-1 Diversity of governance bodies and employees 4.1. We have a committed team 71

GRI 408 CHILD LABOR (2016)

408-1 Operations and suppliers at significant risk for incidents of child labor 5.1. We work ethically and responsibly 88

GRI 409 FORCED OR COMPULSORY LABOR (2016)

409-1 Operations and suppliers at significant risk for incidents of forced or 
compulsory labor

5.1. We work ethically and responsibly 88

FOOD SAFETY AND QUALITY

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 5.1. We work ethically and responsibly 91-93

103-2 The management approach and its components 5.1. We work ethically and responsibly 91-93

103-3 Evaluation of the management approach 5.1. We work ethically and responsibly 91-93



ESG REPORT 2021 110

2021 at a glance Vicky Foods Environmental Social Governance Horizon 2022 Appendices

GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

GRI 416 CUSTOMER HEALTH AND SAFETY (2016)

416-1 Assessment of the health and safety impacts of product and service cate-
gories

5.1. We work ethically and responsibly 93-94

416-2 Incidents of non-compliance concerning the health and safety impacts of 
products and services

5.1. We work ethically and responsibly 93-94

CONSUMER INFORMATION

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 5.2. We are transparent 97

103-2 The management approach and its components 5.2. We are transparent 97

103-3 Evaluation of the management approach 5.2. We are transparent 97

GRI 417 MARKETING AND LABELING (2016)

417-1 Requirements for product and service information and labeling 5.2. We are transparent 97

CONTRIBUTING TO THE COMMUNITY

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary
5.3. We seek an economic-financial balance
4.2. We're growing alongside our communities

81-83; 98
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

103-2 The management approach and its components
5.3. We seek an economic-financial balance
4.2. We're growing alongside our communities

81-83; 98

103-3 Evaluation of the management approach
5.3. We seek an economic-financial balance
4.2. We're growing alongside our communities

81-83; 98

GRI 201 ECONOMIC PERFORMANCE (2016)

201-1 Direct economic value generated and distributed 5.3. We seek an economic-financial balance 98

GRI 203 INDIRECT ECONOMIC IMPACTS (2016)

203-1 Infrastructure investments and services supported 1. 2021 at a glance 17

203-2 Significant indirect economic impacts 5.3. We seek an economic-financial balance 98

GRI 413 LOCAL COMMUNITIES (2016)

413-1 Operations with local community engagement, impact assessments, and 
development programs

4.2. We're growing alongside our communities 81-83

413-2 Operations with significant actual and potential negative impacts on local 
communities

4.2. We're growing alongside our communities 81-83

CIRCULAR ECONOMY

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary
3.3. We take care of natural resources
3.4. We're making progress in circular economy

57; 61, 65-66
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

103-2 The management approach and its components
3.3. We take care of natural resources
3.4. We're making progress in circular economy

57; 61, 65-66

103-3 Evaluation of the management approach
3.3. We take care of natural resources
3.4. We're making progress in circular economy

57; 61, 65-66

GRI 301 MATERIALS (2016)

301-1 Materials used by weight or volume 3.3. We take care of natural resources 58-60

GRI 306 WASTE (2020)

306-1 Waste generation and significant waste-related impacts 3.4. We're making progress in circular economy 63-65

306-2 Management of significant waste-related impacts 3.4. We're making progress in circular economy 63-65

306-3 Waste generated 3.4. We're making progress in circular economy 63-65

CUSTOMER SATISFACTION

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 5.1. We work ethically and responsibly 92-94

103-2 The management approach and its components 5.1. We work ethically and responsibly 92-94

103-3 Evaluation of the management approach 5.1. We work ethically and responsibly 92-94

 CUSTOMER SATISFACTION 5.1. We work ethically and responsibly 92-94
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

SUSTAINABLE INNOVATION

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 2.4. Innovation as our backbone 41

103-2 The management approach and its components 2.4. Innovation as our backbone 41

103-3 Evaluation of the management approach 2.4. Innovation as our backbone 41

 SUSTAINABLE INNOVATION 2.4. Innovation as our backbone 41

HEALTHY, SUSTAINABLE PRODUCT

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 2.4. Innovation as our backbone 38

103-2 The management approach and its components 2.4. Innovation as our backbone 38

103-3 Evaluation of the management approach 2.4. Innovation as our backbone 39-40

 HEALTHY, SUSTAINABLE PRODUCT 2.4. Innovation as our backbone 39-40

HEALTHY EATING AND RESPONSIBLE CONSUMPTION

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 5.2. We are transparent 97
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GRI STANDARDS CONTENT PARAGRAPH/DIRECT ANSWER PAGE NUMBER

103-2 The management approach and its components 5.2. We are transparent 97

103-3 Evaluation of the management approach 5.2. We are transparent 97

 HEALTHY EATING AND RESPONSIBLE CONSUMPTION 5.2. We are transparent 97

RESPONSIBLE MARKETING

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 5.2. We are transparent 97

103-2 The management approach and its components 5.2. We are transparent 97

103-3 Evaluation of the management approach 5.2. We are transparent 97

 RESPONSIBLE MARKETING 5.2. We are transparent 97

CONSUMER TRENDS

GRI 103 MANAGEMENT APPROACH (2016)

103-1 Explanation of the material topic and its Boundary 2.1. Our story 29-30

103-2 The management approach and its components 2.1. Our story 29-30

103-3 Evaluation of the management approach 2.1. Our story 29-30

 CONSUMER TRENDS 2.1. Our story 30-31
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7.2. Verification 
report
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