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Thanks to Ángela and Francisco, employee and “Boss” at the Mercadona supermarket in Pío XII Avenue (Valencia), for 
allowing us to use a photograph of them for the cover of the Annual Report.

If you satisfy “The Boss”, 
you get sales; they bring 
profits; and this leads 

to shared growth
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La Preparación Textil supermarket in Ripoll, Girona.
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OUR MOST 
SIGNIFICANT 
ACHIEVEMENTS IN 
2015 1,574

stores in 2015
60 opened and 30 refurbished

Present in 

17 
Autonomous Communities

400
novelties in the selection  

100 innovations developed with the 
“Bosses” (co-innovation)

5
million households shop  

at Mercadona

14.7% 
market share of total retail 

space in the organised 
distribution sector in Spain

“The Boss” The Employee

75,000
employees in long-term,  

quality jobs

1,000
new steady jobs

39
million euros invested in 

training

1,277 
euros/month gross starting 

salary for core staff
€1,109 net per month

277
million euros in variable 

incentive bonuses distributed 
among our workforce 
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20,831
million euros turnover 

(+3%) 

10,649
million kilos/litres (kilitres) 

sold (+5%)

651
million euros 
investment

611
million euros net profit 

(+12%) 

500
million euros devoted to 

reinvestment

Capital

15,393
million euros of purchases in 
Spain, over 85% of the total

125
integrated supplier-

manufacturers

525
million euros invested by 

integrated suppliers

67
new factories and  
production lines

2,000+ 
commercial and service suppliers

20,000+ 
small and medium enterprises 

(SMEs) and raw material 
producers

The Supplier

1,497
million euros in tax  

contributions

Economic impact of 
Mercadona’s value chain in Spain:

1.8%
of national GDP

19,500 million euros 

640,000 
direct, indirect and induced jobs

Collaboration with: 

100+
soup kitchens

55
food banks and other 

organisations

4,200
tonnes of food donated

Society

Les Valls d’Andorra Ave. supermarket in La Seu d’Urgell, Lleida.
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these months, in which we have found that “we cannot act 

without planning and we cannot plan without acting”. Because 

the more we know, the better we will be able to visualise the 

possibilities for improvement that will help us ensure that we 

work day by day to satisfy the needs of our components.

To do this, we must always commit ourselves to the fact that 

the only way sales and profits will come is by satisfying “The 

Boss”. Because if we can manage to turn excellence into a 

constant obsession and offer products that strictly comply 

with food safety standards, making innovation our priority 

and offering high quality and appeal at the lowest possible 

price, we will achieve excellent results.

Results like those the company achieved in 2015, a year in 

which sales showed 5% growth in volume, reaching 10,649 

million kilos/litres, and turnover increased by 3% over 2014, 

to €20,831 million.

For all of us who are part of Mercadona, 2015 was a year of 

deliberations, which will help us to move forward in this pro-

ject we share, aimed at satisfying the needs of our customers 

(“The Boss”, as we refer to them within the company) and 

of the other components of the Company (the Employee, 

the Supplier, Society and Capital).

We have laid the groundwork for the many challenges that 

lie ahead of us: from defining what having an effective 

selection will mean for each component of the company to 

making the digital transformation required to tackle the new 

technological demands, as well as implementing Mercadona’s 

Sustainable Agri-Food Chain (CASPOPDONA), to enable us 

to develop the productivity potential of the primary sector 

so as to contribute to improving the local areas where we 

operate, on the basis of joint collaboration.

All these achievements and challenges are the result of the 

deliberations, self-criticisms and decisions undertaken during 

MESSAGE FROM THE PRESIDENT
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This growth went hand in hand with the company’s investment 

effort, to the amount of €651 million, mainly on opening 

and refurbishing supermarkets, building new logistics blocks, 

remodelling the new fresh products sections and continuing 

the digital transformation project, which began last year with 

the opening of our new Data Processing Centre and has con-

tinued this year with the strengthening of IT infrastructures 

in stores and logistics blocks.

Tackling all these projects is not possible without learning, 

talent and effort. That is why the company has created over 

1,000 new long-term jobs, bringing its high-performance 

workforce to a current total of 75,000 people. This team is 

the reason for the company’s success and our greatest asset. 

Their ability to create, learn and adapt their talent to collective 

leadership based on commitment makes it possible to attain 

excellence in satisfying over 5 million households who do 

their shopping at Mercadona.

The commitment of the people who make up our workforce 

is further augmented by that of the suppliers and integrated 

suppliers who manufacture products for Mercadona. Year 

after year they pour their efforts into developing and creating 

industry in our country. Today it comprises over 240 factories 

distributed all over Spain, to which they devote substantial 

financial resources, such as the €525 million they jointly put 

into consolidating and developing this industrial cluster, one 

the most important in the country.

As with Mercadona, the effort of the employees, over 47,100 

in all, who make up the team of the company´s 125 integrated 

supplier-manufacturers is a differential factor. And all these 

efforts put together have a multiplier effect geared to a single 

objective: constant innovation and commitment to quality 

in developing products that will satisfy and surprise “The 

Boss”, through a faultless consumer experience. This is the 

way forward, in which we still have a great deal to improve.

“Our overriding aim is to anticipate the expectations of our ‘Bosses’ on a 
day-to-day basis, doing an excellent job and taking a radical approach in 

the innovative ideas we bring to bear in order to satisfy them”

To all this we must add the progress we are making in devel-

oping Mercadona’s Sustainable Agri-Food Chain, which has 

made us aware of the changes we have to bring about and 

of our responsibility as a company to offer solutions to the 

challenges that both the primary sector and society require 

in our community. That is why we strengthened our support 

for the dairy sector in 2015 and have been working directly 

with crop producers, livestock producers and fishermen on 

improvements to achieve greater sustainability in these var-

ious sectors.

As a result of all this, and of the vision arising from applying 

the Mercadona Model, focused on the long term, we achieved 

net profits of €611 million in 2015, 12% up on 2014. And 

this year, as it has been doing since 2001, the company shared 

part of its profits, roughly 25%, among its employees. To be 

precise, €277 million were handed out in performance-related 

bonuses, reinforcing one of the company’s principles: that 

success is sweeter when it is shared.

These are the values that set the framework for our objectives 

in 2016. Our overriding aim is to anticipate the expectations 

of our “Bosses” on a day-to-day basis, doing an excellent job 

and taking a radical approach in the innovative ideas we bring 

to bear in order to satisfy them. Facing up to these challenges 

on a collaborative basis, recognising and learning from our 

mistakes, must lead us, all together, to develop an efficient 

and productive ecosystem that will make Mercadona the kind 

of company society wants. 

I would like to take this opportunity to thank everyone who 

is part of this project for their effort and their high level of 

commitment.

Juan Roig
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Héctor Hernández 
Managing Director of  

Human Resources

Oriol Montanyà       
Managing Director of 

Logistics 

Ramón Bosch         
Managing Director of  

Finance and Tax 

José Jordá             
Managing Director of Stores 

and Prescription of Perishables

Julia Amorós             
Managing Director of Dry 

Products Prescription

MANAGEMENT COMMITTEE

Juan Roig
President

BOARD OF DIRECTORS
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Francisco López 
Managing Director of Fruit 

and Vegetables  
Purchasing

Rafael Berrocal 
Managing Director of Meat, 

Fish and Seafood  
Purchasing

Francisco Espert      
Managing Director of 

Manufactured Agricultural 
Products Purchasing

David Cid
Managing Director of 
Petroleum Byproducts 

Purchasing

Juan Antonio Germán  
Managing Director of  

External Relations

Daniel Blasco 
Managing Director  

in Training

Félix Peña                 
Managing Director of 

Administration

Rosa Aguado                 
Managing Director of 

Construction and Expansion

President Juan Roig Alfonso

Vice-President  Hortensia M. Herrero Chacón

Board Member Secretary  Carolina Roig Herrero

Members of the Board  Hortensia Roig Herrero
 Amparo Roig Herrero
 Juana Roig Herrero
 Rafael Gómez Gómez
 Fernando Roig Alfonso
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Cristina, “Boss”, and Alfredo, Javier and Laura, employees at the supermarket in Olivenza (Badajoz).
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MERCADONA

The Mercadona Model

Some achievements in 2015

Across-the-Board Innovation Model
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The Mercadona Model

Mercadona is a Spanish family-owned supermarket 

company. Its mission since its foundation has been 

to fully satisfy all the food and beverages, cleaning 

and personal hygiene needs of its customers, as 

well as those related to pet care. It has a workforce 

of 75,000 employees who strive every day to offer 

service of the highest level of excellence. Thanks to 

their efforts, more than 5 million households place 

their trust in the company every year.

At the end of 2015, Mercadona had a network of 

1,574 supermarkets, having opened 60 new stores 

and closed 7 that did not satisfy the current standards 

demanded by the company, which has a presence in 

all 17 of Spain’s Autonomous Communities.

In order to build a project for sustainable, shared 

growth, Mercadona has based all its decisions since 

1993 on a specific management model, which has 

evolved year by year through the participation of all 

those who make up the company. This model aims 

to satisfy the five components of the whole Merca-

dona Sustainable Agri-Food Chain to the same high 

standard: “The Boss”, as it refers to its customers 

within the company, The Employee, The Supplier, 

Society and Capital.

Using its Model, Mercadona develops specific objec-

tives and strategies to satisfy the five components; 

these include The Supplier, who works in a similar 

way in order to satisfy each of its components and 

thereby guarantees the satisfaction of our whole 

Sustainable Agri-Food Chain. 

In order to address its mission and its vision in a 

tangible and achievable way, the company shares 

strategies across the board throughout the chain, 

enabling it to plan actions jointly with all parties. By 

doing so it seeks to visualise and prioritise changes 

in a well-ordered fashion so as to adjust processes 

and avoid imbalances, because improvement is an 

ongoing issue at Mercadona.

“To achieve a Sustainable Agri-Food Chain that Society  
wants and feels proud of, through leadership and 

having ‘The Boss’ as our guiding principle”

The Vision
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A Model that evolves through the 
deliberations of all of us who are 

part of Mercadona, based on:

“Total prescribers of the solutions required to enable 
‘The Boss’ to put together their Total Shopping (Fresh and 

Dry products) within a Sustainable Agri-Food Chain”

The Mercadona Model helps us all to move 
in the same direction, gives us speed and 
flexibility, enables us to develop strategies 

and facilitates decision-making

The Mission

The universal truths and paradigms 
that shape our values and our 

behaviour, always geared to satisfying 
the 5 components of the company
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COMPONENTS AND OBJECTIVES

1. “The Boss”
Our main objective is that “The Boss” should always 
be satisfied.
We achieve “The Boss’s” satisfaction by guaranteeing food 

safety and providing the highest quality and maximum 

appeal, offering an effective selection on a minimum 

budget, as well as the best service, and in the shortest time. 

2. The Employee
To satisfy “The Boss” you have to be 100% satisfied 
and committed.
We base our employment policy on steady 

jobs, work-life balance, in-service training and 

internal promotion, among other things.    

3. The Supplier
Sharing a common project based on the foundations 
of the Model.   
A long-term joint working relationship with all the 

links in a Sustainable Agri-Food Chain, with a single 

objective: the total satisfaction of “The Boss”. 

4. Society
Fulfilling the company’s mission through satisfying 
Society by contributing to its development.  
It is a duty to foster the country’s economic development 

and social progress and minimise environmental impact.

5. Capital
Profits come after satisfying the other components.  
We take a long-term view and aim to obtain 

profits as a result of doing things right 

1. Helena and Pilar, “Bosses” at the supermarket in Barañain, Navarra.  2. Yolanda, employee at the El Fontan supermarket in Oviedo, Asturias.
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STRATEGIES SOME ACHIEVEMENTS IN 2015

• The highest quality at the lowest 
price: Shopping Cart Menu

• Effective selection

• New fresh products sections

• Food Safety always guaranteed

• Innovating to surprise “The Boss”

• 2% reduction in the price of the Shopping Cart Menu. Saving of €96/year  
for “The Boss”

• Developing ways to obtain, define and guarantee quality every day

• 2.4 point increase in market share in fresh products

• 500 suppliers’ facilities assessed and 1,000 checks of fresh products

• 12 co-innovation centres and 5,500 sessions with “Bosses” to develop  
100 new products

• 1,000+ gluten-free products in the product assortment

• Steady jobs, compatibility, training, 
promotion, executive leadership

• Commitment and involvement

• Equality Plan

• Rotation

• Starting salary for core staff of €1,277 gross per month (€1,109 net/month)

• 8,150 employees move up a band and increase their monthly salary by 11%

• Sharing the company’s profits: €277 million in bonuses for meeting targets

• 98% of employees receive a performance-related bonus

• 338 people promoted to executive positions, 51% of them women

• Support and assistance protocol for cases of gender-related violence

• 2.9% rotation 

• To promote industrialisation and the productive 
economy with integrated supplier-manufacturers

• To continue making progress in developing the 
Mercadona Sustainable Agri-Food Chain Project

• To encourage a relationship with integrated suppliers 
based on the Code of Good Commercial Practice

• Industrial cluster of 240 factories in Spain

• Work started on Mercadona’s logistics block in Vitoria-Gasteiz

• 20 projects to increase sustainability in the primary sector

• Traceability studies on the domestic origin of olive oil, fruit and vegetables, certified 
by the auditors Det Norske Veritas (DNV-GL) and Neoris

• 5 new integrated supplier-manufacturers: 125 in total

• 100+ new specialist suppliers to offer the best products

• Shared growth to bring benefits to society

• Dialogue and transparency

• Stimulating entrepreneurship

• Environment and Social Action

• Tax contribution of €1,497 million

• Local Community Relations Plan: 87 meetings with consumer and food intolerance 
associations

• Personal involvement of Juan Roig in the BA Business Administration Degree 
for Entrepreneurs at the EDEM Business School and in the King Jaime I Award  
for Entrepreneurs

• Our own Environmental Management System

• Collaboration with 55 Food Banks and other organisations and over 100 soup 
kitchens

• Growth and profitability

• Reinvestment and long-term vision

• Profit sharing

• Increase of 3% in turnover, 5% in volume (kilitres) and 12% in net profits

• Investment of €651 million

• Increasing our equity capital year by year for an increasingly sound company: €500 
million of profits devoted to this in 2015

• Out of total profits, 25% is distributed to The Employee (bonuses), 25% to Society 
(tax), 40% to Reinvestment and 10% to Capital (dividends)

3. Rocío, employee at the Valle del Jerte Cooperative.  4. Riaza Road supermarket, Segovia.  5. Abrera logistics block, Barcelona.
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Innovation has always been a constant feature of 

the Mercadona management model, a passion that 

has enabled it to evolve and adapt to new scenarios.  

Indeed, the company is always looking for new 

ideas. And it does so from a different perspective, 

giving it a solid and distinctive management model 

which ensures the company’s present and future 

competitiveness.

To construct and consolidate this virtuous circle, 

Mercadona works along four lines of innovation: 

processes, technology, concepts and products. And 

in all these lines it has made a sustained commitment 

to introducing improvements that will eliminate 

complexity and processes that do not add value in 

the production chain, with the aim of being able to 

satisfy the needs of the company’s five components.

Process 
Innovation

Concept 
Innovation

1. Improving and optimising the company’s value chain to avoid 
unnecessary costs.

 Ecodesign: over 500 measures taken by the integrated supplier-
manufacturers to reduce consumption, minimise waste, 
optimise logistics and facilitate recycling throughout the 
whole manufacturing process for own-brand products.

 Plan for synergies among integrated suppliers: taking 
advantage of products and by-products to enhance 
efficiency and productivity.

2. A differential concept in which innovations are pursued 
only if they add value for “The Boss”.

 819 Eco-efficient Stores, with a priority focus on principles 
such as convenience, different spaces for different types of 
business, energy efficiency and ease of use.

Across-the-Board Innovation Model
A radical and internationally recognised innovation model in 

which our customers play an active role

1. Hand soap from the integrated supplier Laboratorios Maverick in Ulldecona, Tarragona. 2. Fruit and vegetable section in the Sants Market supermarket, Barcelona. 

4 LINES OF INNOVATION
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Technological 
Innovation

Product  
Innovation

3. Constant investment in technology resources to achieve speed and 
flexibility in making the right decisions and simplifying processes. 

 Digital Transformation Project: with estimated investment of €126 
million, €90 million since 2012. 

 The start-up of the Data Processing Centre at Albalat dels 
Sorells (Valencia) in 2014 has enabled the company to 
strengthen its IT infrastructure in stores and logistics blocks.

4. Developing products that provide “The Boss” with a 
faultless consumer experience is the main challenge for 

Mercadona’s 125 integrated suppliers, with the collaboration 
of the monitors from the Prescription departments.

 12 co-innovation centres in which 5,500 sessions have been 
held with the “Bosses” for joint innovation. 

All this makes Mercadona’s innovation model an 

international benchmark, as is clearly shown in a 

study produced by The Boston Consulting Group, 

published in the book Eight Lessons to Secure In-

finite Growth. According to this, Mercadona stands 

out for “its radical innovation model in which its 

customers play an active part”, a factor that con-

tributes to the company having a level of customer 

advocacy well above companies in both Europe and 

the United States.

Mercadona’s innovation has also been a case study in 

Portland (USA), where during the prestigious PICMET  

Conference in 2015 the Professor of Strategy, 

Technological Innovation Management and New 

Product Development at the Polytechnic University 

of Valencia, José Albors, pointed out that “Merca-

dona has developed an original and very efficient 

system of co-innovation, in which Total Quality 

Culture and Human Resources policy are the basis 

of its success”.

3. Touch-screen scales in a fruit and vegetable section. 4. Laboratory of the integrated supplier Dafsa in the La Esperanza Industrial Estate in Segorbe, Castellon.
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Raquel, “Boss” of Mercadona, at home preparing fresh products.
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“THE BOSS”

1. 1 The value of simplicity: An effective selection
1. 2 Innovating to surprise “The Boss”
1. 3 Digital innovation
1. 4 Food safety and quality
1. 5 Bringing “The Boss” on board

1
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Obtaining, defining and guaranteeing the quality of 

the products that make up its selection is undoubtedly 

one of the main challenges Mercadona has to tackle 

in order to fully satisfy “The Boss”. This is carried out 

by means of an ongoing quest for excellence where 

simplicity is key. This value is the vital distinguishing 

factor that enables the company always to offer its 

customers the highest quality at the lowest possible 

price, through an effective selection which, regardless 

of who manufactures the product, guarantees food 

safety, maximum quality and appeal, minimum prices, 

excellent service and minimum time to satisfy the 

shopping experience of over 5 million households.

Since 1993, Mercadona has been committed to 

the Always Low Prices commercial strategy (SPB in 

Spanish). And in 2015, within that strategy, it con-

tinued working to avoid unnecessary costs and to 

generate constant savings. As a result, its customers 

can choose products out of the approximately 8,000 

product lines in its selection to make up their Shop-

ping Cart Menu: the Total Shopping cart with the 

highest quality at the lowest monthly cost, a very 

important factor for the budgets of the households 

that place their trust in the company.

The value of simplicity: An effective selection
Adopting an approach that focuses on simplicity is key for delivering an 

optimum shopping experience for our “Bosses”

1.1

Fresh natural guacamole made by the integrated supplier-manufacturer Frutas Montosa, in Valle Niza (Malaga).

Hacendado, Bosque Verde, Deliplus and Compy are some of the brands 
that Mercadona has been developing since 1996, and whose integrated 

supplier-manufacturers are clearly identified on the label
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Purple Garlic
4,900 tonnes from Andalusia 

and Castilla-La Mancha
Proaco, a family firm with 480 hectares 

under cultivation in Cordoba, Seville, Malaga, 
Granada, Ciudad Real and Albacete, produces 

5,000 tonnes during the campaign.

EXAMPLES OF THE COMMITMENT TO 
LOCAL FRESH PRODUCTS

Avocados
 2,900 tonnes from Malaga and Granada 

Ana Belén López, a farmer specialised 

in growing avocados, produces 100 

tonnes per year in Cajiz (Malaga) for the 

integrated supplier Frutas Montosa.

An effective gluten-
free selection as well 
At the end of the year Mercadona 

had over 1,000 gluten-free products in its effective 

selection, compared with 900 in 2014. Currently 

16% of the food range is suitable for coeliacs. All 

these lines, like the other products in the compa-

ny’s assortment, offer the highest quality as well 

as comprehensive guarantees of food safety and 

nutritional value.

Commitment to local fresh products

For years Mercadona has been consolidating a model 

based on stocking locally-sourced seasonal products. 

The keynote is specialisation, through local suppliers, 

especially in fresh products, and the result has been 

a major boost to the primary sector in Spain and to 

local economies. In 2015 Mercadona maintained its 

commitment to home-grown products, enhancing 

their quality as well as increasing their volume.
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8,000
product lines

in the assortment

1.2
Innovating to surprise “The Boss”

Working together to ensure products that offer a great consumer experience

100
products

co-innovation

developed in the 12  
co-innovation centres
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Mercadona’s integrated 
supplier-manufacturers 
devote more resources to 

R&D&double-I than the 
average for the sector in 

Spain: 2.84% of its workforce 
is dedicated to this activity, 

compared with 1.09% 
(Source: INE 2014)

400
innovations

some of them highlighted in 
the Innovation Top Ten
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Digital innovation
Constant transformation to manage an effective selection

1.3

One of the main challenges the company is involved 

in is its Technological Transformation Project, in which 

it plans to invest a total of €126 million; €90 million 

of this amount has already been undertaken in the 

period 2012–2015.

As a result of this major investment effort, the com-

pany is managing not only to strengthen its com-

petitiveness, but to provide value for its “Bosses”, 

 since all the improvements implemented in processes 

in the stores and logistics blocks produce greater 

optimisation and more rapid responses, and this also 

leads to better service and an enhanced shopping 

experience.

Following the opening of the Data Processing Centre 

(CPD in Spanish) in Albalat dels Sorells (Valencia), 

Mercadona has continued to reinforce the struc-

ture of its IT hub. For this purpose, it has made the 

decision to start building another Data Processing 

Centre in 2016 in Villadangos del Paramo (Leon), 

which will enable it to replicate the technology and 

ensure the highest levels of security and availability 

for uninterrupted functioning of the company’s op-

erations. To launch this centre, an initial investment 

of €6 million is planned.

In addition, in line with the commitment to dig-

ital innovation to increase productivity, speed up 

processes and improve service to the “Bosses” still 

further, the company is gradually implementing a 

number of initiatives, such as touch-screen scales in 

all self-service sections (bakery, fruit and vegetables), 

which has involved investing €9 million. Laboratory 

tests are also being carried out with touch screens 

and more visual information at the checkouts of 

some pilot stores. Furthermore, tests are being per-

formed with state-of-the-art terminals that make it 

possible to interact with the different processes in 

real time to find out the product range stock po-

sition for each supermarket at any time. All this is 

being done with the aim of having computing tools 

available to make the “Boss’s” shopping experience 

and the employees’ work easier, thereby managing 

the selection more effectively.

Mercadona will continue to devote considerable 

efforts and resources to its Transformation Plan, 

as it is keenly aware of the importance of digital 

transformation for the company’s present and future. 

Indeed, there is currently a team of 100 of its own 

engineers working on developing this Plan, and their 

work has been recognised by certificates from the 

Spanish Innovation Certification Agency (ACIE in 

Spanish) accrediting the developments undertaken 

in “Re-engineering in Mercadona Store Processes” 

and “New Technological Data Processing and IT 

Management Architecture for Mercadona”.
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Applied IT laboratory in Paterna, Valencia. Fruit and vegetable section of the Gran Via supermarket in Murcia.

Horizontal computing architecture
Transformation of the whole IT system using a horizontal structure based on the 

principle of a single source of information shared by all the systems. 

Real time information analysis
Improving the information analysis system (big data) with the dual aim of centralising the information and 

providing faster access to it, so that all employees obtain the data they need rapidly, speeding up processes.

Re-engineering the IT infrastructure in logistics centres
Introducing the latest virtualisation technologies to maximise the use of computing equipment 

and the systems needed for the stock in the logistics centres to be available in real time.

Re-engineering the IT infrastructure in stores
We are currently working on a range of measures to improve the shopping 

experience for the “Bosses” and the work of our employees.

Collaborative tools
 Implementing tools that use public cloud technology and enable members of 

the workforce to share information in real time from any location.

THE 5 PILLARS OF

TRANSFORMATION
TECHNOLOGICAL AND DIGITAL
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For Mercadona, food safety is indispensable in each 

and every one of the products in its selection. Guar-

anteeing it is a requirement to which it devotes 

considerable resources and which equally affects all 

the integrated suppliers that manufacture the Ha-

cendado, Bosque Verde, Deliplus and Compy brands, 

among others. This constant shared responsibility 

enables it to offer consumers maximum assurance, 

and for this purpose it carries out exhaustive checks 

of every process.

The company has a Quality Management and Food 

Safety System covering the whole supply chain, from 

origin to end consumer. And above all, the company 

is fully committed towards this, which is reflected 

through its ongoing compliance with Mercadona’s 

Golden Rule, which states, in this order, that any 

product in its selection must first guarantee food 

safety; then quality; followed by appeal; it must also 

be part of an effective selection; fifth, at the lowest 

possible price; sixth, with the maximum service; and 

lastly, spending the minimum time on buying it.

In 2015, to reinforce food safety through prevention, 

Mercadona introduced a Practice Drill Method in col-

laboration with its integrated suppliers. This initiative 

has made it possible to improve coordination among 

all the actors that would be involved in a possible 

incident, and many different drill scenarios were 

tackled over the course of the year. These practices 

helped to improve the method and enhance food 

safety levels.

In addition, in 2015 Mercadona joined the Governing 

Body of the National Accreditation Agency (ENAC in 

Spanish), with which it maintains a close and active 

collaboration. It also continued working in 2015 to 

offer maximum transparency by adapting its label-

ling to the new consumer information regulations, 

Regulation (EU) No. 1169/2011 of the European 

Parliament and of the Council on Food Information 

(the FIC Regulation). Throughout the year the com-

pany also strengthened its collaboration with the 

health authorities responsible for Food and Drug 

Safety in the different Autonomous Communities. 

Furthermore, it has played an active part in influential 

forums on Food Safety, such as those organised by 

the Spanish Consumption, Food Safety and Nutrition 

Agency (AECOSAN) and the Spanish Commercial 

Coding Association (AECOC), among other bodies.

Cosmetics Integrated Suppliers 
Working Group (GTIC)

In 2014 Mercadona and its integrated suppliers 

launched the Cosmetics Integrated Suppliers 

Working Group (GTIC in Spanish) with the aim 

of strengthening standardised quality and safety 

methods. In 2015 they have continued working on 

defining the pillars of the Deliplus Brand Protocol. 

In addition, the company has replaced parabens in 

the formulation of its toiletry products, an initiative 

begun in 2011 and completed in 2015.

Food safety and quality
A requirement shared with all suppliers to offer maximum food  

safety at all times

1.4
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FOOD SAFETY AND QUALITY CONTROL PLAN

facilities assessed
Control of suppliers’ 

facilities and processes

500+

controls carried out
Control over fresh 
products and cross-

contamination of allergens

1,000+

of integrated suppliers
Certifications from IFS (most 

with High Level V6) and 
BRC Global Standard  

for Food Safety

97% 500+

controls
Control over 

logistic processes 

FOOD SAFETY RULES FOR SUPPLIERS 
AND INTEGRATED SUPPLIERS

The aim is to evaluate and 
verify food safety levels 
rapidly and continuously

Identification 
and control 

of suppliers of 
raw materials 

Control over 
production

Change 
implementation 

control

Analysis and 
Control of 

Critical Points

Control over 
cleaning and 

handling 

Checking 
of quality 

improvements 

1 2

5

Control over 
facilities

6

Certifications

10
Alert 

Management 
Method

98

Checking of 
detectors

7

3 4
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Bringing “The Boss” on board
340,000 enquiries and suggestions to improve with customers

1.5

In 2015 the company took the step of getting its 

“Bosses” to play a part in the improvements being 

made, since it is aware of the value that their enquiries 

and suggestions bring to its development. For this 

reason it fosters an attitude in which empathy is the 

keynote and promotes constant dialogue and partic-

ipation among its customers, which is crucial for it 

to be able to continue growing by totally satisfying 

“The Boss” in all areas.

Although all members of the workforce are engaged 

in this task on a daily basis, it is especially important 

to highlight the work carried out in this area by the 

monitors in the company’s Prescription Departments, 

who manage to observe and pick up on the prefer-

ences and needs of the “Bosses” at store level, so that 

the company can offer them appropriate answers.

In addition to this, Mercadona is aware of how 

important it is to explain its management model 

properly to consumers and to enrich it with their 

viewpoints. For this reason it not only holds meetings 

every so often with a number of national federations 

of consumer associations but also collaborates with 

them in specific projects which are always beneficial 

to all concerned, as they enable people to get to 

know Mercadona in greater depth and at the same 

time make the company better informed on the 

tastes and preferences of consumers.

Customer Service Department (SAC)

Mercadona has a Customer Service Department as 

a conduit for all the concerns raised by customers 

through the different channels it keeps open with 

its “Bosses”. This enables the company to hear 

their views and clear up their doubts more swiftly 

and effectively.

In 2015 Mercadona’s Customer Service Department, 

with a staff of over 40, received a total of 340,000 

different enquiries and suggestions, which have 

contributed to detecting points for improvement, 

enabling Mercadona to fulfil its objective of being 

the company that offers the best solutions through 

an effective selection and a positive shopping expe-

rience with the best service.

Customer Service Department
+34 900 500 103

Mercadona’s Customer Service Department was rated best in the distribution sector in 2015 by the 

Galicia Consumers Association (UCGAL). This study highlighted the effectiveness of the service and 

the positive assessment of the responses obtained.
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435,000 
Facebook followers

92,000 
Twitter followers 

206,000
views on YouTube

www.facebook.com/mercadona www.twitter.com/mercadona www.youtube.com/mercadona 

529,500
total followers on social networks

(+92,500 followers in 2015)

www.mercadona.es

90,000
enquiries on 

social networks

66,000
average 

mentions/month

Sandra, a “Boss” of the Blas Infante Ave. supermarket in Andujar, Jaen.
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Alejandro, an employee at the Mutilva supermarket, Valle de Aranguren, Navarra.
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THE EMPLOYEE

2.1 Committed to excellence

2.2 Professional growth and training

2.3 Health and safety at work

2
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Committed to excellence
The main driving force of the commitment is 

individual and collective leadership

2.1

Having a high-performance team of 75,000 people is 

one of the company’s greatest assets. To obtain this 

differential advantage, whereby all its components 

are committed to achieving quality and excellence 

in their day-to-day work, the company applies the 

universal truth of giving first, to then receive. And that 

is why it offers its employees a working environment 

that fosters initiatives conducive to shared growth 

in both the personal and the professional sphere, 

and in which effort, responsibility, leadership and 

constant improvement are key variables.

Mercadona devotes substantial resources year after 

year to giving impetus to a culture that will promote 

the creation of committed, professional teams led 

by people who not only know how to inspire them 

in their routine work but have a mission to multiply 

their talent and develop their strengths. And also to 

recognise their improvements, which makes it pos- 

sible to have an organisation in which every member 

possesses and exercises leadership ability regardless 

of the duties or responsibilities they perform. As a 

result, the company’s workforce is one of its greatest 

competitive advantages, a group of people with a 

strong commitment to the Mercadona Project, carry 

that commitment through and also develop values 

such as responsibility, desire for self-improvement 

and ability to take on new challenges.

For Mercadona, the best form of investment is in 

people. This is reflected in the Collective Agreement 

and Equality Plan, signed in 2014 together with trade 

unions UGT and CC.OO. and remained in force in 

2015. This agreement has been recognised at Euro- 

pean level by the European Commission’s Social 

Dialogue Forum on Trade as one of the best examples 

of employment practice, highlighting the fact that 

“Mercadona has continued to expand despite the 

In effect 01/01/2016

Table of Mercadona core staff salaries in 12 monthly payments per year. Does not include performance-
related bonuses (one or two extra months’ salary depending on seniority).

€ 1,277

€ 1,109

3 years > 4 years< 1 yearSeniority

Gross/month

Net/month

2 years

€ 1,403

€ 1,197

€ 1,557

€ 1,307

€ 1,728

€ 1,429

Core staff (cashier, shelf filler)
GROSS/NET SALARIES

90% of core staff
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The starting-point from which to make and introduce constant improvements  
in relations with the workforce

COLLECTIVE AGREEMENT AND EQUALITY PLAN 2014-2018

Fulfilment of 
commitments

Investment in 
human capital

Main milestones reached

of full-time core staff earn an initial  
minimum of over €1,100 net per month

increase effective 
from January 20160.6%

100%

of the workforce98%

of promotions in 2015 were women51%

applications received240

employees1,000

employees moved to a higher 
band in 2015 (11% increase 
in monthly salary)

8,150 

people have participated 
in training programmes 10,623

Minimum net starting salary at Mercadona  
exceeds 1,000 euros

Gradual rise in basic salary,  
unlinked from inflation

Bonus for meeting targets

Remuneration policy

Extension of childcare leave to child’s 8th birthday

Training

Job creation

Equality Plan 
based on the Principle of Equity: same responsibility, same pay

economic crisis and has a good reputation for its 

sustainable Human Resources strategy”. Over the 

course of the year the company also continued to 

introduce a range of social measures benefiting the 

whole workforce, such as implementing a support 

and assistance protocol for cases of gender-related 

violence and joining the “Hay Salida” (There Is a 

Way Out) campaign within the framework of collab-

oration with the Ministry of Health, Social Services 

and Equality.
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Equity and steady employment: keys to 
professional development 

Mercadona’s Human Resources policy fosters values 

that are inalienable and essential to people. It is com-

mitted to personal and professional development, 

steady employment, training, leadership, equity and 

the concept of self-demand. At the same time, it 

promotes a culture of respect, equality and diversity, 

in which getting everyone involved and being able 

to “speak your mind” are key elements, and for 

this reason the company encourages constructive 

criticism and debate, which are indispensable in 

order to learn and grow as a company.

An obvious example of how it defends equity is its 

remuneration policy, based on the principle “same 

responsibility, same pay”. Through this policy it re-

wards the effort of its employees with a salary that 

for years, moreover, has been above the industry 

average, and remained so in 2015. Equally, the 

productivity return also continued to increase.

Mercadona shares the profits obtained over the year 

through its performance-related bonus policy. This 

enables it to acknowledge the achievement of the 

objectives set through individual and collective effort. 

Each financial year it pays bonuses to all members 

of its workforce with more than one year’s seniority 

whose involvement over the twelve months has 

made it possible not only to attain the company’s 

general goals but also to fulfil the personal objectives 

specifically agreed for their particular post. In 2015, 

within the framework of this performance-related 

bonus policy, which has been in place for 15 years, 

the company decided to distribute a total of €277 

million among 98% of its employees.

6%

34%
between 40 and 49

DISTRIBUTION OF THE WORKFORCE

By gender

66%
Female

34%
Male

8%

3%
Logistics

Offices

89%
Stores

By area of activity

13%
up to 29

47%
between 30 and 39

between 50 and 64

By age band
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Mercadona’s Human Resources policy has once 

again been recognised in 2015, a year in which the 

company was rated first in its sector, and fifth in the 

country, in the Merco Talento Report. According to 

the conclusions of this study, Mercadona belongs 

to the group of companies in which “motivation, 

acknowledgement and professional development 

are rewarded, a good relationship is maintained with 

middle management and compatibility measures 

are promoted” with employees. In addition, the 

company was ranked third in the Adecco Survey of 

the “Happiest companies to work for”. These recog-

nitions reflect Mercadona’s sustained commitment 

to quality employment, to which it will continue to 

devote major efforts, as it is aware of how much it 

can still improve in this area.

PERFORMANCE INDICATOR

98%
Employees 

who receive it

million euros 
shared  

among the 
workforce

277 

Performance-related bonus

Recognising excellence at work: 
success is sweeter when it is shared

15 years sharing the company’s 
profits with the workforce

Natalia, an employee at the Cas Ramons Rd. supermarket in Sant Antoni de Portmany, Ibiza.
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Belinda, an employee at the Expo supermarket in José Atarés Avenue, Zaragoza.
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Work-life balance: what matters is people

For Mercadona, compatibility of the work and fam-

ily lives of the people who are part of its project is 

crucial. It is a responsibility that involves substantial 

returns, since year after year the company finds that 

it brings results and that targets are attained when 

it maintains its commitment to employee satisfac-

tion, leading, in turn, to greater involvement of 

the workforce in satisfying “The Boss”. It therefore 

understands how necessary and important it is to 

consolidate this commitment to family welfare year 

after year, by introducing groundbreaking measures 

that foster greater employee satisfaction.

Although the commitment is unwavering and many 

initiatives are promoted in this area, certain figures 

speak for themselves: 6% of female employees in 

the workforce decided to have children in 2015, and 

2,769 working mothers opted to extend their legal 

entitlement of four months’ maternity leave by 30 

days. In addition, 15,630 employees, both male and 

female, benefited from shorter working days, while 

in some of these cases they also took their children 

to the free nursery schools the company has had 

since 2001 in some of its logistics blocks.

2,769
female employees

opted to have children and extend 
their maternity leave by 30 days

15,630
employees

benefited from shorter 
working days in 2015

COMMITTED TO COMPATIBILITY

At Mercadona, promoting and defending measures related to 
the care of children under the responsibility of its employees is a 
reality and confirms its commitment to protecting parenthood
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Relying on training as the driving force behind talent and adaptation

Professional growth and training

2.2

In order to develop the best workforce within the 

sector, Mercadona maintains a constant commitment 

to training its employees. It relies on talent, which it 

promotes and strengthens, since it is aware that by 

investing in enhancing their skills and knowledge it 

is investing not only in the personal and professional 

future of people, but also in that of the company 

itself.

In 2015, within the framework of its commitment 

to training, Mercadona devoted €39 million specif-

ically to reinforcing the knowledge and skills of its 

workforce, completing a total of 1,600,000 hours 

of both general and specific training, through 57 

different modules or formative actions. 

A good example is the “Executive Leadership” 

project, which in 2015, the sixth year since it was 

launched, has trained 290 people in three different 

cohorts. It is also worth highlighting the formative 

actions aimed at the group of assistant coordinators, 

all drawn from the company’s “homegrown” pool 

of talent, who receive 26 weeks’ training, with an 

average investment of €18,000 per person, and those 

designed to implement the new fresh products sales 

models through specific specialisation courses to be 

“more like shopkeepers”, such as the fish handling 

course, in which over 5,400 people have taken part.

To promote the professional development of every 

member of its workforce, Mercadona conducts train-

ing activities that start with its Welcome Programme 

on the first day employees join the company, and 

maintains them throughout their career.

Qualification, which Mercadona fosters and encour-

ages, is crucial for a company committed to internal 

promotion, as shown by the fact that in 2015 a total 

of 338 people took on new and greater responsibilities 

within the company, through their merits and skills. 

And it is also demonstrated by its internal promotion 

plan, a differential model which raises professional 

prospects right up to the highest level, the Manage-

ment Committee, where all the managing directors 

come from an internal promotion process. 

Rafael Berrocal, Managing Director of Meat, Fish and Seafood Purchasing, and Francisco Espert, Managing Director of Manufactured 
Agricultural Products Purchasing, teaching the Executive Promotion course.
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338
people promoted

51% 
women 

49% men 

INTERNAL PROMOTION 

TRAINING PLAN

Investment in the training plan

10,623 
people  
trained

57
modules or 
formative  
actions

520
euros per 
employee

1,600,000 hours of training

39 million euros
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Health and safety at work
An effective risk prevention policy, audited and improved year after year 

with the involvement of the whole workforce

2.3

For Mercadona, safeguarding health and safety at 

work for its employees is a paramount responsibility 

and commitment. For this purpose the company 

maintains and pursues a risk prevention policy in 

which each and every job position and production 

process is involved.

In addition, the company has its own Risk Prevention 

Plan and Health at Work Programme, which it audits 

periodically, both through the statutory audits of its 

occupational risk management system and through 

the participation of the employees themselves, via 

the different health and safety committees that have 

been established. This ensures the effectiveness 

of its risk prevention policy and confirms that it is 

appropriate to the various activities carried out, and 

at the same time remains open to any suggestion 

for improvement from members of the workforce.

In 2015, the company continued to strengthen its 

commitment in this area, devoting over €9 million to 

doing so. This investment effort has enabled it not 

only to carry out all the necessary examinations related 

to safeguarding the health of the workforce, but also 

to introduce a range of preventive improvements, 

both through training and by investment in specific 

protective equipment, selection and adaptation of 

machinery and the design of new facilities.

To protect and maintain the health of the people 

who make up its workforce, Mercadona has a team 

of specialists comprising 61 professionals, of whom 

21 are qualified safety officers specialising in Safety, 

Occupational Hygiene and Ergonomics and Applied 

Psychosociology and 40 are healthcare professionals. 

In 2015, this team was responsible for developing and 

implementing all these improvements, while at the 

same time providing all employees with the specific 

information and training necessary to perform their 

duties and minimise the resulting risks.

Together with the work carried out with health 

insurance providers affiliated to the Social Security 

system, Mercadona has collaborated in exchanging 

information, as it has traditionally done for some 

years, with the Risk Prevention Services of its main 

suppliers, which is certainly an important issue of 

ongoing improvement for the company in this area.

Raúl, an employee in the refrigerated products warehouse at the 
Abrera logistics block, Barcelona.
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Coverage of seasonal flu vaccination campaign 56%

Average duration of period off work days30

Coverage of periodic collective examinations 49%

Investment in occupational risk prevention million euros9

Risk Prevention Plan Health Programme

(*) Incidence rate = No. of accidents with time off work per 1,000 employees.

Training of employees (working at height, emergency 
equipment, visual inspection and basic maintenance). 

General and specific hazards (safety of facilities). courses scheduled32

Construction of the automated 
warehouse in Abrera (Barcelona)

pending50%
Start of construction of Vitoria-Gasteiz 

warehouse (Araba/Alava)
pending90%

Incidence of workplace accidents 14%o*

Risk prevention criteria that need to be 
included in the design of offices

Initial assessment of the new offices at 
Albalat dels Sorells (Valencia)

documentary guidelines9

completed55%

Risk assessment for new centres and 
refurbishments carried out

Initial and periodic training

assessments carried out90
of new intakes100%

Supermarkets

Logistics Blocks

Offices

Health and Safety at Work
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Borage farming by the supplier Hermanos Mene in Peñaflor de Gallego, Zaragoza.
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THE SUPPLIER

3.1 The power of collaboration

3.2 Structuring the industrial base

3.3 Logistics blocks

3

43



During 2015 the company continued to strengthen 

the development of the Mercadona Sustainable Agri-

Food Chain (CASPOPDONA), which seeks to reinforce 

and enhance its collaboration with the primary sector 

in Spain. To achieve this, both Mercadona and its in-

tegrated suppliers and specialist suppliers have carried 

on working hand in hand with the crop-producing, 

fishing and livestock sectors, with which they have 

pooled their efforts and knowledge to contribute to 

innovation, modernisation, productivity and prosperity 

in every link of Mercadona’s agri-food chain.

After years in development, CASPOPDONA has now 

laid the appropriate groundwork to continue moving 

forward, by applying the Total Quality Model to every 

link in the chain, towards the Vision it has marked 

The power of collaboration
Working together to create and develop Mercadona’s Sustainable  

Agri-Food Chain

3.1

Javier, a member of the supplier Cooperativa Agrícola El Raso, harvesting cauliflowers in Calahorra, La Rioja.
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out: “to achieve a Sustainable Agri-Food Chain that 

Society wants and feels proud of, through leadership 

and having ‘The Boss’ as our guiding principle”.

Fostering the relationship of dialogue, trust and 

transparency maintained by all the links in CASPOP-

DONA has enabled us to consolidate the project and 

focus our efforts on what each of us really knows 

how to do: fishermen, crop producers and livestock 

producers on fishing, growing and cattle breeding, 

and Mercadona on offering its “Bosses” products 

of maximum quality and freshness. All thanks to a 

model which places a premium on stability, vision for 

the future, purchasing confidence and specialisation, 

making it possible to plan and invest so that every 

link achieves profitability.

Mercadona’s Sustainable Agri-Food Chain is therefore 

a project that is growing and becoming consolidated 

year by year, a commitment that enables Mercadona 

to obtain products from increasingly local and spe-

cialised producers, and at the same time to pursue its 

commitment to use raw materials of Spanish origin 

whenever viable. And above all it is a shared project, 

a source of synergies and a pooling of knowledge. 

RAW
MATERIALS

BOSS

Specialist
Primary
Sector

Specialist
IS/S Mercadona Boss

Where do we come from?
(Mercadona Distributor)

Why are we doing it?
(Mercadona Totaler)

CASPOPDONA 
Creating a common project

Collaboration with

7,500
crop producers

4,300
livestock producers

12,000
fishermen
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Sustainable dairy sector
A long-term, sustainable relationship with over 3,100 dairy farms 

that work with us. Mercadona and its dairy suppliers decided 

to increase up to a maximum of two cents of a euro per litre. In 

addition, they are signatories to the “Agreement for stability and 

sustainability of the value chain in the dairy sector”, promoted 

by the Spanish Ministry of Agriculture (MAGRAMA).

Specific measures to modernise this sector and boost its efficiency: 

COVAP 45 is a project led by this integrated supplier and 

developed in conjunction with 15 livestock producers, designed 

to increase productivity and reduce production costs, enhancing 

profitability.

Efficient rice fields 
Arrocerías Pons and a group of 15 rice growers in the 

Valencian Community and Extremadura are working jointly 

to increase the profitability and efficiency of their crops 

by combining plots and modernising farming operations.

15% 20%
in production in costs

BUILDING TOGETHER TO GROW TOGETHER

Sancel cattle farm, a member of the Cooperativa SCA Corvera at Turanzas, 
Posada de Llanes, Asturias.

Harvesting rice for the integrated supplier Arrocerías Pons in Massanassa, Valencia.

Mackerel from the integrated supplier Pescanoah Islas at the 
port of Arguineguin in Las Palmas, Gran Canaria.Pescanoah Islas

After five years working together, this fleet, an integrated 

supplier of local fresh fish specialising in catching mackerel, 

sardines, blue scad and skipjack tuna, has grown exponentially 

and improved its profitability and efficiency.

20%
in logistic  

costs

50%
in turnover

Workforce doubled
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Tenfold increase in workforce
Own fleet expanded

20%
in logistic  

costs

30%
in turnover

 Seed oil
Sovena and ASAJA Cuenca have formed a working team 

to analyse the sunflower production process and crop 

rotation with the aim of implementing improvements. 

In collaboration with nine producers in the province of 

Cuenca they have come up with improvements which will 

be applied and further analysed in the next campaign, 

when they will be joined by producers from Andalusia 

and Castilla y Leon.

Unión Martín
In its third year as an integrated supplier specialising in 
octopus, squid, cuttlefish, salt fish and pre-packaged fish, 
it has managed to consolidate its growth, reaching 3.5 
million kilos of prepared fish, in addition to the 1.5 million 
cephalopods sold in the Canary Islands. 

A snapshot of CASPOPDONA

Sunflower fields in Cuenca.

Octopus in a fish section.

Urban vegetable garden in Valencia
Vicente Guillot is one of the most knowledgeable parsley 

growers in the country, and from his urban vegetable 

gardens around Valencia he supplies a large proportion of 

the parsley packaged by the integrated supplier Verdifresh 

as a ready-to-eat product that is sold throughout the chain, 

except in stores in the Canary Islands.

286 tonnes of parsley

Picking parsley in the Valencia urban vegetable garden.
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MAIN STRATEGIES OF

CASPOPDONA

 Stability
Long-term relationships creating value in both directions, 

always with the end customer in mind.  

 

Productivity
Efficiency in the chain: keeping our feet on the ground and knowing 

producers’ needs, logistical efficiency and cost-saving, technology and 
process innovation and knowing what the “Bosses” prefer.  

Dialogue
Constant communication, transparency and pooling knowledge to 
achieve better planning among all the components in the chain: 

synchronised same-day orders and management in real time. 

Objective 
SHARED GROWTH AND SUSTAINABILITY

A project for working together in search of synergies to be more competitive 
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Shellfish producers in Sanlucar de Barrameda (Cadiz) raking for coquina clams. In 2015 Mercadona bought 10,300 kg of these coquinas.
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A major commitment to 
Spanish products 
For years, Mercadona has maintained a 

commitment to use raw materials of Spanish 

origin whenever viable. This commitment 

has continued to be strengthened in 2015, 

a year in which over 85% of the product 

lines sold by Mercadona, in both its fresh 

and dry products sections, were grown, 

caught and made in Spain.

This is demonstrated by the traceability 

study carried out by the specialist auditor 

Neoris, which has analysed the origin of 

numerous fruit and vegetables. The con-

clusions of this study confirm Mercadona’s 

commitment to the Spanish primary sector, 

as most of the overall purchases of these 

products are of Spanish origin. According 

to this study, the fact that these products 

are not all of Spanish origin is due to lack 

of volume or the quality levels required by 

Mercadona, although in some cases, such as 

pears (97%), oranges (89%), onions (86%) 

or pumpkins (76%), the predominance of 

Spanish products is very high. 

We make purchases on a regular basis from 80 wholesale 

fish markets and 47 vessels, with an annual volume of 

40,000 tonnes of local fresh fish. For instance, since 

2014 we have been working directly with the fishing 

vessel Elvimar, based in Barbate (Cadiz) and devoted to 

seine fishing, as an integrated supplier. We have a long-

term agreement based on a win-win approach, seeking 

process efficiency and the sustainability of the vessel. 

In 2015 we bought 100% of its catch (484 tonnes).
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Grupo Siro has started a project using experimental cereal 

producers with the aim of extrapolating it to the primary 

sector as a model of collaboration and transparency, an 

efficient and productive durum wheat model combining 

agricultural and industrial interest, making it possible to 

obtain Spanish raw materials so as to reduce imports 

as much as possible. There are 20 crop producers col-

laborating, including Víctor Pérez, who has contributed  

with 200 hectares in Palencia to this project.

Mercadona, together with its supplier Jumosol, a fam-

ily business in Fuentes de Ebro (Zaragoza), has been 

working in 2015 on a groundbreaking project to meet 

the challenge of having Spanish sweet onions available 

all year, even though the campaign for this product 

only lasts for 7 months, from June to December. The 

objective we have set ourselves is to make it possible for 

100% of this product to be of Spanish origin by 2017.
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Mercadona is one of the signatory companies to The Supply Chain 

Initiative, the voluntary European agreement on good practice in the 

agri-food chain, sponsored by seven industry associations and sup-

ported by the European Commission. The purpose of the initiative is to promote fair trade practice 

in the agri-food chain, as a basis for commercial transactions, producing a cultural change through 

the commitment of the signatory companies throughout the European Union.

For some years now Mercadona has been committed 

to generating efficient, competitive industry in our 

country. It does so in conjunction with the specialist 

suppliers and integrated suppliers it works with, who 

are equally committed to this challenge, to which 

substantial joint resources are devoted year after year.

As a result of this shared effort, the company has 

succeeded in giving impetus to a major industrial 

cluster in Spain in recent years, evidenced by the fact 

that over 47,100 employees pursue their activity in 

it. This project comprises over 240 factories which 

have contributed to energising the economy by 

creating 26,000 direct jobs in the past eight years.

To achieve this, Mercadona maintains a relationship 

model with its specialist suppliers and integrated 

suppliers based on trust, transparency and long-ter-

mism. This leads to the creation of close links which 

are reinforced, where appropriate, by signing good 

practice agreements for an indefinite period. These 

are drivers of synergies and productivity, and help 

consolidate a type of industry that will be a differ-

ential value for our country, as is the aim of all of 

those who are part of the Mercadona project. In 

turn it will contribute to ensuring the growth of an 

efficient specialised primary sector.

The consolidation of this industrial cluster became 

patently clear in 2015, a year in which €525 mil-

lion were devoted to adding 67 new factories and 

production lines to the cluster. All this has made it 

possible, once again, to boost the competitiveness 

of the Mercadona project, a project in which the 

integrated supplier companies are engaged as well 

as over 2,000 commercial suppliers of goods and 

services and the 20,000 locals SMEs and raw material 

producers with which we collaborate. In short, it is a 

project committed to productivity, quality, sourcing 

products from Spain and generating wealth in our 

country.

In addition, Mercadona is present in over 30 countries 

working with the best suppliers, with the objective of 

always providing “The Boss” with the best option. In 

several of these countries it has representative offices, 

subsidiaries and branches, providing its employees 

with legal coverage and enabling them to operate 

on behalf of the company.

Structuring the industrial base
Fostering business initiative as a key differential value for the 

development of a country 

3.2
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AN INDUSTRIAL CLUSTER THAT CREATES WEALTH  
AND VALUE IN SPAIN

Ongoing reinvestment over time for sustainable growth that  
always ensures profitability

Mercadona, together with its integrated suppliers, is consolidating an industrial cluster committed to constant 

investment, productivity, innovation, optimisation of resources and process efficiency. It is one of Spain’s leading 

clusters, and the fact that €525 million have been invested is by itself a proof of the strength of the project.

Specific examples of investment

Main figures for integrated suppliers

525
million euros

investment

125
integrated

supplier-
manufacturers

240+
factories
in Spain

47,100
employees

67 new factories and production lines

5
million

euros

 Construction of a new 
winery of its own to 

produce its first white 
wines with Rueda 

appellation of origin

Bodegas Ontañón

9.1
million

euros

New warehouse and 
new production lines 

at its air freshener 
factory in Molina del 

Segura (Murcia)

Francisco Aragón

36
new
jobs

14
million

euros

New abattoir in 
Purullena (Granada), 

one of the most 
modern and 

advanced in Europe

182
new
jobs

Avinatur

7
million

euros

New hair colouring 
industrial project in 
Algemesi (Valencia)

Laboratorios Neocos

35
new
jobs
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Some of the investments undertaken by our integrated supplier-manufacturers in 2015

ASTURIAS
million €

QUESERÍA LAFUENTE ...................... 0.9
Arriondas (Asturias)

CANTABRIA
million €

IPARLAT ............................................ 5.1
Renedo de Pielagos (Cantabria) 

QUESERÍA LAFUENTE ...................... 2.7
Heras - Penagos (Cantabria)

CANARY ISLANDS
million €

LOGIFRUIT ........................................ 1.6
(Santa Cruz de Tenerife - Las Palmas) 

SAT CANARISOL ............................... 1.2
(Santa Cruz de Tenerife)

UNIÓN MARTÍN ............................... 2.2
(Las Palmas)

ANDALUSIA
million €

AVINATUR ......................................... 14
Purullena (Granada)

COVAP .............................................. 6.2
Pozoblanco (Cordoba)

GRUPO SOVENA .............................. 1.9 
Andujar (Jaen) - Brenes (Seville)

GRUPO UBAGO ................................... 2 
(Malaga - Cadiz) 

PERSAN ............................................. 14
(Seville)

CASTILLA - LA MANCHA
million €

INCARLOPSA .................................. 18.5
(Cuenca - Toledo)

SCHREIBER FOODS ........................... 8.7
Noblejas - Talavera de la Reina (Toledo)

MADRID
million €

ACOTRAL ......................................... 5.4
Ciempozuelos (Madrid)

GRUPO UBESOL ............................... 3.3
San Fernando de Henares (Madrid) 

PANIFICADORA ALCALÁ ................. 2.9
Alcala de Henares (Madrid)

GALICIA
million €

ESCURIS ............................................ 7.6
A Pobra do Caramiñal - Boiro (A Coruña) 

MASCATO ........................................ 6.2
Salvaterra do Miño - Vigo (Pontevedra) 

QUESERÍAS ENTREPINARES ............. 6.9
Vilalba (Lugo)

EXTREMADURA 
million €

CONSERVAS EL CIDACOS ................ 1.7
Coria (Caceres)

GRUPO HUEVOS GUILLÉN .................. 1
Almendralejo (Badajoz) 

CASTILLA Y LEON
million €

BODEGAS ONTAÑON ...................... 5.2
Fuentecen (Burgos) - Rueda (Valladolid)

IBERSNACKS ..................................... 2.8
Medina del Campo (Valladolid)

PROSOL ............................................ 8.1
Venta de Baños (Palencia)

QUESERÍAS ENTREPINARES ........... 10.7
(Valladolid)
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MURCIA
million €

AGROMEDITERRÁNEA HORTOFRUTÍCOLA ...5.9
Torre - Pacheco (Murcia)

CENTRAL QUESERA MONTESINOS .... 3
Jumilla (Murcia)

FRANCISCO ARAGÓN ...................... 9.1
Molina de Segura (Murcia)

J.R. SABATER .................................... 3.1
Cabezo de Torres (Murcia) 

BALEARIC ISLANDS
million €

GRUPO FONT AGUDES .................... 0.5
Bunyola (Mallorca) 

LOGIFRUIT ........................................ 0.7
Palma de Mallorca (Mallorca)

Some of the investments by integrated supplier-manufacturers in 2015

Some of the more than 240 factories in the agri-food industrial cluster of Mercadona and its integrated suppliers

NAVARRA
million €

ELABORADOS NATURALES DE LA RIBERA ....1.9
Corella (Navarra)

GRUPO HUEVOS GUILLÉN .................. 3
Abarzuza (Navarra) 

ULTRACONGELADOS VIRTO ......... 16.4
Azagra - Funes (Navarra)

BASQUE COUNTRY
million €

INTERAL ........................................... 2.2
Lezo (Gipuzkoa) 

IPARLAT ............................................... 3
Urnieta (Gipuzkoa)

LA RIOJA
million €

CONSERVAS EL CIDACOS ................ 0.6
Autol - Albelda de Iregua (La Rioja) 

UCC COFFEE SPAIN ............................. 1
Logroño (La Rioja)

CATALONIA
million €

GRUPO AUDENS .............................. 2.8
(Barcelona)

CASA TARRADELLAS ........................ 40
(Barcelona)

EMBUTIDOS MONTER ..................... 5.6
(Girona) 

SAPLEX ................................................ 5
Canovelles (Barcelona)

SCA HYGIENE PRODUCTS ................ 8.5
Valls (Tarragona)

ARAGON
million €

BYNSA MASCOTAS .......................... 3.6
El Burgo de Ebro (Zaragoza) 

PALETAS MARPA ............................. 0.8
Albentosa (Teruel)

VALENCIAN COMMUNITY
million €

CINCO TENEDORES .......................... 0.7
Torrent (Valencia)

DAFSA .............................................. 6.5
Segorbe (Castellon)

HELADOS ALACANT ........................ 3.5
San Vicent del Raspeig (Alicante) 

NEOCOS LABORATORIOS ................... 7
Algemesi (Valencia)

POSTRES LÁCTEOS ROMAR ............. 3.3
Albal (Valencia)

SPB .................................................... 5.4
Cheste (Valencia)
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GOOD COMMERCIAL PRACTICE FRAMEWORK AGREEMENT
Principles governing Mercadona’s relationship with integrated 

supplier-manufacturers

100+ new specialist suppliers joined in 2015

Shared objective
A relationship based on applying the  
basic principles of the Total Quality 

Model to satisfy “The Boss”

1

Mutual cooperation
Synergies among all the processes of the  

production chain seeking to 
achieve maximum efficiency

2

“Win-win” principle
Agreements that are beneficial for both parties

3

Fulfilment
By both parties of all commitments 

by the agreed deadlines

4

Transparency
Working together with the objective of 

increasing productivity and competitiveness

5

Stable relationship
Agreements for indefinite periods with deadlines 

and notice periods known to both parties

6
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Facilities of the integrated supplier Dafsa in the La Esperanza Industrial Estate in Segorbe, Castellon.
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INTEGRATED SUPPLIER-MANUFACTURERS

BUQUE PESQUERO 
ELVIMAR, S.L.
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Unión Martín

Clearly identified on the packaging of the products they manufacture for Mercadona, 
with whom they maintain a relationship based on the principles of the Good Commercial 

Practice Framework Agreement (see p. 56)
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Year after year Mercadona strengthens its logistics net-

work, which has a total area of over 854,000 square 

metres. And in August 2015, to supply the company’s 

supermarkets in the northern zone, it began building 

its new logistics block in Vitoria-Gasteiz (Araba/Alava), 

the first phase of which it expects to complete in 2017. 

This project involves an investment, in this phase, of €50 

million and the creation of 100 jobs, which will gradually 

be introduced as work proceeds on its construction, in 

which 150 SMEs will be involved.

In addition, it has made progress over the year on con-

structing its new logistics block in Abrera (Barcelona), 

which is expected to be finished and fully operational in 

2018. In developing this block, involving an investment 

of €300 million, 150 SMEs have taken part, providing 

work in turn for 600 people, which represents a major 

boost to revitalise the economy of the area during the 

course of the works. Following the start-up of the re-

frigerated products warehouse in 2015, to add to the 

frozen products and packaging warehouses and the 

bread plant, 50% of its facilities are now operational and 

250 supermarkets in Catalonia and Aragon are currently 

being supplied from them. In 2016, moreover, the dry 

products warehouse is expected to come on stream.

The new block in Abrera is the company’s fifth intelligent 

warehouse, following the decision it made almost a dec-

ade ago to innovate in its logistics network by developing 

and introducing this type of fully automated warehouse. 

This kind of logistics block, a pioneering endeavour in 

the sector, showcases Mercadona’s commitment towards 

quality employment at its warehouses, as it allows for 

completely eliminating any handling or overstraining by 

employees, which contributes towards preventing and 

reducing the risk of accidents in the workplace while 

increasing productivity and efficiency. Indeed, Mercadona 

opened its first block of this type in 2007, specifically in 

Ciempozuelos (Madrid), later joined by those in Riba-roja 

de Turia (Valencia), Villadangos del Paramo (Leon), Guadix 

(Granada) and now Abrera (Barcelona).

Overall, since the company decided to commit to this 

logistics model which eliminates overstrain and increases 

productivity, Mercadona has devoted considerable efforts 

and resources to modernising its intelligent logistics net-

work, in which over 1,300 people work every day and on 

which over €700 million euros have been invested over 

the course of these years. Thanks to all this it has logistics 

with which to supply all its supermarkets efficiently, 1,574 

of them at the end of 2015, with the further objective 

of transporting more and more using fewer resources 

and remaining “invisible” to the environment.

Logistics blocks
Innovating to eliminate overstrain and achieve effective transport

3.3

Josep Vicent Boira, Secretary of the Department of Housing, Public Works and Territorial Structuring in the Valencian Autonomous Government 
(Generalitat Valenciana), and Pedro Corraliza, Director of Mercadona’s Transport Division, at the prize award ceremony.

2015 El Vigía Award 

In November, Mercadona received the Award for Innovation and 

Logistics Quality, granted by the highly respected publication “El 

Vigía”, which specialises in logistics and infrastructure, “for its 

constant search for logistic solutions which have enabled it to grow, 

innovate and cut costs”.
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1. RIBA-ROJA DE TURIA, Valencia

2. ANTEQUERA, Malaga

3. SANT SADURNI D’ANOIA, Barcelona

4. SAN ISIDRO, Alicante

5. HUEVAR, Seville

6. GRANADILLA DE ABONA, Tenerife (Santa Cruz de Tenerife)

7. CIEMPOZUELOS, Madrid

8. INGENIO, Gran Canaria (Las Palmas)

9. VILLADANGOS DEL PARAMO, Leon

10. ZARAGOZA, Zaragoza

11. GUADIX, Granada

12. ABRERA, Barcelona

13. VITORIA-GASTEIZ, Araba/Alava

A1. MERCAPALMA, Palma de Mallorca (Balearic Islands)

A2. FUERTEVENTURA, Fuerteventura (Las Palmas)

A3. LANZAROTE, Lanzarote (Las Palmas)

MAP OF LOGISTICS BLOCKS
Over 854,000 m2 devoted to 
guaranteeing the company’s  

supply chain

LOGISTICS BLOCK 
in operation

PLANNED/UNDER CONSTRUCTION

SATELLITE WAREHOUSEA

RADIUS OF ACTION

A

A

A

9 VILLADANGOS 
DEL PARAMO

A1 MERCAPALMA

5 HUEVAR

6 GRANADILLA  
DE ABONA

8 INGENIO

13 VITORIA-GASTEIZ

Construction of the logistics block in Vitoria-Gasteiz (Araba/Alava).

4 SAN ISIDRO

2 ANTEQUERA

10 ZARAGOZA

1 RIBA-ROJA 
 DE TURIA

3 SANT SADURNI D’ANOIA

12 ABRERA

11 GUADIX

A2 FUERTEVENTURA
A3 LANZAROTE

7 CIEMPOZUELOS
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Supermarket in El Ninot Market, Barcelona.
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SOCIETY

4.1 Values for shared prosperity

4.2 Listening to improve

4.3 Relations with the local community

4.4 Mercadona’s Social Action

4.5 The environment and sustainability

4
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Promoting an ethical form of management based on the 

prosperity of all those Mercadona is associated with is 

key for the company’s business model. Since 1993, year 

by year, improvements have been introduced into that 

model through dialogue, transparency, cooperation and 

debate with customers, employees, suppliers and Society.

Involving customers in developing products and ser-

vices, having employees share in the profits, pursuing 

compatibility policies, fostering relations based on sta-

bility, acting with transparency in our collaboration with 

suppliers, reducing the company’s environmental impact 

and creating employment and wealth currently make 

Mercadona’s common project one of shared prosperity, 

giving back to Society part of what it receives from it.

The figures for 2015 substantiate the company’s direct 

contribution, as evidenced by the €1,497 million paid 

in direct and indirect taxes to the public purse, of which 

€662 million corresponded to Social Security payments, 

243 to corporate income tax, 509 to collected VAT and 

Personal Income Tax (IRPF), and 83 to other local, regional 

and national taxation.

In addition, through its commitment to generating pro-

ductive growth, the company has also contributed €4,258 

million to Spain’s GDP, 0.14% more than in 2014, while 

at the same time it has created 1,000 long-term jobs, 

bringing the workforce to 75,000 employees.

The contribution the company has made to Society in 

2015 is also significant, thanks to its collaboration with 

over 2,000 commercial and service suppliers which 

are part of Mercadona’s circle of influence. Indeed, its 

commitment to shared growth has enabled it to boost 

the economies of the areas where it has a presence, as 

evidenced, for example, by the figures for the contribution 

made by the 125 integrated supplier companies alone: 

2,600 new jobs, bringing the total to 47,100 direct 

employees, an investment effort in 2015 of over €525 

million and collaboration agreements with over 20,000 

SMEs and local raw material producers.

All these figures reflect Mercadona’s commitment to 

Society, a long-term, sustainable, inclusive commitment, 

and above all, the work the company does year after year 

to attain one of its prime objectives: “to consolidate a 

business project that Society feels proud of and wants.”

Values for shared prosperity
Contributing to the prosperity of society where Mercadona is present requires 

managing its relationship with its components in an ethical and responsible way

4.1

The impact of Mercadona’s activity on 
society as a whole is significant in terms of 
income and employment, and also economic 

contribution, both direct (employees, supplier 
and integrated supplier companies and the 

public purse) and indirect.
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1,497 million euros (1%+ than in 2014)

Tax contribution

Direct and  
indirect taxes

million euros

553
Social Security

million euros

83 
Other taxes

million euros

243
Corporate income tax

Direct Tax Contribution

million euros

109
Social Security

million euros

227 
VAT

million euros

282
Personal Income Tax (IRPF)

Indirect Tax Contribution

IMPACT OF THE ECONOMIC ACTIVITY OF MERCADONA 
AND ITS PRODUCTION CHAIN IN SPAIN

15,393  million euros
85%  

of total purchase 
volume 

(products+services)

Purchase volume  
in Spain

Figures for Mercadona’s Sustainable Agri-Food Chain

commercial and 
service suppliers

SMEs and raw 
material producers

2,000+ 20,000+
integrated 

supplier-manufacturers

125

million euros
combined investment Mercadona and integrated suppliers1,176

Total Income and Employment Contribution

(*) Data taken from the report “Mercadona’s Economic Impact in 2015” produced by the Valencian Economic Research Institute (IVIE in Spanish).

19,500* million euros
1.8% of GDP

640,000*  
jobs in Spain through the direct, indirect 
and induced activity of Mercadona and 

its partners
combined contribution to GDP
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In the relationship Mercadona maintains with Soci-

ety, communication and constant dialogue are key 

elements, as they promote mutual understanding. 

They enable the company to be aware of the needs 

and concerns of those around it, to adapt better to 

the local community and to design strategies that 

offer more effective and appropriate solutions to 

foster shared growth and good relations.

For all these reasons, Mercadona constantly brings 

its business model and the values that underpin its 

project to the attention of Society. And it continued 

to do so in 2015 by participating in a number of 

forums and meetings with numerous organisations 

and associations in a range of fields, giving Society 

deeper knowledge of the company. 

In line with the motto of “Giving first, to then Re-

ceive”, one of its aims in its relations with Society is 

the principle of transparency, which the company 

reinforced in 2015, as is demonstrated, for example, 

by the fact that its website has offered the information 

required under the Transparency Act since it came 

into force in December 2014.  

“Participation Forum” project
For Mercadona it is particularly important to be 

thoroughly acquainted with the concerns, preferences 

and tastes of consumers. For this reason, in 2015 it 

launched the “Participation Forum” project, in which 

it works together with Spain’s national federations 

of consumer associations: CEACCU, CECU, FUCI, 

UNAE and CAUCE-UCA. All the participants, who 

have a framework agreement for active collabora-

tion, held periodic meetings over the course of the 

year, and their conclusions, drawn from the different 

experiences and analyses conducted, have been set 

out and distributed in the first study produced by 

this project: “The New Consumer Profile”.

Listening to improve
Only through active listening can we design joint solutions that  

will help to improve Society

4.2

Dialogue with Society

Close contacts with 72 consumer associations, at both 
national and autonomous community level

Collaboration with  15 coeliac, intolerance and other allergy associations 

Collaboration in 9 studies and publications
25 collaboration agreements

Participation in 18 conferences and seminars
87 briefing meetings

23 visits to the company’s and integrated suppliers’ facilities
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As a result of its engagement with Society, the company has received a number of acknowledgements, 
which are an incentive to continue working and promoting initiatives with local communities

Merco Report
Second highest-rated company for Corporate Reputation and first in the generalist distribution sector. In 

addition, Juan Roig, the president of Mercadona, was ranked first in the Business Leaders category as most 
highly rated for his leadership.

Seville Food Bank Award

“Friends and Food” Award
from the Zaragoza Food Bank.

GEC Family Award
(Catalan Family Associations Group) for social action undertaken in soup kitchens  

and food banks in Catalonia.

Acknowledged by the Ilundain Foundation 
for collaboration undertaken in 2015.

Marco, a “Boss” at the Les Bruixes supermarket in Altafulla, Tarragona.

SOCIAL AWARDS AND

RECOGNITION IN 2015

2015 Conecta Award for Best Quality and Freshness 
awarded by Mercados magazine for the quality and freshness of our range of fruit and vegetable products.
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Relations with the local community
Mutual collaboration to offer solutions that promote good relations

4.3

Mercadona pursues specific strategies to ensure 

that its commercial activity does not impinge on or 

cause any nuisance to the communities and neigh-

bourhoods in which it operates. For this purpose it 

analyses and evaluates every suggestion it receives, 

which enables it to rectify possible faults and im-

plement solutions designed to achieve its aim of 

consolidating good relations with its neighbours. A 

total of 81 suggestions, complaints and proposed 

improvements received from our neighbours were 

processed in 2015, of which 62% were satisfactorily 

resolved in less than 30 days, while for the rest the 

time taken depended on the type of action to be 

implemented.

In addition to this priority, the company continued 

throughout the year developing a project launched 

in 2014: “Proactive Neighbour Management”. This 

preventive tool has enabled it to avoid possible nui-

sances arising, having identified potential trouble 

spots in advance and carried out over 4,100 checks 

for this purpose on loading and unloading process-

es in 2015, as well as more than 5,400 on internal 

processes in its facilities and supermarkets.

For Mercadona, getting on well with its neighbours 

is a priority and a commitment in which all members 

of the workforce are involved. The most obvious 

example in 2015 was that of Alberto Sanjuán, the 

maintenance manager in the area where the com-

pany’s supermarket in El Fontan, a neighbourhood 

of Oviedo (Asturias), is located.

After several meetings with a number of company 

departments and suppliers to try to find a solution 

to a possible nuisance common to all supermarkets, 

namely the noise that can be produced by the wheels 

of pallet jacks in stores, he personally devised a 

new system, using lifting springs, which has over-

come the problem. Alberto designed the prototype 

himself, with the help of the Construction Works 

manager Javier Revenga, and it was subsequently 

manufactured by the pallet jack supplier AGEREC; 

€2.5 million will be invested in adapting the jacks. 

Alberto, the Maintenance manager for Asturias and Galicia, with 
one of the pallet jacks with a system of lifting springs that he  
devised, in the El Fontán supermarket in Oviedo.
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Supporting traditional trading: 
Local Town Markets 

Mercadona stimulates retail trade in its immediate 

vicinity in the neighbourhoods and areas in which it 

operates and is especially committed to coexisting 

with traditional forms of trading. This commitment 

is the framework for its plan to revitalise local town 

markets, initiated in 2001.

At the end of 2015 the company shared its enthusi-

asm for this project with over 1,590 different traders, 

distributed among the 33 local town markets in which 

it has a store. Mercadona intends to continue its policy 

of coexisting with traditional forms of trading, and 

for this reason it is planning to open 5 more stores 

in traditional markets, having also inaugurated 5 in 

2015: Palleja Market in Palleja (Barcelona), El Ninot 

Market in Barcelona, MercaGavà in Gava (Barcelona), 

Creixell Market in Creixell (Tarragona) and Volpelleres 

Market in Sant Cugat del Valles (Barcelona).

33
stores 

in local town markets

1,590+
traders 

 share the ambition of recovering 
traditional trading practices

Collaboration with local traders

Before-and-after pictures of the garden on the roof of the supermarket in Paseo General Martínez Campos, Madrid, located in the internal 
area of a block.
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Support for entrepreneurship and teaching 

Mercadona encourages enterprise, one of Society’s 

engines of growth. It does so both inside and outside 

the company, enabling it to incorporate talent into 

the development of the Mercadona Project and also 

share innovative initiatives with Society that create 

growth and productivity.

An example of its support for enterprise is its spon-

sorship, together with EDEM and the Valencian 

Association of Businesspeople (AVE in Spanish), of 

the “Entrepreneur” category of the King Jaime I 

Awards. In 2015, the sixth year in which this new 

category has been awarded, the entrepreneur chosen 

to receive the award was Óscar Landeta, founder 

and managing director of Certest Biotec, a biotech-

nology company that develops products enabling 

viral, bacterial and other diseases to be detected 

without the need for testing facilities or equipment, 

using procedures that are similar to those used in 

the well-known pregnancy tests.

For some years Mercadona has also maintained 

close relations with the academic world, becoming 

involved with it through the EDEM Business School 

University Centre, of which the company is Patron. 

To contribute to the training of future entrepreneurs 

and executives by transmitting the essential values of 

the Total Quality Model, in 2015 Juan Roig was the 

lecturer in charge of the course units on Foundations 

of Business Management in the BA Business Admin-

istration Degree for Entrepreneurs and on Business in 

the Engineering and Business Management Degree, 

teaching these subjects on Saturday mornings.

Mercadona, the Valencian Association of Businesspeople (AVE) and the EDEM Business School, sponsors of the King Jaime I Award for 
Entrepreneurs, with the winner, Óscar Landeta, founder and managing director of the Certest Biotec company, during the ceremony.
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In September 2015 EDEM, Lanzadera and Angels opened new facilities in the Juan Carlos I Royal Marina in Valencia, thus creating a major Medi-
terranean entrepreneurial centre, the Marina de Empresas, covering the complete cycle of entrepreneurship, as it includes training (EDEM), acce-
leration (Lanzadera) and investment (Angels), and sharing a common philosophy: the culture of endeavour, entrepreneurial spirit and leadership.

In addition, Mercadona has once again lent 

its support to the important work that EDEM 

has been doing for some years now in training 

businesspeople, executives and entrepreneurs. In 

2015 the President of the company, Juan Roig, 

participated in the “15×15 Course: 15 Days with 

15 Business Leaders”, and a number of Merca-

dona’s executives collaborated in some of the 

business management courses taught at EDEM. 

Global Compact

Since 2011 Mercadona has been a member of the 

Global Compact in defence of fundamental values in 

Human Rights, Labour Standards, Environment and 

Anti-Corruption. The company has taken a step fur-

ther in 2015, after committing itself to membership. 

It thereby reaffirms its support for the ten principles 

and values of this compact, all of which is recorded 

in a progress report confirming the application of 

these principles, which has been submitted to the 

Spanish Network of the Global Compact. 

See our progress report:
https://www.unglobalcompact.org/participation/
report/cop/create-and-submit/detail/165971
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In 2015, to give something back in return for what 

it receives from Society, Mercadona has continued 

to pursue its social action plan by supporting numer-

ous social institutions and organisations which have 

helped many people over the course of the year. In 

all it has donated 4,200 tonnes of food, equivalent 

to 70,000 shopping trolleys, through the different  

initiatives in which it has participated in every Au-

tonomous Community in Spain.

The company has also consolidated its programme 

of collaboration with soup kitchens. In 2015 Merca-

dona supported the work of over 100 institutions in 

numerous towns and cities in Spain, to which every 

day it donates products that are not suitable for sale 

but are perfectly fit for consumption.

In addition, Mercadona has collaborated, through its 

supermarkets, in a number of “Operation Kilo” food 

collections and in the “Great Collection” organised 

by the food banks. In all these initiatives the response 

from the “Bosses” has been spectacularly generous: 

over 7,000 tonnes donated. The company’s employees 

have collaborated enthusiastically in these operations, 

devoting more than 9,100 hours from their working 

days to the Great Collection alone, for example, an 

operation to which Mercadona has also contributed 

logistical help to the tune of 130,000 euros.

Mercadona’s Social Action
In 2015 Mercadona donated 4,200 tonnes of food, to add to the total of over 7,000 

tonnes donated through the generosity of our “Bosses”

4.4

55
food banks

and other bodies

Agreements with 4,200
tonnes
of food  

donated

100+
soup kitchens

Collaboration with
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In 2015 Mercadona also played an active part once 

again in AECOC’s “Food is Too Good to Waste” ini-

tiative. Throughout the year, on a continuous basis, 

this programme puts all the actors in the supply chain 

in touch with one another to create synergies and 

prevent food waste at every point.

Trencadís Murals 

In 2015, in conjunction with Pamesa Cerámica, 

Mercadona has continued collaborating with the 

“El Molí” Occupational Centre in Onda, the “El 

Rinconet” Farm Home in Villafames, the Koynos 

Valencian Cooperative in Godella, the Torreblanca 

Occupational Centre, Afanias, the Occupational 

Centres of the Valencian Institute for the Care of 

the Disabled and Social Action, Buris Ana, El Maes-

trat, Belcaire and the Roig Alfonso Foundation of 

the Valencian Community. Thanks to this support, 

since the project began in 2011 some 200 people 

with intellectual disabilities have worked on man-

ufacturing more than 3,500 murals in a variety of 

trencadís mosaics, which the company places as 

decoration mainly in its fish, fresh meat and deli 

meats sections.

María Ángeles and Tamara, employees at the Cas Ramons Rd. 
supermarket in Sant Antoni de Portmany, Ibiza, in front of the 
decorative mural made using the trencadís technique in the deli 
meats section.

The Roig Alfonso Foundation of the Valencian Community making the 
murals.
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Mercadona maintains a constant commitment to 

sustainability, being aware that natural resources 

are a scarce asset that must be protected and used 

efficiently. It therefore pursues strategies and optimi-

sation plans based on prevention, on “doing more 

with less”, as long as this provides added value for 

“The Boss”, all with the aim of reducing the impact 

of its activity on the environment as much as possible. 

To achieve this, the company has impact control and 

process optimisation mechanisms in three main areas: 

logistics, energy efficiency and waste management. 

This translates into a whole range of initiatives which 

have been adopted across the board and in which 

all the integrated suppliers and suppliers are also 

involved. Working together in this way results in 

major savings in energy, as well as reducing waste 

and minimising the consumption of resources at 

every point in the chain.

In addition, the company has continued in 2015 

to develop a number of strategies for reducing the 

production of waste in its stores and warehouses 

and to find new uses for that which is produced, 

The environment and sustainability
Prevention as the best management strategy for greater efficiency  

in the use of resources

4.5

Turning waste into resources, reincorporating them 

into the economic production cycle and at the same 

time reducing the environmental impact of processes.

Some examples:

Making use of by-products from other integrated 
supplier-manufacturers: Bynsa reuses broken rice 

from Arrocerías Pons to make pet food.

Making use of surpluses: the lemons marketed by 

Tana that are above commercial size limits are sent 

to the integrated supplier-manufacturers Helados 

Alacant and Helados Estiu to make lemon ice cream. 

Vegetables from Agrícola Perichán are used by Dafsa 

to make juices and gazpacho.Recovery of raw materials
3

New products
4

1

2
Treatment

Process waste

Products

0

Circular Economy
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either through recycling or by making use of it in 

other processes.

Main lines of action

Logistical optimisation: achieving the greatest 

possible efficiency by making maximum use of the 

space in each lorry and making the minimum num-

ber of trips, so as to transport more using fewer 

resources. In addition, to help ease congestion in 

cities, Mercadona has established silent urban un-

loading in off-peak hours, wherever possible, which 

benefits traffic flow during the day, reduces noise 

and emissions and also optimises unloading times 

for the 572 stores involved. Although strenuous 

efforts are being made to improve the efficiency 

and reduce the impact of road transport, Mercadona 

also seeks to diversify its logistics by using rail and 

ship as means of transport, through which it has 

transported almost 50,000 more tonnes of products 

this year than in 2014.

Energ y efficiency: energy-saving measures contin-

ued to be instituted during 2015, and these, together 

with training and raising awareness among store, 

warehouse and office staff, enable progress to be 

made towards the aim of “using only the energy 

that is needed”. By the end of the year 47% of the 

company’s supermarkets were eco-efficient stores, 

all of them equipped with sustainability measures, 

such as the use of low-consumption lighting, timers 

and systems for recovering the residual heat from 

the plant room to air-condition sections of the store. 

Together these measures reduce energy consumption 

by 20%.

Waste reduction: cardboard, plastic, expanded 

polystyrene and wood waste produced during Mer-

cadona’s operations is recycled after an initial phase 

of sorting and compacting in the stores. Other 

apparently small-scale measures, such as reducing 

the thickness of pallet wrap by one micron, achieve 

significant savings in material without compromising 

safety in transport. In addition, as part of its strategies 

for reducing food waste, Mercadona has IT tools 

that help to adjust orders to demand so as to reduce 

food wastage. The company also collaborates in the 

“More food, less waste” strategy of the Ministry of 

Agriculture, Food and the Environment.

25
million euros

 investment in protecting 
the environment

819
eco-efficient 

stores

120,000
tonnes

reduction in CO2  
emissions

10
million kWh
energy saving

Some figures for 2015

Expo supermarket in José Atarés Ave., Zaragoza.
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Mercadona Environmental Policy Report
For further information, see Mercadona’s Environmental Policy Report, 
published every two years. The latest edition covers 2013 and 2014.

http://descargas.mercadona.com/memoriasMA2014/ING/MemoriaMA14ing.pdf 

Retail Forum

Mercadona has been a member of the European 

Retail Forum for Sustainability (REAP) since it was 

founded in 2009. In this forum retailers from all over 

Europe adopt undertakings and share good practices 

to improve the sustainability of their processes. The 

distributors participating in this project are monitored 

annually by an external auditor. Under the joint 

presidency of the European Commission, REAP has 

just renewed its mandate for the next three years 

with the same goal for which it was founded: to 

move towards the common objective of achieving 

a circular economy in which the fullest possible use 

is made of natural resources and waste is minimised.

5. Improve access to premises

6. Improve communication with customers

Sustainable transport

The main effort of Mercadona’s logistical processes 

regarding its environmental behaviour centres on 

“transporting more using fewer resources”, which 

not only reduces the impact this activity generates but 

also achieves major savings in energy and resources.

The lorry fleet is entirely composed of vehicles that 

comply with the Euro 5 and Euro 6 standards. These 

are currently the most stringent existing standards 

on atmospheric emissions.

Commitment on Climate

In 2015 Mercadona joined the “One million com-

mitments for the climate” initiative promoted by 

the non-profit foundation Ecology and Develop-

ment (ECODES in Spanish) together with the Min-

istry of Agriculture and the Environment and other 

foundations and charity organisations. By joining, 

Mercadona, like the other participating bodies and 

organisations, collaborates and undertakes to raise 

public awareness on the important challenge of 

tackling climate change.

Belonging to REAP involves accepting its code of con-

duct, by which the signatory companies undertake to:

1. Promote the production and use of sustainable 

products

2. Reduce the environmental impact of their stores

3. Optimise transport of goods

4. Reduce packaging and minimise waste
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185,000
tonnes of material recycled

ENVIRONMENTAL MANAGEMENT, EFFICIENCY AND SUSTAINABILITY
 Significant Data

Recycling

Transport

Tonnes paper 
and cardboard

Stores with Silent 
Urban Unloading

Tonnes of merchandise 
transported

Emissions standards 
in the fleet

Containers 
transported

Tonnes  
plastic

Tonnes 
polystyrene

 Tonnes 
wood 

Tonnes used 
batteries collected 

in stores

Tonnes toner 
cartridges 
recycled

170,000 11,590 1,734 1,679 152 2 

10,800 2,060 1,650 152 3159,300

2015

2014

784,500 37,300 

32,700686,500

2015

2014

Road Ship

572 100% 

99%523

2015

2014

 (Euro 5 and Euro 6 lorries)

Train loads 
per year

Containers 
transported

Million fewer 
kilometres 

travelled by road

Fewer tonnes 
of atmospheric 
CO2 emissions

Tonnes 
transported

460 9,100 9.4 8,500 192,000 

11,500 9.6 8,700 242,000600

2015

2014

Rail
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“Thanks to everyone for helping us to improve every day 
through your contributions and suggestions”

SOME OF THE INSTITUTIONS AND ORGANISATIONS WITH  
WHICH MERCADONA COLLABORATES

Portal de Foronda supermarket in Vitoria-Gasteiz, Araba/Alava.
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Health and Food Safety Authorities in the different 
Autonomous Communities

EuroCommerce

ERRT 
European Retail Round Table

Inter-Food Forum

COTEC Foundation

CyD Foundation 
Knowledge and Development

ETNOR Foundation

IEF 
Family Business Institute

Master’s degree programme in Agri-Food Business 
Administration of the Lafer Foundation

Global Compact

Retail Forum  
European Retail Forum for 
Sustainability

Respon. Cat 
Social Responsibility in Catalonia

Transforma España

Seres Foundation 

SESAL 
Spanish Food Safety Society

FACE 
Spanish Federation of Coeliac Associations

AECOC 
Spanish Commercial Coding Association

ASEDAS 
Spanish Association of Distributors, Self-Service 
Shops and Supermarkets

AECOSAN 
Spanish Consumption, Food Safety and  
Nutrition Agency

AINIA 
Agri-Food Industry Research Association

AVE 
Valencian Association of Businesspeople

ESCODI 
School of Commerce and Distribution in 
Terrassa

Spanish Chamber of Commerce

Official Spanish Chamber of Commerce in  
Belgium and Luxembourg

Chair of Family Businesses at the University  
of Alicante

CEOE 
Spanish Confederation of Business Organisations 
(CEOE) and its respective territorial and regional 
organisations

EDEM  
EDEM Business School 

ENAC  
National Accreditation Agency  

Agri-Food Advisory Board of the San Telmo Institute

CEC 
Business Council for Competitiveness 

MAGRAMA 
Directorates General of the Ministry of Agriculture, 
Food and the Environment

SOME OF THE INSTITUTIONS AND ORGANISATIONS WITH  
WHICH MERCADONA COLLABORATES

Ecoembalajes España

79



Training and Services Centre in Albalat dels Sorells, Valencia. Project directed by Rstudio Arquitectura.
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CAPITAL

5.1 Corporate activity and company trends

5.2 Sales units (kilitres)

5.3 Sales

5.4 Profit

5.5 EBITDA

5.6 CAPEX

5.7 Equity capital

5.8 Productivity

5.9 Other indicators

5
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Founded in Tavernes Blanques (Valencia) in 1977, 

Mercadona’s corporate purpose is “purchasing, 

selling and marketing all kinds of goods in the 

grocery sector, for which it may open establish-

ments for the retail or wholesale selling of such 

products, providing services for the transport of 

all kinds of merchandise and carrying out stud-

ies, programmes, reports and any other activity 

directly or indirectly related to computing and to 

the management, accounting, administration and 

control of companies”.

Mercadona’s main business is the distribution of 

food and beverages, cleaning and household prod-

ucts and cosmetics through its 1,574 supermarkets, 

which are supplied from the company’s various 

logistics centres strategically located throughout 

the country.

The satisfaction of the company’s other core 

components has once again been reflected this 

year in its financial results and has consequently 

made it possible to satisfy the fifth component: 

Capital. The trust placed in the company by over 

5 million households day by day, the efforts of its 

75,000 employees in the daily performance of 

their duties, the commitment of its suppliers and 

the favourable response of society have enabled 

the company to achieve its financial objectives, 

as a result of the Culture of Endeavour and Hard 

Work and the application of the management 

model based on Total Quality.

As in previous years, the annual accounts have 

been audited by Deloitte, S.L., which issued an 

unqualified report, as usual, on 29 January 2016. 

This report, together with the annual accounts, 

has been duly deposited at the Valencia Mercantile 

Registry.

5.1

These figures confirm the soundness of management based on the Total Quality Model.

2014

10,103

675

20,161

738

543

3%

10%

12%

5%

13%

% ChangeKey Figures
(millions of euros and kilitres)

Sales units (kilos/litres)

Operating income

Turnover

Income before tax

Income after tax

20,831

810

611

10,649

765

2015

Corporate activity and company trends
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Sales units 
(kilitres)

5.2

Sales
5.3

Profit
5.4

At year-end the company had reached a figure of 

10,649 million kilitres sold, a 5% increase over the 

2014 total of 10,103. The company is satisfied with 

this figure, as it clearly shows the trust placed in it 

by 5 million households over these twelve months.

The confidence of its “Bosses”, the opening of 60 

stores (with 7 closures), the refurbishments carried 

out in 30 supermarkets and the firm commitment 

to prescribing the selection that offers the best 

possible value for money have enabled Mercadona 

to achieve a turnover of €20,831 million in 2015, a 

3% increase over 2014.

Profit before tax stood at €810 million in 2015, 

compared with €738 million the previous year, which 

represents an increase of 10%. Net profit in 2015 

was €611 million, 12% up on 2014, a year in which 

Mercadona achieved a net profit of €543 million.

Supermarket in San Enrique Market, Madrid.

millions of kilos/litres (kilitres)

10,103
10,649

2014

2015

Kilitres sold

millions of euros

20,161
20,831

Gross sales

2014

2015

millions of euros

543
611

Net profits

2014

2015

83



María Lucía, a “Boss” at the supermarket in Olivenza (Badajoz).
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CAPEX
5.6

Mercadona’s operating income has remained in line 

with its other business figures, with the company’s 

EBITDA standing at €1,120 million at the end of 

2015, compared with €1,070 million for 2014.

EBITDA
5.5

As of 31 December 2015 Mercadona had a total of 

1,574 supermarkets located in 49 provinces in 17 

Autonomous Communities, and was continuing to 

expand throughout the country.

Mercadona’s investments over these twelve months 

have included a total of €651 million devoted pri-

marily to building 60 new stores and refurbishing 

30 supermarkets to bring them up to the chain’s 

standards of comfort and convenience.

During 2015 work has continued on the new logis-

tics block in Abrera (Barcelona), and construction of 

the new block in Vitoria-Gasteiz (Araba/Alava) has 

begun. In addition, investment continues within the 

IT digital transformation project that Mercadona is 

undertaking.

millions of euros

1,070
1,120

EBITDA
2014

2015

millions of euros

655
651

CAPEX
2014

2015
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Equity capital Productivity
5.7 5.8

The capitalisation of virtually the whole of Mercado-

na’s profits has brought its equity capital at the end 

of 2015 up to a total of €4,392 million.

It is worth noting the steady increase in the ratio of 

equity capital to total assets, which went from 55% 

in 2014 to 57% in 2015.

Productivity has increased in 2015, standing at 

€25,500 in sales per person per month, compared 

with €25,400 in 2014.

This figure reflects the commitment of everyone 

involved in the Mercadona Project to achieving the 

objectives set by the company.

2014

2015

2014

2015

millions of euros

3,884
4,392

Equity capital

sales/person/month in euros

25,400
25,500

Productivity

2014

2015

2014

2015

Wall display of vegetables in the fruit and vegetable section.
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Other indicators
5.9

5.9.1 Return on equity (ROE)

Defined as Profit divided by average Equity 

Capital for the year.

The figures are consistent with Mercadona’s 

capital structure, based on the strength of its 

Equity Capital, and with the Total Quality Model 

as a guiding principle, in which the satisfaction 

of the Capital component is achieved after the 

other components.

5.9.2 Operating cash flow

Defined as cash flow generated from oper-

ating activities.

Cash generated from business operations has 

financed Mercadona’s organic growth and 

investment for the year, as well as maintaining 

a solid cash position. 

5.9.3 Working capital

The average payment period to suppliers was 

45 days and the stock turnover period was 

15 days.

2014
543

3,884

3,438

3,661

15%

In millions of €
Profit

Equity Capital at year-end

Equity Capital at start of year

Average Equity Capital

ROE

3,884

4,138

15%

611

4,392

2015

738

80

359

1,177

(237)

940

Income before tax

Changes in working capital

Adjustments to income

Operating Cash Flow before tax

Income tax paid

OPERATING CASH FLOW

358

1,227

(243)

984

810

59

2014In millions of € 2015

3,608

567

(3,041)

Current assets

WORKING CAPITAL

Current liabilities (3,161)

4,084

923

2014In millions of € 2015
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NON-CURRENT ASSETS 3,575,406   
 
 Fixed assets and non-current investments 3,529,883   
 
 Deferred tax assets 45,523
  
CURRENT ASSETS 4,084,708   
 
 Inventories 654,578   
 
 Trade and other receivables 98,477   
 
 Current investments 74,660   
 
 Cash and cash equivalents 3,256,993   
 

TOTAL ASSETS 7,660,114

 

EQUIT Y 4,392,263
 
 Capital 15,921
  
 Reserves 3,764,997
  
 Profit for the period 611,345
  
NON-CURRENT LIABILITIES 106,888
 
 Non-current provisions and payables 24,203
  
 Deferred tax liabilities 82,685
  
CURRENT LIABILITIES 3,160,963
 
 Suppliers 2,224,644
  
 Other payables 684,770
  
 Personnel 239,756
  
 Current tax liabilities 11,793

TOTAL EQUIT Y AND LIABILITIES 7,660,114

MERCADONA, S.A.
Balance sheet as of 31 December 2015
(thousands of euros)

Translation of financial statements originally issued in Spanish and prepared in accordance with generally accepted accounting principles in Spain.
In the event of a discrepancy, the Spanish-language version prevails.
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MERCADONA, S.A.
Income Statement for the period ended on 31 December 2015
(thousands of euros)

 Revenue  19,059,157
 
 Supplies  (14,376,994)
 
 Other operating income  18,324
 
 Personnel expenses  (2,391,368)
 
 Other operating expenses  (1,171,680)
 
 Amortization  (372,076)
  
RESULTS FROM OPERATING ACTIVITIES 765,363  
 
 Finance incomes  33,849
  
 Impairment and net result on disposal of financial instruments   11,053
 
NET FINANCE INCOME 44,902  
 
PROFIT BEFORE INCOME TAX 810,265  
 
 Income Tax Expense  (198,920)
 
PROFIT FOR THE PERIOD 611,345  

Translation of financial statements originally issued in Spanish and prepared in accordance with generally accepted accounting principles in Spain.
In the event of a discrepancy, the Spanish-language version prevails.
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Megapark supermarket in Barakaldo, Vizcaya.
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HISTORY OF 
MERCADONA
1977-2015
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First company in Spain to 

use scanners to read bar 

codes at points of sale.

Francisco Roig Ballester 

(1912–2003) and his wife 

Trinidad Alfonso Mocholí 

(1911–2006) start operating 

Mercadona as part of 

the Cárnicas Roig group. 

What had been family-run 

butcher’s shops become 

grocery stores.

Juan Roig and his wife, 

together with his brother 

Fernando and sisters 

Trinidad and Amparo, 

buy Mercadona from 

their father. The business 

consists of 8 stores with 

approximately 300 square 

metres of retail space. 

Juan Roig assumes control 

of the company, which 

commences its activity as 

an independent business.

Introduct ion of  f ree 

customer credit cards for 

“The Boss”.

19821977 1981 1986

HISTORY
1977-1991
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Opening of the logistics 

block in Riba-roja de Turia 

(Valencia), the first fully 

automated distribution 

centre in Spain.

Acquisition of Superette 

Supermarkets, with 22 

stores in Valencia.

Juan Roig and Hortensia 

M.  Her re ro  become 

the company’s majority 

shareholders.

Acquis i t ion of Cesta 

Distribución and Desarrollo 

de Centros Comerciales, 

enabling the company to 

establish a presence in 

Madrid.

1988 19901989 1991

Acquisition of Dinos and 

Super Aguilar.

Electronic Data Interchange 

(EDI) is initiated with 

suppliers.
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HISTORY
1992-2001

19961992 1993 1997

Launch of the Hacendado, 

Bosque Verde, Deliplus and 

Compy brands.

Supermarket  number 

200 opens in Segorbe 

(Castellon).

The company’s first collective 

agreement for all employees 

is signed.

The company reaches 

figures of 10,000 employees 

and 150 stores.

Introduction of the Always 

Low Prices (SPB) commercial 

strategy, later to evolve into 

the Total Quality Model.

Joint venture agreement 

with Almacenes Gómez 

Serrano of Antequera 

(Malaga).
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1998 20001999 2001

Acquisition of Almacenes 

Paquer and of Super-

mercados Vilaró, both in 

Catalonia.

Construction of the logistics 

block in Sant Sadurni 

d’Anoia (Barcelona).

The first Atmosphere 

Store opens in Massanassa 

(Valencia).

The first Integrated Suppliers 

Meeting is held.

Col lect ive Agreement 

(2001–2005) signed.

The process of making all 

staff permanent employees 

(a process started in 1995) 

is completed; at that time, 

the number of employees 

was 16,825.

Opening of the logistics 

b lock  in  Antequera 

(Malaga).

The project for a new design 

and model for the cosmetics 

section is initiated.

Inauguration of the first 

free nursery school for 

children of employees at 

the logistics block in Sant 

Sadurni d’Anoia (Barcelona).

Mercadona reaches 500 

supermarkets with the 

opening of its first store in 

Linares (Jaen).
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HISTORY
2002-2010

20052003 2004 2006

Introduction of the new 

Mercadona uniform.

Opening of the logistics 

block in Granadilla de 

Abona (Tenerife).

S igning of the new 

Collective Agreement for 

the following four years 

(2006–2009).

First company to carry out 

an Ethical Audit.

Opening of the logistics block 

in San Isidro (Alicante) and 

of the company’s second 

nursery school.

Launch of the new Hortensia 

H perfume line.

Opening of a supermarket 

in the precinct of the L’Olivar 

Market in Palma de Mallorca.

Opening of the logistics 

block in Huevar (Seville) 

and of the company’s third 

nursery.

T h e  M a n a g e m e n t 

Committee decides not to 

open the supermarkets on 

Sundays as a general rule.

The company’s twenty-fifth 

anniversary.

Opening of the company’s 

1000th store in Calp 

(Alicante).

Relaunch of the Mercadona 

Credit Card with a new 

image.
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2007 20092008 2010

The first phase of the 

Twenty-First-Century 

Warehouse logistics block 

comes into operation in 

Ciempozuelos (Madrid).

Fourth-ranked company in 

the world for Corporate 

Reputation, according to 

the New York Reputation 

Institute survey. 

Back to basics for an 

efficient selection by doing 

what adds value for “The 

Boss”.

S igning of the new 

Collective Agreement and 

Equality Plan (2010–2013).

Realignment of Mercadona 

with the Total Quality 

Model, fifteen years after 

its introduction.

Shopping Cart Menu to 

offer “The Boss” the finest 

and cheapest Total Shopping 

on the market.

Opening of the logistics 

block in Ingenio (Gran 

Canaria). 

H u m a n  R e s o u r c e s 

management model based 

on Leadership and the 

Culture of Endeavour and 

Hard Work: the keys to 

being a high-performance, 

high-productivity company. 
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HISTORY
2011-2015

Opening of the 1500th 

supermarket in the city of 

Santander, in the Cazoña 

district.

The new Data Processing 

Centre in Albalat dels 

Sorells (Valencia) comes into 

operation.

Mercadona celebrates thirty 

years of its sustainable model 

based on promoting growth 

of the five core components 

of the company.

It begins charging for bags 

in accordance with Spain’s 

National Integrated Waste 

Plan.

Signing of the Collective 

Agreement and Equality 

Plan (2014–2018).

Redefining ourselves to be 

“more like shopkeepers”. 

Introduction of new fresh 

products sections.

Mercadona’s Sustainable 

Agri-Food Chain begins to 

be developed.

Opening of the logistics 

block in Guadix (Granada).

New Training and Services 

Centre in Albalat dels Sorells 

(Valencia).

Mercadona ’s  r ad i ca l 

innovat ion model  i s 

internationally recognised.

20142011 2013 2015
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The Mercadona Project 
continues to move forward...
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Satisfying “The Boss”

Annual Report 2015

C/Valencia, 5    46016 TAVERNES BLANQUES (VALENCIA)
Telephone: +34 963 883 333     Fax: +34 963 883 302     

Free Customer Service phone line: +34 900 500 103

www.mercadona.es 

www.facebook.com/mercadona

www.twitter.com/mercadona

www.youtube.com/mercadona 




