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This year’s annual report is a reflection of a period of 
uncertainty generated by a pandemic that paralysed 
the world in 2020 and which only begun to recover 
in 2021. It also shows the good work of a number of 
companies that have been able to react and adapt to 
the circumstances, just as we had done the previous 
year. And all of this while demonstrating our solida-
rity with the groups that have been hardest hit by this 
crisis.

There is no doubt that this year we have operated in a 
very complicated context once the economic activity 
started to gain pace in the aftermaths of the Covid-19 
crisis. Despite all the difficulties, IFA has consolidated 
its place by continuously earning the trust of more 
households and by resiliently achieving a consolida-
ted turnover in excess of 33 billion €. 

At Grupo IFA, we are aware that together we are 
stronger and with better chances to face the di-
fficult times we are going through. In addition to 
the Covid crisis, challenges, such as the digital and 
environmental transformation of our industry lie 
ahead. If we aim to be successful, both significant 
investment on resources and an adequate mana-
gement of the European recovery funds will be ne-
cessary. 

This transformation stems from the European insti-
tutions and involves a strong regulatory impact on 
our companies and our sector as a whole. Therefore, 
we must congratulate ourselves for the appointment 
of Juan Manuel Morales, our Managing Director, as 
the first Spanish Chairman of EuroCommerce, the Eu-
ropean trade association. I believe that this is a recog-
nition of the representativeness and significance of 
the Spanish trade in Europe.

CHAIRMAN’S STATEMENT

Following on the challenges coming from Europe, 
Grupo IFA has started to implement the environmen-
tal, social and governance criteria (ESG), a set of stan-
dards that will be used as a guide when making busi-
ness decisions. This process required a prior analysis 
of the joint impact of IFA’s associates from a socioeco-
nomic and environmental point of view.

To this end, we have conducted a study that both 
measures the aggregate impact and quantifies our 
consolidated economic, social and environmental 
contribution. In this report, we will devote several 
sections to reflect on the results of this analysis.

For the second consecutive year of the Covid-19 crisis, 
our model, which is based on proximity, fresh produ-
ce and variety, has adapted to a context of uncertain-
ty, and in the year 2021 we have been able to achieve 
very good results. All of it, thanks to the good work 
carried out both by the head office and IFA’s associa-
tes. Working as a team we have once again mana-

ged to gain the trust of our consumers, suppliers and 
institutions and ultimately, of the entire value chain. 
This would have been impossible without the com-
mitment and dedication of our employees, who are 
the main ambassadors of the emotional proximity we 
are so proud of. To all of them, thank you very much 
for your efforts.

The year 2021 has led the way to new challenges that 
go beyond the healthcare crisis. I am convinced that 
we will be able to tackle them in the way we have 
always done; that is, with optimism, humility and 
the strength that comes from being able to provi-
de service to more than 80% of the Spanish popu-
lation. A responsibility of which we are proud, and 
which encourages us to face all the challenges that 
lie ahead.

Best regards,

Jerónimo Martín Rodríguez 
Chairman and CEO 
of IFA Retail, S.A.

Chairman’s statement

IFA has consolidated its 
place by continuously earning 
the trust of more households 
and by resiliently achieving 
a consolidated turnover in 
excess of 33 billion €.

Our employees are the main 
ambassadors of the emotional 
proximity we are so proud of. 
To all of them, thank you very 
much for your efforts.
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1.1. OUR HISTORY

1967

Our history

1968
1972

1976

1978

1980

1984

1987

1990
1992

1994

The Cash and Carry Network opens its fiftieth outlet.

Grupo IFA opens the first Cash and Carry in Spain through its associate, Almacenes Paquer (Tarrasa).

Launching of CIBON and BAJEL own brands labels for food products and canned fish respectively.

IFA ESPAÑOLA, S.A. is founded on Friday 2 June 1967 with a company capital of 2,800,000 pesetas.

Grupo IFA receives the “European Food leader of the year” award.

Grupo IFA started the concept of CHAIN OUTLETS in Spain with an expansion plan to develop 
its retail channel by opening supermarkets. Cabrero e Hijos opened its first “discount supermarket” in Spain 
under the ALDI brand.

Grupo IFA is once more pioneering the implementation of Electronic Data Exchange (EDI) 
in Spanish distribution.
Broad presence in advertising and the media thanks to sponsorships such as “La Vuelta Ciclista a España” 
and the Spanish Basketball league (ACB).

Grupo IFA is defined as the image for both brand and communication purposes.

As IFA develops its own-brand, the number of stores reaches 1,000.

Grupo IFA structure transformation to meet current market demands takes a decisive step with the integration of the 
UNAGRAS and CMD purchasing centers.

The number of associates grows some 50% with the addition of the PENTA purchasing center.

1998

2005

2012

2013

2015
2016
2017
2018

2019

2020

Grupo IFA’s turnover exceeds one trillion pesetas.

IFA is awarded the Trade Merit Plaque by the Ministry of Economy and Competitiveness through 
the Secretary of State for Trade. The companies in the Group total 60,000 employees.

Start of NAOR Program, which we joined through the Spanish Agency for Food Safety and Nutrition (AESAN) 
to commit to healthy and natural foods.

Launch of the Group’s new 2013-2016 Strategic Plan, as part of the vision to turn the Grupo IFA into the best 
distribution group in Spain. Launch of IFA’s Own Brand Project and development of the first 1,000 items under 
the ELIGES, UNNIA and SABE brands.

Unide joins Grupo IFA resulting in a significant increase in the store network. An alliance with the 
Gasol Foundation is signed to develop healthy habits among the Spanish population.

Sonae MC joins Grupo IFA to start the Group’s internationalization plan. Turnover reaches 16 billion euros.

Grupo IFA celebrates its 50th Anniversary with its associates, suppliers and employees. 
The 2020 Strategic Plan is approved.

GRUPO IFA joins EUROCOMMERCE to foster fair relations and commercial practices with both clients 
and providers in the European sphere.
General Director of GRUPO MAS, Jerónimo Martín Rodríguez, is appointed Chairman and CEO of GRUPO IFA.

Italian Gruppo VéGé joins the International Purchasing Centre and consolidates GRUPO IFA as the 
distribution leader in the South of Europe.

Grupo IFA launches its new corporate identity: a new image for a shared future.

2021 Juan Manuel Morales, IFA’s Managing Director, is appointed Chairman of EuroCommerce. 
For the first time a Spanish person is to hold the position of Chairman at the European 
Trade Association, a recognition of the representativeness and importance of the Spanish 
trade in Europe.
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1.2. OUR FIGURES

2021 Grupo IFA overall figures for Spain, Portugal and Italy.

Grupo IFA Overall Figures
Grupo IFA Figures for Spain.

Grupo IFA Overall Figures for Spain

RETAIL SURFACE AREA
SOURCE: GRUPO IFA

MARKET SHARE IN SQUARE 
METERS
SOURCE: NIELSEN

CONSOLIDATED TURNOVER
SOURCE: GRUPO IFA

+3.1%

STORES
SOURCE: GRUPO IFA

CENTRALISED PAYMENT
SOURCE: GRUPO IFA

MARKET SHARE IN THE FMCG 
MARKET SEGMENT IN €
SOURCE: NIELSEN

33,206

6,936 +1.0%

-1.0%

+8.1%

+1.6%

+0.9 p.p.

7.5

14.7%

12.9%

139,250

11,065 

MILLION €

MILLION €

MILLION SQUARE METERS

RETAIL SURFACE AREA
SOURCE: GRUPO IFA

NUMBER OF EMPLOYEES 
FRANCHISES INCLUDED

SOURCE: GRUPO IFA

MARKET SHARE IN RETAIL 
SURFACE AREA
SOURCE: ALIMARKET

CONSOLIDATED TURNOVER
SOURCE: GRUPO IFA

STORES
SOURCE: GRUPO IFA

CENTRALISED PAYMENT
SOURCE: GRUPO IFA

MARKET SHARE IN €
SOURCE: NIELSEN

15,112

6,936

3.9

19.7%

14.7%

89,037

6,265

MILLION €

MILLION €

MILLION SQUARE METERS

31.7%MARKET SHARE IN 
WHOLESALE SURFACE AREA 
SOURCE: ALIMARKET

+0.4%

+1.0%

-1.1%

+0.4%

+1.5%

-0.2 p.p.

+0.2 p.p.

+0.6 p.p.

0.0 p.p.

2021 VS. 2020

+25.6%

+11.3%

+13.1%

+7.1%

+1.0 p.p.

2021 VS. 2019

+0.7%

+0.9 p.p.

2021 VS. 2020 2021 VS. 2019

+11.3%

+0.5%

+7.0%

+0.5 p.p.

+0.8 p.p.

+1.4%

+0.5 p.p.

+11.4%

NUMBER OF EMPLOYEES 
FRANCHISES INCLUDED

SOURCE: GRUPO IFA
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1.2. OUR FIGURES

Consolidated Turnover and 
Market Share

Over the last ten years, our consolidated turnover has tripled, and an 
annual compound growth close to 5% has been achieved. Market share by 
manufacturer’s brand has also increased by 5%

Market share 
by Supermarkets 

(Spain total)

OVERALL MARKET 
SHARE

14.4%

15.6%

2021

+1.2p.p.

2012

MARKET SHARE BY 
MANUFACTURER’S 
BRAND

20.2%

23.9%

2021

+3.8p.p.

2012

SOURCE: NIELSEN

Market share 
by retail 

channels 
(overall Spain)

OVERALL MARKET 
SHARE

12.8%

14.7%

2021

+2.0p.p.

2012

MARKET SHARE BY 
MANUFACTURER’S 
BRAND

16.4%

20.6%

2021

+4.2p.p.

2012

SOURCE: NIELSEN

GLOBAL

11,233

33,206

2021

+19.8%*

2015

SPAIN

11,233

15,112

2021

+5.1%*

2015

GLOBAL

9,940

33.206

2021

+14.3%*

2012

SPAIN

9,940

15,112

2021

+4.8%*

2012

*CAGR.

Consolidated 
turnover 

(in millions)

*CAGR.

*CAGR.

*CAGR.
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1.2. OUR FIGURES

position

Madrid
Barcelona
Sevilla
Las Palmas

A Coruña
Tenerife
Asturias
Girona

Toledo
Huelva
Valladolid
Ciudad Real

León
Lugo
Guadalajara
Huesca

Cuenca
Ávila
Teruel
Melilla

Main regional market share by retail surface area in the field of organised distribution (food based) as of 31-12-2021. 
Source: RETAIL DATA

position

Vizcaya
Córdoba

Guipúzcoa
Navarra

Albacete
Álava

Salamanca
Zamora

Soria

MARKET SHARE BY RETAIL SURFACE AREA

We are leaders in retail 
surface area

Our market share 
by retail surface area 
increased by 19.7%
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1.3. OUR CONSOLIDATED SOCIO-ECONOMIC IMPACT

Crucial for society, paramount 
for the economy

In 2021, in conjunction with KPMG we have conducted an economic, social and 
environmental study to measure the cumulative impact of GRUPO IFA and to quantify our 
consolidated contribution. This report places us as one of the country’s main economic 
drivers. Some of its highlights are described in the current Annual Report.

NOTE 1: GROSS DOMESTIC PRODUCT AT MARKET PRICES ADJUSTED FOR SEASONALITY (OVERALL FOR 1Q, 2Q, 3Q AND 4Q IN 2020) REACHES 1,121,948 MILLION €. SOURCE: THE NATIONAL STATISTICS 
INSTITUTE - INE.  |  NOTE 2: IN ABSOLUTE TERMS, THE AGRICULTURE AND LIVESTOCK SECTOR REPRESENTS 32,550 MILLION EUROS. SOURCE: THE NATIONAL STATISTICS INSTITUTE - INE

16  |  2021 ANNUAL REPORT

THE MULTIPLYING EFFECT OF PURCHASES 
TO SUPPLIERS CONTRIBUTES TO 

FOR EVERY EURO SPENT ON 
PURCHASES TO SUPPLIERS.

the economy with 2.76€

MILLION € 
CONTRIBUTION TO GDP 10,756.7

BREAKDOWN:

2,321,159.3 THOUSAND €
21.6% direct impact That is the overall salary bill and the gross operating surplus (profits 

before interest and taxes).

“We contribute to the Spanish GDP1 and the agricultural and 
livestock sector’s2 by 1% and 33% respectively”.

OUR CONTRIBUTION TO THE NATIONAL ECONOMY

6,400,359.9 THOUSAND €
59.5% indirect impact That is the gross added value of Grupo IFA’s supply chain (level 1) 

and the corresponding interactions with their respective suppliers 
(level 2, 3, etc.).

2,035,249.7 THOUSAND €
18.9% induced impact That is the gross added value resulting from direct and indirect employee’s 

consumption based on their salaries and on the consumption pattern of 
households.

AN ECONOMIC DRIVER

1€  =  2.76€
IFA CONTRIBUTION

TO THE ECONOMY

GRUPO IFA WOULD BE THE 9TH SECTOR WITH A
HIGHEST DRIVING EFFECT ON THE ECONOMY
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7%

Wholesale

584.1 Million €

6%

Retail

531.5 Million €

1.3. OUR CONSOLIDATED SOCIO-ECONOMIC IMPACT

41%

Food and 
beverage

3,416.5 Million €

9%

Construction 
and property 

775.1 Million €

2,314.4 MILLON €
input tax

54.2%
1,956.7 MILLON €
tax revenue
45.8%

NOTE 1: SOURCE: RESEARCH BY CEOE’S C4. 
NOTE 2: MINISTRY OF FINANCE, 1,644.9 MILLION €

OUR IMPACT ON DIFFERENT SECTORS

814.1 Million € 

10%

Supporting 
services

OUR CONTRIBUTION TO THE PUBLIC FINANCES

We contribute the equivalent of 2.6 times the budget 
allocated to the Cultural (2) area in Spain in 2020.

The trade industry accounts for 13% of the total of the Spanish economy (1) and is 
one of the country’s main driving forces.

In turn, Grupo IFA contributes to the Spanish GDP by 1%, thus, generating 
growth and employment as well as contributing to the public finances.



2.1  2021-2025 STRATEGIC PLAN ...........................................................................22
2.2  COMMERCIAL MANAGEMENT ............................................................24 
2.3  INTERNATIONAL PROGRAMME .......................................................30 
2.4  LOGISTICS AND OPERATIONS ...............................................................32
2.5  CENTRALISED PAYMENT .....................................................................................34
2.6  2021 RESULTS....................................................................................................................................... 38



2021 ANNUAL REPORT  |  2322  |  2021 ANNUAL REPORT

gether on enhancing consumer knowledge in order 
to manage categories more strategically and lead new 
trends. To this end, in 2021 we have continued to en-
courage digitalization with a focus on data analysis. 
We have also placed great emphasis on the environ-
mental, social and corporate governance criteria, for 
which the report developed to analyse the environ-
mental and socioeconomic impact we have in Spain 
has been of great help.

All of this without losing sight on cost efficiency, which 
is at the forefront of our essence and at the core of our 

2.1. 2021-2025 STRATEGIC PLAN

We have successfully completed the 
first year of our 2025 Strategic Plan
We have accomplished the first year of our 5-year 
Strategic Plan still feeling the impact of the health 
crisis. Therefore, during the year 2021, we have been 
forced to focus our annual plan mainly on the conse-
quences of the pandemic but without losing sight of 
the 2025 horizon. With a broader timeframe, we can 
now implement projects with greater determina-
tion, speed and in line with the objectives, resources 
and indicators already approved.

Our 2025 Strategic plan is built upon several pillars. Un-
doubtedly, the most relevant one is increasing our com-
petitive stance. Progress has been made on this front 
during the year 2021 thanks to a business model that is 
based on the variety of products and the manufactu-
rer’s brand. A model which places us as market leaders 
(according to Nielsen sources) for having been able to 
reach almost an extra 1M homes since 2019.

In 2021, the fact is that we have accelerated the change 
that already emerged in the previous plan with re-
gards to the generation of commercial levers in co-
llaboration, mainly, with manufacturers. We have also 
worked very closely with the various committees to 
make the most of the opportunities that have arisen 
during the year. And, as per our plan, we will continue 
to reinforce both the head office and suppliers’ compe-
titiveness tools in order to achieve greater verticality in 

our purchasing as well as to keep making progress on 
our international programme.

As we already learned from the 2008 crisis, the right 
balance between price and quality is key to brand 
competitiveness and customers’ choice. As a result, 
we have continued to develop our own brand pro-
ject as a complement to the manufacturer’s brand. 
This joint effort has enabled us to have a quality as-
sortment of more than 2,400 competitive own brand 
products in 2021. And we hope to continue to increase 
our members’ adhesion to this consolidated project, 
which will help us face the current volatile economic 
environment.

And for this competitiveness to continue to grow, the 
2025 plan places an important focus on working to-

strategic plans. It has now taken on a new dimension, 
as its contribution to the implementation of the circu-
lar economy project in Europe is paramount, and be-
cause of the increase of both raw material and energy 
prices. 

In the turbulent scenario of 2021, efforts have been 
redoubled to boost our influence in the face of the 
numerous regulations being implemented now and 
in the future. In this regard, the 2025 strategic plan 
envisages that Europe matters more than ever and 
sees IFA as a key player which must be capable of 
upholding and promoting a unique business model 
that is an example of resilience in Europe.

We are ready to face this challenging future with an 
ambitious road map focused on creating value for our 
associates. It is by means of this plan that or model will 
be capable of leading the period ahead as it has done 
in 2021. We must, therefore, do our best to strengthen 
relations between our associates, the head office and 
suppliers.

We will continue to reinforce our 
competitiveness tools to achieve 
greater verticality with our purchasing. 
The execution of joint initiatives with 
manufacturers will also be promoted, 
which will in turn help strengthen 
our international programme as a 
collaborative tool

Since 2019, IFA has reached an extra 
one million households, what makes 
us the leading operator with a higher 
penetration

NIELSEN PACKAGED GOODS
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innovation programmes, and new promotional ini-
tiatives focused on consumer preferences and trends 
are jointly deployed. This is the reason why we have 
developed over 20 vertical levers, 270 commercial 
initiatives and more than 17,000 products have been 
promoted.

All of this work has been carried out by the Food, Be-
verage, DPH products and Own Brand areas. Each of 
them, have their own commercial teams that make 
use of management and business intelligence tools 
in order to analyse consumer trends and to embrace 
them in a more agile and accurate way. Following our 
strategic plan, we continue to improve product seg-

mentation by gradually incorporating Big Data as well 
as new technologies into our business, so that we get 
to know our customers better every day to be able to 
lead new trends.

2.2. COMMERCIAL MANAGEMENT

The strength of our alliance 
with manufacturers
Improving our competitive stance is at the forefront 
of our 2025 Strategic Plan. As a purchasing and service 
center, both the head office and the associates work 
together to foster a commercial model that provides a 
comprehensive approach to categories. The year 2021 
has been characterized by a strong competition in 
the market, especially for Own Brand products. Our 
model, mainly based on manufacturer brands, has 
therefore, been put to the test, making it necessary 
to work together with manufacturers to be able to 
compete with short-range operators that are more 
focused on own brand.

This model enables us to enhance verticality with 
major manufacturers, which are in turn our greater 
allies in terms of innovation and generation of com-
mercial levers. As such, in the year 2021 we have ma-
naged to maintain last year’s share practically intact 
(+1.3 points from year 2019). In addition, market sha-
re by manufacturer’s brand remains the same as in 
2020 and as a result, we shall be considered their lar-
gest commercial platform.

Grupo IFA’s strategy aims to foster the growth of ma-
nufacturers by boosting their key commercial laun-
ches. We also support the implementation of their 

JOINT INITIATIVES WITH MANUFATURERS

270 COMMERCIAL 
ACTIONS

17,000
PRODUCTS
PROMOTIONS

MARKET SHARE BY 
PACKAGED GOODS 

INTEGRATED 
MANAGEMENT RESULTS

15.2%

MARKET SHARE BY PACKAGED 
GOODS (MANUFACTURER’S BRAND)

23.9%
SOURCE: NIELSEN SUPERMARKETS

We support the growth of 
manufacturers by boosting their key 
commercial launches
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tics information project based on the improvement of 
service planning and optimization. After the peak of 
the health crisis, certain categories such as cosmetics 
re-emerged. 

This led to the recovery of the growth path of our cos-
metics brand KADŌ, which was launched three years 
ago, with improvements in assortments and updated 
ranges, laying the foundations for the development of 
new opportunities within this brand without losing 
any of its essence.

As it is defined in our strategic plan, we have resu-
med our plans to develop our range of products in 
order to make it more comprehensive and efficient 
by 2022 and for it to be able to adapt to current con-
sumer demands. As a result, this year our ECO assort-
ment has been expanded. Our specific brand seeks 
to democratize the ECO world with affordable prices 
in line with the current trends of sustainability and 
health. Thanks to this project, we currently have more 
than twenty categories available in most of our asso-
ciates’ points of sale.

Our own brand department has continued making 
progress on the commercial and quality sides of the 
business respectively in an effort to improve the ser-
vice provided to our affiliates, as well as to increase 
their competitive stance and supply while maintai-
ning quality, which is measured by our strict stan-
dards and quality controls. Our standards are based 
on both onsite and desk audits (BRC and IFS). We 
have also reinforced our analysis and tasting plan in 
order to guarantee standards and allow for potential 
deviations to be detected.

2.2. COMMERCIAL MANAGEMENT

Our own brand adapts to 
consumer trends

The year 2020 was a challenging year. At the onset of 
the crisis, focus had to be placed mainly on securing 
supply to meet the increasing demand for commo-
dities. The year 2021 has turned out to be even more 
challenging, though we have managed to consolidate 
all the growth and market share achieved during the 
pandemic by developing new projects which could 
bring added quality and value to our own brands.

The crisis with raw materials, the global complexi-
ty of supply, new consumer habits and the transfer 

of consumption to the consumer’s households have 
characterised the year 2021. Working at a faster speed 
to ensure that our own brand continues to offer the 
right balance of quality and price has been more ne-
cessary than ever.

Also, as part of the new 2025 strategic plan, we have 
begun to work with our associates on projects focused 
on the excellence of processes and on the improve-
ment of the service they are provided. They will come 
to light next year. A clear example of this is the logis-

In line with the current trends 
of sustainability and health, 
we have expanded our ECO range 
with affordable prices for all 
consumers

VOLUME OF CENTRALISED 
PURCHASES

702 MILLION €

PRODUCT RANGE OVER 

2,400 PRODUCTS

2021 OWN BRAND 
FIGURES

OVER 150
SUPPLIERS WITH TURNOVER

OVER 20
REGISTERED BRANDS



2021 ANNUAL REPORT  |  2928  |  2021 ANNUAL REPORT

the holiday period and at the beginning of the school 
year. We are very pleased, as an extra 45 suppliers 
took part in this year’s promotion and both “July 
by your side” and “Ifamilia” initiatives were imple-
mented among 98% of our associates.

“IFA Imagina” campaign is another remarkable ini-
tiative. It takes place in June and November and has 
been designed to offer children entertainment activi-
ties including handing out 430,000 PlayDoh gifts.

Furthermore, the use of online environments has 
continued to grow and progress is being made on 

enhancing our online community. Our website 
www.haycosasmuynuestras.com offers content of 
interest for the consumer, such as food related ma-
tters, recipes to make the most of ingredients and 
other curiosities. We also use these channels to keep 
the consumers up to date with our promotional 
campaigns.

We are also in close contact with our online commu-
nity through our social networks as well as we are 
determined to meet our consumers’ information de-
mands. Thus, our number of subscribers increases 
every day.

2.2. COMMERCIAL MANAGEMENT

Promotions and consummer 
communication 
In 2021, the Covid-19 crisis has continued to have an 
impact on our promotional initiatives despite some 
of the restrictions being lifted throughout the year. In 
April, we resumed or “By your side yesterday, today 
and tomorrow” campaign, which aims to support all 
the professionals within the sector who have con-
tinued carrying out their work most professionally 
amidst the pandemic environment. 

Throughout this crisis, our promotional campaigns 
are good proof that we have remained by our cus-
tomers’ side when most needed. In this respect, du-
ring the month of July, we offered very competitive 
prices on over 550 top brand products as an example 
of the consolidation of the “By your side in July” pro-
motion.

In addition, our traditional “Ifamilia” promotion was 
relaunched. Over 1,000 top brand products were offe-
red at a very attractive prices to support families after 

In a context of crisis, we have 
launched promotional actions 
when most needed by our 
consumers

http://www.haycosasmuynuestras.com
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2.3. INTERNATIONAL PROGRAMME

Five years of a successful 
internationalization 
In 2021, we have celebrated the fifth anniversary of 
our International Program, which has continued to 
strengthen and evolve. All in a context of uncertainty 
that reinforces our belief that the path for growth and 
the sustainability of our model continues to have the 
manufacturer’s brand at its forefront.

Becoming the main alternative against short assort-
ment trends focused on own brand products must 
remain our main priority. It is for this reason that our 
International Programme continues advocating for 
our manufacturers’ brand by fostering their growth 
so that the competitive stance of our associates in 
Spain, Italy and Portugal is enhanced.

We shall take this opportunity to thank the brands 
for their support. And we must emphasize that we 
share their vision regarding the sustainability of our 
sector’s profitability, which is based on achieving 
a balance that is increasingly difficult to maintain. 
Despite this, we are pleased to see that our business 
model encourages innovation and the added value of 
categories, an issue that has seriously been affected 
by the growth of short-range models that erode the 

profitability of a highly pressured and competitive 
sector.

On the 5th Anniversary of our international develo-
pment, we would also like to thank our suppliers for 
their continued support. An increased number of ma-
jor suppliers continue to join this programme, as they 
believe in the importance of advocating for a business 
model such as ours.

Our gratitude also goes to all of our associates in 
Spain, to Sonae MC and Gruppo VéGé for their com-
mitment to this international programme and for 
their support of the brands that are part of it. 

EVOLUTION OF OUR INTERNATIONAL PROGRAMME SINCE 
LAUNCHING

TURNOVER IN MILLION €

15,487

33,206

2021

+16.5%

2016

STORES

6,784

11,065

2021

+10.3%

2016

RETAIL SURFACE AREA 
(IN MILLION SQUARE METERS)

4.3
7.5

2021

+12.0%

2016

MANUFACTURER BRAND
OF TOTAL IN IFA’S G3 
IN 202180%

15.5%
+1.8 p.p

G3 SPREAD TOTAL VS G3 
MARKET IN 2021 AND 
2021 VS 2018 SPREAD 
EVOLUTION 

2021 MARKET SHARE BY 
MANUFACTURER BRAND 
(EVOLUTION VS 2018)

13p.p.
+1.6 p.p

1 2018 GRUPPO VÉGÉ JOINS IFA
G3: SPAIN, PORTUGAL AND ITALY. SOURCE NIELSEN

As a result of our associates and consumers’ support, 
the growth of the Manufacturer Brand has tripled 
internationally in the period 2018-2021 (amounting 
to 7.0% increase of IFA G3 vs 2.6% increase in the 
G3 market), reaching a market share of 15.5%, which 
represents a growth of almost two percentage points 
during this period.

We are becoming a leading operator in the South of 
Europe with a retail surface area that exceeds seven 
million square meters and 140,000 employees across 
Spain, Portugal and Italy. 

Being agile, flexible and capable to adapt to market 
demands has been the key to achieve this year’s po-
sitive results. Our international alliance continues to 
gain prominence and has become an essential strate-
gic element to confidently face the complicated cha-
llenges of the future. Our collaborative approach with 
major market players allows us to look ahead with 
optimism: together we are stronger.

Our business model continues 
to be built upon the manufacturer’s 
brand

INTERNATIONAL DIMENSION
FIGURES AT YEAR END

11,065 STORES

7.5 millons
RETAIL SURFACE AREA (IN SQUARE METERS)

33,206 CONSOLIDATED 
TURNOVER (MILLION EUROS)

CAGR.

+ 7% 2018-2021 COMPOUND ANNUAL 
GROWTH. MANUFACTURER’S 
BRAND TURNOVER 
(CONSUMER GOODS)

INTERNAL SOURCE

CAGR. CAGR.
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2.4. LOGISTICS AND OPERATIONS

Operations focused on 
sustainable cost efficiency
2021 has been a complicated year for our Logistics 
and Operations department, especially in terms of 
energy costs. However, this has not been an obstacle 
for us to increase our competitiveness, thanks to our 
cost efficiency and to the opportunities rendered by 
the sum of volumes of all of our associates, which 
in turn make negotiations with suppliers of materials 
and services easier.

One of this year’s milestones has been the accelera-
tion project of our consolidation platform, which was 
approved by the Board of Directors in April. This colla-
borative logistics project has been developed for a 6-year 
scenario and focuses on the coordination of low-volume 
orders from all IFA associates and suppliers. It achieves 
synergies that allow for cost savings, CO2 emissions re-
duction, operational efficiencies in the warehouses of 
the associates and the ability to increase stock rotation.

The consolidation platform helps us to meet our ob-
jective of providing value to our associates in terms of 
achieving efficiency with their new projects. By foste-
ring this initiative, the year 2021 closed with a 70% 
increase in managed volume, and savings reached 
62%. These results encourage our associates and su-
ppliers’ trust over an operating scenario that entails 
the added difficulty of meeting the needs of each of 
them, which in many cases are totally different.

The biggest challenge for us has been energy. The rise 
in prices from April demanded very complex solu-
tions to try to cushion the exaggerated costs. This sce-
nario compelled us to negotiate and to close agree-
ments with three of the leading energy suppliers, 
achieving savings of over 165% from daily market 
average in 2021. Despite this, we continue to seek 
ways to minimise the economic risk posed by energy 
prices. Creative and complex solutions must be deve-
loped to be able to continue keeping track of energy 
prices in this context of market uncertainty.

Its significance in the European context, makes sus-
tainability one of the major priorities for both our as-
sociates and the Purchasing Centre. Work has been 
carried out by the Purchasing Centre to meet trade 

demands and to keep our associates up to date with 
regulatory changes of the market, thanks to which 
supply has been ensured throughout 2021, great pro-
gress has been made in the area of sustainability in 
2020 and cost control has continued to be effective in 
an ever-changing context. We must be very pleased 
to have achieved a centralised turnover volume in ex-
cess of 62 million euros, which represents an increase 
of 40% from last year, when the pandemic crisis had 
great impact on volumes and prices. 

Finally, during the year 2021, we have continued to 
cooperate closely with the Public Affairs department to 
uphold our associates’ interests in the different work 
forums within Ecoembes, AECOD and ASEDAS, where 
all the regulations affecting our industry are discussed.

CONSOLIDATION  
PLATFORM

70% OF TOTAL VOLUMEN SHIPPED

SAVINGS ON LOGISTICS

+ 62%

KEY FIGURES

1 TWh CONTRACT

165% SAVINGS FROM AVERAGE 
DAILY MARKET PRICES

+40% IN CENTRALISED PAYMENT

PURCHASING CENTRE

ENERGY

INCREASE FROM YEAR 2020

INCREASE FROM YEAR 2020

INCREASE FROM YEAR 2020
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2.5. CENTRALISED PAYMENT

Administrative processes based 
on flexibility and efficiency

In 2021, IFA Retail has continued reducing transaction 
costs for our affiliates and suppliers thanks to a me-
chanism of Centralized Payment that is also aimed 
at streamlining our billing, collection and payment 
operations. This comprehensive management tool 
allows for the reception, validation and processing of 
invoices through a single electronic communication 
platform. It guarantees suppliers a single payment 
for all the purchases carried out, thus providing vi-
sibility to payment deadlines and allowing for a ho-
mogeneous, transparent and efficient management 
of invoice settlements, charges, payments and trou-
bleshooting. This way the flexibility and efficiency of 
processes is improved. 

Furthermore, the development of continuous im-
provement projects aimed both at standardising the 
exchange of information mechanisms between part-
ners and suppliers and at increasing the level of di-
gitization and automation of the billing and collec-
tion processes, have continued to be enforced in 2021. 
Over 172 improvement actions in our management 
systems have been displayed throughout the year, 
the most significant one being the implementation 
of the Kyriba tool for an automated treasury mana-
gement.

Kyriba ensures connectivity with banking gateways in 
a secure environment, facilitates real-time liquidity 
position management and guarantees automatic ac-
counting processes for banking transactions. In 2021, 
the company has continued to focus on technological 
developments aimed at improving business proces-
ses to gain flexibility and ubiquity. To this respect, 
the company is capable of operating fully through 
a digital platform which allows for the smooth run-
ning of operations and for the execution of business 
process, thus preventing any adverse impact on our 
associates and suppliers.

All this progress has allowed for a better work-life ba-
lance. Proof of this is that the company currently ca-
rries out all its operations following a blended model of 
homeworking and on-site work, which is proof of the 
robustness of the processes and the control mechanis-

IFA is capable of operating fully 
through a digital platform which 
allows for the smooth running of 
operations and for the execution of 
every business process

PAYMENTS 
TOTALLING 

6,936
MILLION EUROS 

OF HANDLED 
INVOICES

4 MILLON

MAIN FIGURES AND MILESTONES

ADDITIONAL 
DISCOUNTS  
6,645
PROMOTIONAL 
PRODUCTS

929 PROMOTIONAL
INITIATIVES 
WITH OVER 

190 SUPPLIERS
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2.5. CENTRALISED PAYMENT

An updated version of the 
Associates’ Site has been 
successfully finalised, improving 
its capacity, security and 
scalability

this automation of processes, in addition to reducing 
potential errors and enhancing the robustness of the 
procedures in force, help reduce the time that is spent 
in low value tasks in order to focus on tangible and 
added value ones.
Additionally, the Head Office has continued develo-
ping the existing business intelligence platform for it 
to become a reference tool both internally -for ope-
rational and commercial decision-making processes- 
and externally -to facilitate the analysis of suppliers’ 
and partners’ business development. IFA retail has 
consistently worked to enhance the amount of infor-
mation comprising our business catalogue by com-
bining both internal indicators with external ones 
related to the sector’s development. We have also im-
proved the frequency of updates from different sour-
ces in order to ensure the consistency of information.

And our most significant milestone regarding the 
communication channels used with our associates is 
having been able to successfully finalise an updated 
version of our Associates’ Site, which now renders 
enhanced capacity, security and scalability. The site 
has become more user friendly and in line with our 
new corporate image. It includes a Forum section 
for the exchange of ideas, opinions and information 
among associates.

Through a secure access, each associate has an 
individualized repository of information that improves 
the management of all the documentation and reports 
related to their operational activity with the head office, 
as well as with the centralized suppliers.

Our objective is for the Associates’ Site to become 
the main communication, management and analysis 
tool in daily operations.

ms of each transaction. In this sense, the availability of 
the systems in a secure manner and the optimal use of 
the company’s systems by all employees has genera-
lized the use of collaborative tools by all teams.

In 2021 we have continued to analyse those new te-
chnologies which may help improve the efficiency 
of our processes. Specially, the ones involving ro-
botic process automation (RPA) for the execution of 
accounting and administrative tasks as well as those 
aimed at the implementation of specialised digitali-
sation tools for end-to-end business. As an example, 
IFA is through the final stage of the implementation 
of a management tool for the automation of the draf-
ting, negotiation, signing, filing and management of 
all company contracts, with a focus both on work-
flow security and traceability as well as on ensuring 
a smooth communication between signatories. All 
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2.6. 2021 RESULTS

We maintain the market share 
gains achieved during the first year 
of the Covid-19 pandemic
In 2021, IFA Retail’s business model has maintained 
its market position with positive financial results. We 
have been able to retain a good part of the market 
share increase achieved in the previous year, which 
was the toughest period of the healthcare crisis. And 
all this in a highly competitive environment in the 
Spanish market. As a result, the market share of our 
associates as a whole has increased by 0.5 percenta-
ge points from the year 2019 and stands at 14.7% in 
the supermarket channel according to Nielsen con-

VOLUME OF CENTRALISED 
PAYMENT

+1.0%
6,936 MILLON EURO

6,867 MILLON € IN 2020

NET TURNOVER

+2.42%952.8 MILLON EURO

930.3 MILLON € IN 2020

SPAIN

+0.4%
15,112 MILLON EURO

15,046 MILLON € IN 2020

CONSOLIDATED 
TURNOVER SOURCE: GRUPO IFA

IFA RETAIL SOURCE: GRUPO IFA

SPAIN AND PORTUGAL + ITALY

+3.1%
33,206 MILLON EURO

32,201 MILLON € IN 2020

sulting, preventing reductions in share over the last 12 
months to exceed -0.2 percentage points.

A cumulative improvement of 1.1 percentage points 
has been registered by the whole of our associates 
from the period 2015-2019. This market share increa-
se demonstrates the ability of our business model to 
adapt to the challenge posed by the 2021 health crisis 
and the restrictions of mobility involved. Our com-
mercial offer based on proximity, the capillarity of 

our store network, fresh produce and the variety of 
our product range has made it possible for our custo-
mers to do their shopping when required. This is also 
the result of having reinforced the on-line shopping 
channels while delivering a safe shopping experience 
for both our customers and employees in our retail 
outlets.

In addition, the solid alliance with our suppliers has 
been reinforced in 2021. Focusing our strategy on 
them has allowed for our market share by manu-
facturer brand to increase by 0.1 percentage points 
from the year 2020, which represents a market share 
increase of 1.6 p.p from 2019, an a total market share 
of 23.9% in the supermarket channel. It is worth hi-
ghlighting the Group sales figures for the manufactu-
rer brand in the whole Spanish supermarket channel, 
as it has increased by 2.7 points over the 2015-2021 pe-
riod. This makes IFA the leading sustainable growth 
platform for Spanish manufactured products.

The Group has continued investing on the develop-
ment of its commercial network. The year closed with 
6,265 stores in Spain over a retail surface area of 3.9 

SOURCE: NIELSEN MAT 
PACKAGED GOODS

PENETRATION (MILLION OF HOUSELHOLDS)

9.2
10.2

2022

+1.0 million 
househods

2019

+10.3%
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2.6. 2021 RESULTS

The business performance in 2021 
consolidates the Group as one of the 
leading national employers with the 
creation of an extra thousand new 
jobs throughout the year

million square meters, which accounts for a year-
on-year growth of 0.5 percentage point vs 2020. This 
makes the Company the leading retail distribution 
operator with a market share by retail surface area 
of 19.7% in the supermarket channel. The capillarity 
of our store network covers 2,039 towns, that is, 39% 
over the figure of the leading independent operator 
in Spain. This way, IFA is in a privileged position to 
guarantee access to the food primary service, even in 
less populated areas.

The robustness of the Group commercial stance is 
reflected by a consolidated turnover of 15,112 million 
euros, which accounts for a year-on-year growth of 
0.4% and 11.4% vs the year 2019. The increasing num-
ber of stores offsets the expected drop in sales to just 
2 points from 2020, the year when consumer patterns 
were hardest hit by lockdowns.

Meanwhile, profitability has increased consistently, 
and operating margins exceeded 30%, which repre-
sents 25 basic points from 2019. Regarding the specific 
results of IFA as a purchasing and services centre, the 

company has managed payments to suppliers tota-
lling 6,936 million euros, which accounts for a 1% 
and a 11.3% increase in 2020 and 2019 respectively. 
In addition, the implementation of projects led by the 
Head Office aimed at improving efficiency and cost 
optimization has allowed for synergies to be under-
taken, mainly for the supply of consumer goods and 
auxiliary related materials.

The same for our logistics expenditure through the 
smooth progress of our platform for the consolidation 
of low rotation items withing both our own and the 
manufacturer’s brand product range.

The business performance in 2021 consolidates the 
Group as one of the leading national employers, as 
an extra thousand new jobs have been created and 
our consolidated workforce amounts to 89,000 em-
ployees at the year-end date.

And as for the international sphere, we have conti-
nued to strengthen our manufacturers’ growth and 
development platform throughout the South of Euro-
pe in conjunction with the leading Portuguese retai-
ler, Sonae MC, and Gruppo VéGé, the leading Italian 
distributor. This platform already comprises a retail 
surface area of 7.5 million square meters throu-
ghout 11,065 stores across Spain, Portugal and Italy. 
Thanks to them the total gross consolidated turnover 
amounted to 33,206 million euros and the year-on-
year growth stands at +3.1%.

SALES BY CHANNEL

86.3%
OF TOTAL

RETAIL CHANNEL

+0.1%
13,047 
MILLION €

13,038 MILLION € IN 2020

13.7%
OF TOTAL

WHOLESALE CHANNEL

+2.8%
2,065 
MILLION €

2,008 MILLION € IN 2020

SOURCE: NIELSEN
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3.1. MISSION, VISION AND VALUES

THREE FEATURES THAT UNDERPIN OUR CHARACTER

We are committed to achieving

EXCELLENCE,
because this is the only way 

of ensuring that our customers 
will increasingly rely on us 

every day.

 Our conciliatory 
approach always seeks

BALANCE
between the independence of 

our members and our common 
goals, fostering a happy

co-existence between our 
regional, national and 

international suppliers. 

We are also firmly 
committed to

INNOVATION
throughout the whole 

value chain, with freedom of 
choice at the forefront of 

our priorities. 

OUR AIM

Mision
The objective of Grupo IFA 

is to become

THE BEST 
DISTRIBUTION 
GROUP IN THE 

SOUTH OF EUROPE
made up of Affiliate companies, 

all of which are leaders in 
their respective regions, and 

supported by a Head Office that 
provides services development, 
innovation and added value for 

every element of the chain.

We have embarked on an 
ambitious project that will turn 

the purchasing centre into a

TRUE RETAIL AND 
WHOLESALE GROUP,
which operates in areas where, 
together, we are able offer the 
greatest value, without losing 

sight of those features that 
make each company within the 

Group unique.

 

Our ultimate goal is to 
become a true agent for change 

within a sector that requires 
impetus and balance, 
setting our sights on

CREATING VALUE 
AND ON WORKING 

TO ENSURE 
GROWTH AND 
EMPLOYMENT

 in our market.

Vision



2021 ANNUAL REPORT  |  4746  |  2021 ANNUAL REPORT

3.1. MISSION, VISION AND VALUES

A good reflection of this value Is that OUR CUSTOMERS CAN ALWAYS FIND A STORE AT HAND, either in big 
cities or smaller towns and the true significance of this is complemented by our in-depth understanding of our 
consumers as well as of their needs and desires. This is revealed by the alliances undertaken by Grupo IFA with 
LOCAL SUPPLIERS, especially those specialised on fresh produce.

We have been working hard for almost 50 years to meet the demands of 
the market. This is why we work hand in hand with our suppliers and the 
brands that best meet the quality standards that our customers demand.

Our stores mainly showcase fresh produce, GUARANTEEING 
TOP-QUALITY RAW MATERIALS as a result of the intense negotiations 
that are carried out with the best fish markets to ensure the freshest of fish, 
with local markets to obtain recently harvested fruit and vegetables, 
and with leading livestock farms in each region.

Values
PROXIMITY

We are committed to meet all needs. Therefore, we offer a BROAD RANGE OF PRODUCTS, MANUFACTURERS 
AND PRICES, representing everything from the most innovative of products to major brands and our own brand. We 
are determined for our customers to achieve the highest levels of satisfaction with their shopping experience, and we 
believe that freedom of choice is key to meet their needs and preferences. 

VARIETY

QUALITY

The Group’s consistency entitles us to balance the autonomy and independent management of our affiliates 
within a COHESIVE FRAMEWORK THAT IS BENEFICIAL FOR ALL. We also know how to keep the 
balance between our local and national suppliers to offer our consumers the greatest choice in their shopping 
experience.

BALANCE

Innovation has always been part of the DNA of Grupo IFA. We were the first to develop the multiple chain and 
cash & carry concepts in Spain, as well as pioneering the use of bar code readers and the implementation of the 
EDI system. Since our inception, we have supported product launches and the work of suppliers in a bid to add 
value within the various categories, and we are working to develop a distribution model that will MEET THE 
EXPECTATIONS OF CURRENT AND FUTURE GENERATIONS.

INNOVATION

Our stores come in all sizes. We can be found both in large cities and in small towns. We have international, 
national and local suppliers because what defines us is not where we come from nor does our size, but rather 
A SHARED WAY OF BEING AND UNDERSTANDING OF THE NATURE OF OUR WORK.

VERSATILITY

This is one of the values that underpins the most genuine and lasting 
of relationships, and WE WORK HARD TO ENCOURAGE IT EVERY 
DAY THROUGH OUR FRIENDLY NATURE and the quality of the 
products available, which ensures our suppliers and affiliates’ trust in 
IFA’s model of leadership.

TRUST
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3.2. STAKEHOLDER RELATIONS

Dialogue with our 
stakeholders

Grupo IFA is committed to foster active listening and 
stakeholder dialogue. We play an active role in civil 
society and for that reason, we have activated the 
necessary mechanisms to ensure constant commu-
nication, active listening and permanent interaction 
with some of the most relevant organisations both in 
Spain and in Europe. Together we aim to continue 

making progress in the UN Sustainable Develop-
ment Goals (SDGs).

In the European sphere, our Managing Director, Juan 
Manuel Morales, has been appointed EuroCommer-
ce’s first Spanish Chairman, and he is now the voice 
for retail, wholesale, and other trading companies in 

Europe. From a more global perspective, we belong to 
The Consumers Goods Forum, supporting as mem-
bers some of their initiatives designed to look after 
our planet and the human beings.

In Spain, we belong to the Executive Committee of 
The Spanish Confederation of Employers’ Organi-
sations (CEOE) and we hold the Vice-presidency of 
ASEDAS, the association representing the interest 
of the supermarket sector. We are also engaged in 
the Board of Directors of the Manufacturers and Dis-
tributors Association (AECOC) and form part of the 
Advisory Board of San Telmo International Insti-
tute.

Additionally, we participate in a cross-sectional 
dialogue with organisations such as Ecoembes, 
the Spanish-Portuguese Chamber of Commerce, the 
association of purchasing centres – ANCECO -, and 
several local associations, amongst other interest 
groups, such as the Alcobendas Entrepreneurs Asso-
ciation, the municipality where our headquarters is 
located. This helps to portray our commitment to the 
areas in which we are present.

Our social and environmental 
commitment

As leaders in the distribution sector, the proximity 
and capillarity of our store network allows us to reach 
families easily. We make the most of our position to 
promote healthy habits amongst consumers by offe-
ring a wide range of fresh products throughout our 

Vicepresidency 
of ASEDAS

Executive Committee 
CEOE (representing 
ASEDAS)

Board of Directors 
AECOC

Advisory Board, Sant 
Telmo International 
Institute

Presidency of 
EuroCommerce

Juan Manuel Morales, IFA’s managing director, at an AECOC event in Barcelona. 

Institutional 
Presence
We collaborate, amongst others, with the following 
organisations and institutions:
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IFA aims to make life easier to consumers, especia-
lly in less populated areas and small towns across 
the country. One out of four stores located in mu-
nicipalities with less than 10,000 people belongs to 
IFA, and our store network provides service to 82% 
of the Spanish population. The fact that our country 
shows an increasingly aging population and urban 
mobility is being compromised makes our model the 
most convenient and sustainable of all, as over 80% 
of our customers may come to our stores on foot, 
thus contributing to the reduction of the carbon 
footprint. 

3.2. STAKEHOLDERS’ RELATIONS

stores and by undertaking a great number of initiati-
ves on the part of IFA and our associates.

Through our partnership with the Gasol Foundation, 
we have successfully achieved our goal aimed at pro-
moting healthy habits amongst vulnerable families 
with children aged 0 - 3 years thanks to the imple-
mentation of the Presafalín programme. In addition, 
we have consolidated our support to Pasos’ research 
in an attempt to analyse the impact of COVID-19 on 
children with obesity and on the lifestyle patterns of 
children and teenagers in Spain.

On this note, we continue to support the work of FUN-
DAL by taking part in joint initiatives, such as the “Live 
Health, Be Happy” seminars - which promote healthy 
eating habits among school kids - company races, or 
the well renown Annual Tennis Menina tournament.

Also, we have engaged in the promotional campaign 
“There is no waste in eating“ by AECOC, which aims 
to reduce food waste. We have also taken part in the 
publishing of the book “Stars against waste”, and any 
profits will be donated to the Spanish Federation of 
Food Banks.

There is a section on this 
report devoted to our contribution 
as a Group to the SDGs from a 
triple ESG perspective

IFA and the Gasol Foundation discussing 
the renewal of their shared commitments 
at a press conference.IFA at the first event of the trade sector organised by the CEOE in Sevilla. Menina Tennis Tournament in favour of Unicef organised by FUNDAL.
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3.3. OUR CONTRIBUTION TO THE SDGs

Contribution to the

At IFA we are determined to contribute to achieve a 
sustainable development for the prosperity of futu-
re generations by aligning business and government 
strategies to the United Nations 2030 Agenda for Sus-
tainable Development.

At the heart of this initiative are 17 Sustainable Deve-
lopment Goals (SDGs) to end poverty, protect the pla-
net and ensure the wellbeing of human lives. These 
pages showcase the contribution of our Group to the 
SDGs according to a report that has been developed 
by KPMG to analyse the socio-economic and envi-
ronmental impact of IFA in Spain.

169
GOALS

231 
INDICATORS

SOURCE: KPMG

Through three major levers, 
Grupo IFA contributes to 
achieve the following:

PERCENTAGE OF GOALS ACCORDING 
TO THREE IDENTIFIED LEVERS:

12 SDGs

28 GOALS

71%
THE WAY WE DO 

THINGS

24%SOCIAL 
ACTION

6%
OWN 
ACTIVITY

SOURCE: KPMG

A SUSTAINABLE AND RESPONSIBLE APPROACH TO THE WAY WE DO THINGS

FOOD SUPPLY 
OWN ACTIVITY 

SOCIAL ACTION AND PARTICIPATION IN 
NON-PROFIT INITIATIVES

SDGs according to 
the three levers
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3.3. OUR CONTRIBUTION TO THE SDGs

SDGs we have an impact on 

Throughout the year, we have given out meal vouchers 
and food assistance cards. Food and supermarket sur-
pluses have also been donated. Large-scale collection 
of food banks at Christmas have been arranged and 
support for nutrition projects in developing countries 
has been provided. We have even gone internationally 
by collaborating with several NGOs, and by taking part 
in research projects for the diagnosis of malnutrition as 
well as by selling charity cards for the fight against po-
verty.

GOALS GRUPO IFA HAS AN IMPACT ON INITIATIVES

Grupo IFA fosters access to basic services through its own 
distribution activity.

Grupo IFA invested over 11 million euros during the 2020 
financial year in programmes devoted to social action.

Grupo IFA fosters access to a healthy and balanced diet 
through its own distribution activity.

Grupo IFA, through initiatives such as the “haycosas-
muynuestras” website and the “Presafalín” project, in 
collaboration with the Gasol Foundation, promotes me-
asures to put an end to malnutrition.

Goal 1.1 Implementation of actions and 
initiatives aimed to put an end to severe 
poverty.

Goal 1.2 Promote actions to help commu-
nities end with severe poverty.

Goal 1.4. Guaranteeing access to basic ser-
vices.

Goal 1.a. Promoting a significant mobilisa-
tion of resources to help end poverty.

Goal 2.1. Promoting measures and initia-
tives to put an end to hunger and help 
ensure access to a healthy and balanced 
diet.

Goal 2.2. Promoting measures and initiati-
ves that help put an end to malnutrition.

In 2015, Grupo IFA forged an alliance with the Gasol 
Foundation in order to promote healthy habits amongst 
the Spanish population and to improve the health and 
well-being of future generations.

GOALS GRUPO IFA HAS AN IMPACT ON INITIATIVES

Goal 3.4. Promoting mental health and 
wellbeing.

During Covid-19 and following the recommendations of the 
Spanish Ministry of Health, numerous initiatives were ca-
rried out to maintain the safety of our customers and em-
ployees; i.e: protective screens were installed, fast checkouts 
for vulnerable groups arranged, store capacity control was 
implemented, maintenance and cleaning duties were en-
hanced, hydroalcoholic gel dispensers were installed, sig-
nage was displayed, and card payment was encouraged. In 
total, 44 million Euros were allocated to the implementation 
of measures aimed at fighting the Covid-19 pandemic.

Goal 3.8. Promoting health coverage of 
employers and society.

Grupo IFA cooperates with specialised organisations 
devoted to the prevention, surveillance, and recovery 
from the consequences of  cancer in children and ado-
lescents.

Goal 3.d Strengthening early warning of 
diseases.

GROUP LEVERS 
ASSOCIATED TO GOALS:

OWN ACTIVITY

SOCIAL ACTION

THE WAY WE DO THINGS

Training and continuous development of our emplo-
yees in aspects such as innovation and digitalization, 
procedures, professional development, among others.

Goal 4.3 Fostering equal access for all men 
and women to technical and professional 
training.
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GOALS GRUPO IFA HAS AN IMPACT ON INITIATIVES

Goal 4.5 Enhancing the necessary 
knowledge to encourage sustainable de-
velopment and ways of life.

Goal 4.b. Promoting access to scholarships 
for students to be able to complete their 
studies.

Grupo IFA’s associates offer multiple scholarships and 
training programmes to enhance the knowledge of 
young people about the professional environment.

Grupo IFA has set up a website called “haycosasmu-
ynuestras”, which focuses on healthy and smart reci-
pes that can be prepared without wasting food, aiming 
mainly at providing a good service to society and pro-
moting healthy eating habits.

Goal 5.5. Ensuring full and effective parti-
cipation of women as well as equal access 
to leadership positions.

A high percentage of the female employees within the 
Group hold positions of responsibility in stores. In ad-
dition, in the last quarter of 2020, a negotiating commi-
ttee for IFA Retail’s First Equality Plan was created in 
order to guarantee equal opportunities for all men and 
women.

Goal 7.2. Increasing the proportion of re-
newable energy used.

In the 2020 financial year, 23% of the energy used was of 
renewable origin vs 8% in the previous year.

GOALS GRUPO IFA HAS AN IMPACT ON INITIATIVES

Goal 7.3. Promoting energy eficiency. Promotion of energy efficiency through the installation 
of glass screens in the refrigerating cabinets, replacement 
of obsolete equipment with energy-efficient one, lighting 
with LED technology as well as through obtaining certifi-
cations that guarantee the renewable sources (GdO) of the 
energy supplied, etc.

Goal 7.b. Expanding infrastructure and 
improving technology to provide modern 
and sustainable energy services.

We are determined to increase the proportion of renewa-
ble energy used by installing photovoltaic panels in 
some of our stores, which will encourage self-consump-
tion.

Goal 8.1. Implementing measures for the 
promotion of local development.

We run our activity in all the autonomous communities of 
Spain. Throughout the 2020 financial year, Grupo IFA pro-
vided direct employment to 70,000 people and contributed 
to the support of over 162,000 indirect and induced jobs.

Goal 8.6. Promoting access to employment 
to unemployed youngsters.

15% of retail workers are under 25 years of age, and this 
is their first employment for many of them.

Goal 8.b Developing and implementing a 
strategy to encourage employment for 
young people.

Grupo IFA’s associates offer multiple scholarships and 
training programmes to enhance the knowledge of young 
people about the professional work environment.

SDGs we have an impact on 
GROUP LEVERS 
ASSOCIATED TO GOALS:

OWN ACTIVITY

SOCIAL ACTION

THE WAY WE DO THINGS
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GOALS GRUPO IFA HAS AN IMPACT ON INITIATIVES

Goal 10.2. Promoting inclusion and diver-
sity for all people.

Grupo IFA guarantees an inclusive and egalitarian work 
environment, with a female workforce that accounts 
for 63.3%.

Goal 10.3. Ensuring equal opportunities 
and reducing inequality.

We provide employment to over 1,000 people with a 
recognized disability.

Goal 11.1. Ensuring access to adequate, re-
liable and affordable basic services for all 
people.

25% of IFA stores are located in areas below 10,000 in-
habitants.

Goal 12.5. Reducing waste generation 
through prevention, reuse, reduction and 
recycling activities.

Implementation of consumer awareness campaigns to 
reduce food waste. Goods that are fit for consumption 
but close to their sell-by date are donated to Help Centres. 
A recycling rate of 90% is achieved.

Goal 12.6. Implementing sustainable prac-
tices and incorporating information re-
garding sustainability into the corporate 
annual reports.

Since 2012 Grupo IFA has been compiling in its Annual 
Report all the information that is considered relevant 
throughout the year in terms of sustainability as well as 
the main KPIs on ESG.

GOALS GRUPO IFA HAS AN IMPACT ON INITIATIVES

Goal 12.7. Promoting sustainable and res-
ponsible purchasing.

Grupo IFA carries out assessments to suppliers accor-
ding to social, ethical and environmental criteria.

Goal 15.5. Reducing the degradation of 
natural habitats and halting the loss of 
biodiversity.

Initiatives have been carried out aimed at the conserva-
tion of biodiversity (preservation of the bearded vultu-
re) and the natural capital.

Goal 17.16. Fostering alliances for the in-
terchange of knowledge in order to achie-
ve the Sustainable Development Goals.

One of Grupo IFA’S greatest accomplishments has been 
being able to  gather 34 full members, as well as 137 asso-
ciated companies, beyond a commercial purpose in order 
to embrace the challenge of becoming a benchmark for 
sustainability. Alliances have also been developed with 
several foundations and non-profit organizations.

Goal 17.19. Developing indicators to mea-
sure progress in sustainable development.

Grupo IFA has established environmental, social and 
good governance indicators that are monitored perio-
dically and included in the Annual Report.

SOURCE: KPMG

SDGs we have an impact on 
GROUP LEVERS 
ASSOCIATED TO GOALS:

OWN ACTIVITY

SOCIAL ACTION

THE WAY WE DO THINGS
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3.4. CORPORATE MANAGEMENT

D. RAFAEL 
RUÍZ ALONSO
TEÓGENES RUÍZ S.L.
BOARD MEMBER

D. LUIS MESQUITA 
SOARES MOUTINHO
MODELO CONTINENTE 
HIPERMERCADOS, S.A.
BOARD MEMBER

D. JUAN ANTONIO 
GÓMEZ PÉREZ
UNAGRAS S.A.
BOARD MEMBER

D. JOSÉ RAMON 
FERNÁNDEZ 
DE BARRENA 
BERMEJO
UNIALCO, S.L.
BOARD MEMBER D. JOSÉ MARÍA MARTÍN JIMÉNEZ

SECRETARY OF THE BOARD OF 
DIRECTORS (NON-VOTING MEMBER)

D. MANEL ROMERO 
ROMAGOSA
CONDIS 
SUPERMERCATS, S.A.
BOARD MEMBER

D. JOSÉ ABRAHAM 
DOMÍNGUEZ SANTANA
DINOSOL 
SUPERMERCADOS S. L.
BOARD MEMBER

D. JERÓNIMO 
MARTÍN RODRÍGUEZ
GRUPO HERMANOS 
MARTÍN S. A.
CHAIRMAN AND CEO

D. EUSEBIO RUBIO 
MARTÍN
AHORRAMAS S. A. 
CEO

D. ALEJANDRO 
FERNÁNDEZ GONZÁLEZ
ALIMERKA S. A.
VICE-CHAIRMAN 
AND CEO

D. JOAN
FONT I FABREGÓ 
BON PREU, S.A.U.
CEO

D. JOSEP SAPERAS 
VERGARA
HD COVALCO S.L.
BOARD MEMBER

D. ROBERTO 
TOJEIRO RODRÍGUEZ
GADISA RETAIL, S.L.U.
BOARD MEMBER

Board of Directors
AS OF JUNE 2022

The Board of Directors comprises 
14 Directors and a Secretary, who is not 
a Board Member. It also includes a 
Chairman and a Vice-chairman - who 
are also CEOs - and two CEOs.

D. GREGORIO 
GILARRANZ 
SÁNCHEZ
HIPER USERA, S.L.
BOARD MEMBER

Dª MANUELA 
BELLA DÍAZ ORTA
CASH LEPE S.A.
BOARD MEMBER
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Dª. ALICIA PUJOL 
MARTÍNEZ
CONDIS 
SUPERMERCATS S.A.

D. SANTIAGO 
CODESIDO BARREIRO
GADISA RETAIL S.L.U.

Dª. MARÍA 
BARRADO FRANCO
ALIMERKA S.A.

D. JOAN 
SABARTES I PARDO
BON PREU S.A.U.

Dª. OLIVIA 
LLORCA AFONSO
DINOSOL 
SUPERMERCADOS S.L.

D. FERNANDO 
ROMERO CASADO
AHORRAMAS S.A.

D. ADOLFO 
MARTÍNEZ CARNERO
GRUPO HERMANOS 
MARTÍN S.A.

D. FRANCISCO JOSÉ 
SÁNCHEZ DEL ARCO
HIPER USERA S.L.

Dª. PAZ 
FERNÁNDEZ VEGA
UNIALCO S.L.

D. JAIME 
FEMENIAS DOLS
UNAGRAS, S.A.

D. JUAN MANUEL
MORALES ALONSO
IFA RETAIL S.A.

D. VÍCTOR 
PÉREZ DÍEZ
IFA RETAIL S.A.

The Centralised Procurement Committee is made up of affiliates and Head Office 
managers. It carries out the continuous market and sector analysis and has decision-
making power. It also provides information and makes recommendations to the Board of 
Directors about measures to be taken for which the Board must give final approval.

Centralised Procurement 
Committee AS OF JUNE 1ST, 2022

D. PERE KAISER COZAR
HD COVALCO S.L.
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International Procurement 
Committee AS OF JUNE 1ST, 2022

The International Procurement Committee is made up of affiliate members in Spain, 
Portugal and Italy and Head Office managers. The Committee ensures the operational 
management involving decision making processes and tactical follow-ups of the 
International Programme. Furthermore, it is responsible for ensuring compliance of 
any agreements being undertaken.

D. JUAN MANUEL 
MORALES ALONSO
IFA RETAIL S. A.
CHAIRMAN

D. VÍCTOR 
PÉREZ DÍEZ
IFA RETAIL S. A.
SECRETARY

Dª RAQUEL 
BENEÍTEZ TEJÓN
IFA RETAIL S. A.
INTERNATIONAL 
DIRECTOR

D. EDOARDO 
GAMBONI
VÉGÉ RETAIL S.R.L. 
SOCIETÀ UNIPERSONALE
MEMBER

D. TOMÁS 
LINCE FERNANDES
MODELO CONTINENTE  
HIPERMERCADOS, S.A.
MEMBER

Dª PAZ 
FERNÁNDEZ VEGA
UNIALCO S.L.
MEMBER

D. JUAN ANTONIO 
GÓMEZ PÉREZ
UNAGRAS S.A.
MEMBER
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Executive Team
AS OF JUNE 1ST, 2022

Dª ANA LORENZO
MORALES
PUBLIC AFFAIRS, 
COMMUNCATION 
AND ESG DIRECTOR

Dª RAQUEL 
BENEÍTEZ TEJÓN
INTERNATIONAL 
AND BUSINESS 
DEVELOPMENT 
DIRECTOR

D. DIEGO MAUS 
LIZARITURRY
CORPORATE 
DIRECTOR AND 
CFO

D. JUAN RAMÓN
GONZÁLEZ CRISTOS
LOGISTICS AND 
OPERATIONS 
DIRECTOR

D. VÍCTOR 
PÉREZ DÍEZ
COMMERCIAL 
AND MARKETING 
DIRECTOR

D. JUAN MANUEL
MORALES ALONSO
MANAGING 
DIRECTOR
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Good corporate governance 
as a source of trust
Grupo IFA has started to implement the environ-
mental, social and governance criteria (ESG), a set 
of standards that are used as a guide when making 
business decisions. As part of the corporate gover-
nance dimension, the services and purchasing centre 
is fully committed to the highest standards of com-
pliance with our code of ethics and legality as well 
as with the competition defence Law. The whole of 
the company’s activity in terms of its relations with 
third parties, including partners and suppliers, is sub-
ject to compliance with our Code of Ethics. This code 
of reference for our business practice is based on the 
respect for legality, honesty in business relations-
hips, mutual respect, transparency and integrity of 
all staff, including the Board of Directors, the Executi-
ve Management team, the company’s employees and 
any associates’ representatives that are part of IFA’s 
operational bodies.

In addition, we are committed to extending our 
ethical principles to the third parties with whom we 
interact, for which we have confidentiality and ethi-
cal behaviour clauses in all our contracts. Perma-
nent evaluation of our good governance and com-
pliance standards are carried out in an attempt for 
our corporate governance model to be in line with 
current legal requirements as well as to extend best 

practices to all our internal decision-making pro-
cesses.

The company also enjoys strict internal protocols to 
avoid “antitrust” risks.  Through the application of 
these protocols, the Company always behaves as an 
independent third party which safeguards the infor-
mation received both by suppliers and member com-
panies. We have established the necessary organisa-
tional and technological related procedures to avoid 
access to confidential information from the compe-
tition. 

Periodical assessments from the perspective of the 
Competition Defense Law are also carried out through 
specialised external audits so as to assess the efficien-
cy of our risk management model and to strive for 
its continuous improvement. Independent auditors 
analyse the internal operations of the Head Office, 
and in particular, the treatment of sensitive commer-
cial information, negotiation processes, commercial 

behaviour as well as the management of project sy-
nergies between partners.

In addition, the Company has developed a Criminal 
Risk Prevention Model which was formally appro-
ved by the Board of Directors and implemented in 
2019. It aims to promote an ethical and compliance 
culture within the company, as well as to prevent, 
detect and react to any illegal behaviour patterns 
that may arise within the company. All this in line 
with the legal requirements of the Criminal Law. By 
this, we aim to protect the corporate reputation of 
our Head Office.

This model is reported to the Auditing Committee and 
carries out a total of 83 controls to mitigate activity 
risks. These controls are fully monitored through a 
systematic 3-year testing plan (2019-2021 period). In 
2021, thirty assessments were carried out and no de-
viations were identified. In addition, key initiatives 
have been completed in the area of the protection of 
workers’ rights and privacy, including the updating of 
both the Health and Safety and Emergency Plans, the 
approval of the Equality Plan and the implementation 
of a Protocol against Sexual Harassment.

Finally, the company has approved an Action Plan 
for the period 2022-2024 to further develop the com-
pliance model around three basic pillars: (i) conti-
nuous training in the corporate compliance culture; 
(ii) promoting tools to identify and respond in the 
event of non-compliance; and (iii) ensuring the pro-
per implementation of mitigating controls.

In 2021, key initiatives have been 
completed in the area of the protection 
of workers’ rights and privacy, 
including the updating of both the 
Health and Safety and Emergency 
Plans, the approval of the Equality Plan 
and the implementation of a Protocol 
against Sexual Harassment

NEW 2022-2024 ACTION PLAN 
ON CORPORATE COMPLIANCE

ONGOING TRAINING ON 
CORPORATE COMPLIANCE CULTURE

PROMOTING THE IMPLEMENTATION 
OF TOOLS TO IDENTIFY AND 
RESPOND IN THE EVENT OF 
NON-COMPLIANCE

ENSURING THE IMPLEMENTATION 
OF MITIGATING CONTROLS
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Modelo Continente 
Hipermercados, S.A.

Jose Bernabéu Pic, S.A.

Hermanos Ayala 
Sousa, S.L.U.

Ibercudis, S.L.

Hiper Usera, S.L.

GROUP COMPANIES:

• Aca, S.A.U
• Alcantadis, S.L.
• Carbadis, S.L.
• Eurohiper Distribución, S.L.
• Iruñadis, S.L.
• Majadadis, S.L.
• Mirandadis, S.L.
• Novarandis, S.L.
• Pintodis, S.L.
• Soriadis, S.L.
• Toriodis, S.L.
• Trujillodis, S.L.
• Valdemodis, S.L.
• Vitoriadis, S.L.

Scaber, S.C.
Supermercados Dani, S.L.

Sánchez Vázquez 
Hermanos, S.A.U.

Román García Romo, S.A.

AFFILIATE COMPANY:

• Supermercados COP., S.A.

Moyà Saus e Hijos, S.A.

Superficies de 
Alimentación, S.A.

Supermercados Bolaños, S.L.

Unialco, S.L.

Unagras, S.A.

Teógenes Ruiz, S.L.

Unión Detallistas 
Españoles, S.Coop.

Vicente Alonso, S.L.

Member of the International 
Procurement Committee:

AFFILIATE COMPANIES:

• Almacenes Eguren, S.A.
• Ayebsa Import-Export, S.L.
• D. y P. Miguez, S.L.
• Dispreu Logística, S.L.
• Droguería Albizu, S.L.
• Ebro Droper, S.L.
• Hermanos Gavira, S.L.
• Hjos de Fidel García, S.L.
• Orencio Matas y Hnos., S.L.
• Perfumería Miralls, S.L.
• Super Bonilla, S.A.
• Supermercados Impescasa, S.L.
• Udata, S.C.L.

Cadena de Empresas 
Detallistas, S.A.

AFFILIATE COMPANY:

• Manuel Vallejo, S.A.

Cash Lepe, S.L.

Ahorramas, S.A.

Alimentación 
Peninsular, S.A.

Alimerka, S.A.

Bon Preu, S.A.U.

Cabrero e Hijos, S.A.

Cafés Mora, S.L.

Franco-Mor, S.A.

Comercial Piedra 
Trujillo, S.L.U.

Conaco, S.A.

Condis Supermercats, S.A.

Dinosol Supermercados, S.L.

Ecos Manchegos, S.A.

GROUP COMPANIES:

• 7 Alimentación 7, S.A.
• Caro Ruiz, S.A.
• Coaliment Andalucía, S.L.
• Coaliment Aragón, S.A.U.
• Coaliment Castilla, S.A.U.
• Coaliment Granollers, S.A.U.
• Coaliment Mallorca, S.L.
• Coaliment Penedés, S.A.U.
• Coaliment Valencia, S.A.U.
• Distribuidora General 
  Alavesa, S.A.U.
• Etnic Foods, S.L.
• Supermercats Ribetans, S.L.

HD Covalco, S.L.

Gadisa Retail, S.L.U.

Grupo Hermanos Martín, S.A.

VéGé Retail S.R.L. Società Unipersonale

Affiliates’ Directory
AS OF JUNE 1ST, 2022

IFA Retail comprises 34 full-fledged member companies with identical 
shareholding structure, 29 of which are shareholders.
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APPENDIX

Profit and Loss Statement 2020 FYBalance sheet as of December 31st, 2021
THOUSAND OF EUROS THOUSAND OF EUROS
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APPENDIX

Statement of Cash Flows for 2021 FYStatement of Changes in Equity for 2021 FY
THOUSAND OF EUROS THOUSAND OF EUROS

Statement of changes in total equity:

Statement of recognised income and expense:
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