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DIA at a glance
Distribuidora Internacional de Alimentación S.A., DIA, is a multi-banner, multi-channel, and multi-brand distribution
company that sells food, household, health and beauty products to more than 40 million clients worldwide. With stores
in Spain, Portugal, Argentina, and Brazil (102-6), the company, which is listed on the Madrid Stock Exchange and in the
selective Ibex 35, generates an average annual turnover of more than EUR10bn.

01. Main figures (102-7)
Turnover of

10.34bn
+42,600
Employees

Stores

3,603 own stores

+24,000

40

Jobs
created in franchisees

million clients

million clients in the

retributions
distributed to shareholders
since 2011

CO2 emissions
savings
in 2017

own-label SKUs

3,785 franchisees

+1bn€

7,786.88

+7,000
consumer
products

40
company’s loyalty
programme

+

7,388

worldwide

17.83

(millions of euros)

investment in envirnmental
improves in 20

Electrical
consumtion:

310.10
Kwh/m2

+
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02. Business Map
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03. Banners & Brands
Banners

Proximity format
Surface area of between 400 and 700 m2.
Expanding the offer in perishable goods.

Specialists in household, health, and beauty
Close to 6,000 SKUs.
Surface area of between 160 and 260 square metres in
urban areas.

Family proximity supermarket
Broad perishables offer and personalised customer service
More than 7,500 SKUs, of which 1,500 are fresh.
300, 500, 700, or 1,000 m2 in urban areas.

Attraction format
Surface area of between 700 and 1,000 m2 in suburban areas
Customer parking
More than 3,500 SKUs

Stores in small towns, especially rural ones that do
not require investment in store infrastructure
Managed by franchisees.

+

+
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Specalised in serving professionals and the self-employed in hotels, catering, and groups
Assortment of over 4,000 SKUs.

Covers two types of stores in the Portuguese
market:
Minipreço Market: proximity in urban centres: Surface area of
250-400 m2 and assortment of 3,000 SKUs.
Minipreço Family: attraction in the suburbs: Surface area of up
to 1,000 m2 with covered parking and up to 4,500 SKUs.

Rural stores in the Portuguese market that do not
require investment in store infrastructure.
They are run by franchisees

Brands
DIA
This is the group’s historical brand. With a track record of over
30 years and more than 5,600 SKUs, it encompasses all of the
consumer product categories.

Bonté
This brand is specialised in hygiene and personal care products. It currently includes more than 660 SKUs, and has
seen strong growth in recent years.
+

+
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Delicious
This is the Group’s Premium brand, with the highest level of added
value. It includes 250 SKUS.

Basic Cosmetics
This own-label brand is focused on makeup and decorative cosmetics. It currently includes 550 SKUS.

BabySmile & JuniorSmile
This brand specialises in baby care and junior care. At the end
of 2017, it had more than 230 SKUs.

As
This own-label brand is focused on pet care and includes over
160 SKUs.

Vital
This is the latest own-label brand developed by the DIA
Group, and specialises in products related to a healthy,
balanced diet.

+

+
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04. Main Financial Indicators
Financial Indicators (1)

1(102-45) (The financial statements correspond to consolidated financial statements of all group entities).

Economic value generated, distributed and retained (201-1)

(*) With the China activities re-expressed as interrupted.
(**) Re-expressed by the profits obtained from the sale of buildings to third parties.
(***) As of 31 December 2017, the dividends correspond to the proposed distribution of the fiscal 2017 results which will be presented for approval, while the
dividends as of 31 December 2016 correspond to those paid in fiscal 2017 against the results from the previous fiscal year.

+

+
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Main milestones of the year
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The company’s origins and purpose
01.History
The DIA Group is a Spanish multinational that was created in 1979 with the opening of its first store in the Saconia neighbourhood of Madrid. The company presented a new concept: ‘hard discount’ stores, where the main priority was value for
money.
Only five years later, in 1984, the company surprised the market with one of the milestones that marked its future development and brand image: the commercialisation of own-brand products, which at the time was an entirely unknown model
in the Spanish market, with an entirely white design with (for the first time) the red DIA band which has appeared on the
company’s packaging ever since. At the end of that decade, the company’s business posted strong growth also thanks to
the decision to offer individual entrepreneurs the opportunity to become entrepreneurs of a brand, and thus the company
began to develop its current franchise model; franchises currently account for almost half of the company’s worldwide
store network.

In 1993, the company initiated its
internationalisation process, with
the opening of the first stores in
Portugal where it operated under
the Minipreço banner. It subsequently entered other countries,
consolidating its significant current presence in Latin America
through Brazil and Argentina.

+

+
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At the same time as it was progressing with its expansion, the DIA Group was also developing its commercial offer, with the launch of Club DIA in Spain in 1998. This was the first loyalty programme in the large
retail sector in the Spanish market, allowing customers to obtain discounts and lower prices immediately
from their very first purchase, by means of an associated card. Currently, more than 40 million customers
are members of Club DIA, and purchases associated with this card account for 70% of all purchases made
at DIA.
In 1999, the company was integrated into the French group, Carrefour. This transaction brought together
both companies until 2011, when DIA was spun off. On 5 July 2011, DIA was listed on the Madrid Stock
Exchange at a price of EUR3.5 per share, and on 2 January 2012, the company joined the IBEX 35.
With the acquisition of the German chain Schlecker in Spain and Portugal (which led to the creation of
Clarel), DIA took a step towards becoming a multi-brand and multi-format company, which was strengthened with the acquisition of El Árbol in 2014 and of 144 stores from the Eroski Group in 2015. These latter
acquisitions led to the development of a new store model, La Plaza de DIA, a proximity supermarket whose
main difference is that it has meat, delicatessen, and fish areas managed by specialised staff, as well as a
wider assortment of fruit, vegetables, and bread.
The company’s organic growth in recent years has been accompanied by a gradual digital transformation
process and the opening of new online sales channels initiated at the end of 2012, which has allowed the
company to expand its services, making its proximity offer even more complete, combining its extensive
network of physical stores with the online channel and positioning itself as a key player in what will be the
shopping environment of the future.

In addition to this expansion and shift in its
model, in recent years the company has developed a policy of partnerships with third parties,
aiming to offer more and better services to its
customers. Proof of this can be seen in the
company’s partnerships with Amazon, IGN,
and Samsung. In terms of its relationship with
suppliers and always striving to secure the best
competitive outcome, DIA has signed commercial agreements with other market operators
such as Eroski in Spain, Intermarché in Portugal,
and the recent signing of an agreement with
Casino in France.

+

This digital transformation process and the
opening of new online
saleschannels is positioning DIA in a key player
in the shopping environment of the future

+
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02. Mission, vision and values
(102-16)
As has already been described, over the last few years the DIA Group has conducted an adaption process of its
operating model which has included important acquisitions and commercial alliances, giving rise to new store
formats and new services that improve the shopping experience for its customers.
Alongside these changes, during 2017 the DIA Group decided to update its mission and vision with the aim of
more accurately reflecting the company’s purpose and essence, as well as its objectives for the coming years. Following a thought process that directly involved the Board of Directors, the Executive Committee, the Management
Committees of the different countries, and the Human Resources departments, a mission and vision was defined,
based on the company’s values, strengths, objectives, and the initiatives implemented.

Mission
Statement

to get closer to our customers every
day and on each and every occasion,
with quality at the best price.

Vision
Statement

employees and partners put the
customer at the heart of our business in
order to be the preferred choice.

Values
We respect our commitments. We generate
a climate of trust and accept diversity and
difference of opinion, allowing us to work in a
climate of security, credibility, and respect for
people.

+

+
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We work rigorously and train our teams to
take decisions based on professional criteria. We strive for profitability in our actions.
We offer our clients the highest-quality
products and services at the best price.

We work as a team with a common aim
and in a coordinated way. We encourage
positive relationships in order to leverage
people’s talent, allowing us to achieve the
best results.

Our main aim is to achieve customer satisfaction.

We are aware of the changes taking place in
the markets in which we develop our business, and we anticipate these changes with
creative and innovative solutions.

+

+
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Corporate Governance in the DIA Group
01. Company structure and shareholder structure
(As of 31 December, 2017) (102-4; 102-5)

+

+
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Distribuidora Internacional de Alimentación, S.A. (102-1), headquartered in Madrid (102-3), owns, directly
or indirectly, 100% of all its subsidiaries, except for Compañía Gallega de Supermercados, S.A. of which it
owns 94.24%, ICDC Services Sarl, CINDIA, A.C.E., Red Libra Trading Services, S.L. and CD Supply Innovation, S.L. of which it owns 50% and Distribuidora Paraguaya de Alimentos, S.A. of which it owns 10%.
The DIA Group’s main activity is the retail and wholesale sale of food products and other consumer products, through owned or franchised stores. DIA World Trade, S.A. is located in Geneva, Switzerland, and
provides services to the suppliers of the DIA Group companies.
Finandia E.F.C., S.A.U. is a Spanish credit company that offers financing to customers of the DIA stores
in Spain with the “ClubDIA” card. Distribuidora Internacional, S.A., located in Buenos Aires, Argentina, is
specialised in services consultancy.
The group of companies CINDIA, A.C.E and the ICDC company have been set up together with Intermarché
and Casino, respectively, to jointly purchase goods in Portugal and Switzerland (Geneva).
DIA E-Shopping creates, maintains and operates websites and internet portals for the sale of products
and services.
The company DBZ Administraçao, Gestao de ativos e Serviços Imobiliarios Ltda., domiciled in Sao Paulo,
is involved in managing the real estate belonging to DIA Brasil.
The company Red Libra Trading Services, S.L. has been created jointly with Eroski Group for the negotiation with suppliers of own brands for both companies, as well as the acquisition of other materials necessary for its activity.
The company CD Supply Innovation, S.L. has been jointly established with Casino Group for the management of financial, logistic and innovation services.
The following chart outlines the companies that make up the DIA Group:

DIA Group Shareholder Structure

+

+
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02. Corporate governance system
(102-18)

The DIA Group has a Corporate Governance and compliance system that ensures a proper climate of control and compliance with both external and internal
regulation. This regulatory system, which has been designed to protect the interests of all the company’s interest groups, meets the requirements of the Spanish Capital Companies Law and follows all of the good governance recommendations of the Spanish National Securities Market Commission (the CNMV)1.
The DIA Group’s Articles of Association, the Board of Directors’ Regulations, the Internal Code of Conduct, the Audit and
Compliance Commission Regulation and the Code of Ethics represent the cornerstones of this corporate system. This
set of rules defines the basic principles of action and the responsibilities of all of DIA Group’s partners, establishes what
the relationship should be like between the main governing corporate bodies, and sets out the basic operating rules to
ensure efficient decision-making.

Corporate governance system
In addition, following the recommendations of the CNMV’s new Good Governance Code, DIA’s relationships with its main
interest groups are governed by the company’s various corporate policies, all of which are approved by the Board of
Directors:

Corporate Social Responsibility Policy
With the aim of generating a common, well-defined operating framework with the various interest groups, the DIA Group
has a CSR Policy based on the values that define it, ensuring that laws and regulations are respected, compliance in
good faith with its obligations and contracts, and that the uses and best practice in the sectors in which the company
carries out its activity are respected.

Corporate Investor Relations Policy
The Investor Relations Policy establishes the guidelines of the department in charge of dealing with the stock markets,
based on transparency, truthfulness, agility, and constant communication, in accordance with the law, the Internal Code
of Conduct, and the rest of the company’s internal regulation. Those responsible for investor relations base their actions
on these principles, reaching out to the necessary people in order for shareholders, institutional investors, and voting
advisors to have clearly identified contact people as well as the means to access the company’s information in a regular
and simple way.

Corporate Tax Policy
The DIA Group’s tax policy establishes the scope of action necessary to responsibly comply with tax regulations while
ensuring that the company’s interests are covered and always support the company’s business strategy. Accordingly,
DIA aspires to create a climate of good faith, transparency, collaboration, and reciprocity in its relationships with the tax
authorities, in accordance with the law, while defending its legitimate interests.

+

+
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Corporate Risk Management Policy

The company’s Risk Management policy establishes guidelines based on an integrated model that aims to improve the company’s organisational ability to manage scenarios of uncertainty. This focus allows the organisation to
identify events and evaluate, prioritise and respond to risks associated with its main objectives, projects, and operations. The entire organisation plays an important role in achieving the targets of this risk management system.

Corporate Environmental Policy

The Corporate Environmental Policy establishes the general principles that must govern the management and
planning of the company’s business, integrating criteria related to efficiency and sustainability. The aim is to define the guidelines to prevent the impacts that DIA’s business could generate in areas such as waste management,
greenhouse gas emissions, and ecodesign, among others. In a nutshell, this policy aims to promote the responsible use of resources.

Corporate External Relations Policy

The aim of the Corporate External Relations Policy is to ensure that the media, regulatory bodies, and associative
networks are provided with information in a way that is transparent, accessible, and based on mutual respect.
This policy is focused on achieving the company’s targets that are outlined in its strategic plan, and on better
positioning the company in the market.

Corporate Quality and Food Safety Policy

The company’s Corporate Food Quality and Safety Policy aims to generate a climate of confidence among its
consumers through a system that scrupulously guarantees the proper production, processing, and management
of all the products the company offers. Accordingly, the company keeps control of product quality and safety
throughout the supply chain, monitoring the storage, transport, and sales processes.

Corporate Crime Prevention and Anti-Corruption Policy

The aim of this policy is to define and promote a culture of compliance by means of a model of ethics and integrity and fight against corruption and other illicit behaviour. The Corporate Crime Prevention and Anti-Corruption
Policy aims to ensure that each of the Group’s subsidiaries, as well as its administrators and employees, exercise
their functions with responsibility, diligence, and transparency, ensuring an adequate control system that allows
the company to avoid and detect compliance risks, avoiding both the application of penalties and sanctions as
well as a deterioration of the DIA Group’s image (the perception of the DIA Group by its main interest groups).

Corporate Franchise Policy

The Corporate Franchise Policy establishes the guidelines related to franchisees, ensuring that each country’s legislation is respected, the veracity of the information provided, and compliance with the agreements reached with
the entrepreneurs who decide to manage a DIA store through the franchise model.

Corporate Human Resources Policy

This policy represents the reference framework at a corporate level for the management of people, and includes
the guidelines that reflect the DIA Group’s commitment to job creation and its professionals within the context of
the company’s corporate values. This policy also aims to promote the company’s long-term commitments with
a certain degree of price, adapting to the different cultural, labour, and business contexts in all the countries in
which the company operates.

Corporate Marketing and Customer Communication Policy

The company’s Corporate Marketing and Customer Communication Policy bases its guidelines on respecting the
commitments undertaken with customers and on honesty in both verbal and written communication, as well as
on integrity in all of the company’s professional actions in this context. Accordingly, the directives to follow in terms of communication with customers are established, based on the general principles of transparency, proximity,
equality, and quality.
All of these policy tools are available to the general public at www.diacorporate.com
+

+

1 Except for that related to the existence of a Remuneration Commission separated from the Appointments Commission for reasons sufficiently explained in the
Corporate Governance Annual Report.
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Board of Directors
Main functions and responsibilities
The main function of the Board of Directors is to supervise and submit any business issues that have a particular impact
on the Group. Specifically, DIA’s Board of Directors is responsible for approving the Company’s general policies and strategies, as well as the related tools that are required, among which we highlight the strategic plan, the annual budget, the
investment and financing policy, the Company’s tax strategy, its remuneration policy, and the performance evaluation of
the management team, among others.

Appointment and composition of the Board of Directors
In order to ensure that it operates in an efficient and participative way, the DIA Group’s Board of Directors is made up of a
total of ten members, of which six are independent, one is executive, and three are referred to as “other external directors”.
In accordance with the requirements of its Regulation, DIA’s Board of Directors, through its Appointments and Remuneration Committee, ensures that the selection process for board members favours diversity in terms of gender, experience, and knowledge. Appointments are always based on a prior analysis of the Board of Directors’ needs in order to favour
the general interest of the organisation, so all the members of the Board of Directors are professionals with a clear
executive profile and extensive experience in businesses related to retail distribution and consumer goods (102-24).
In addition, in the context of the forecasts made on the back of the changes to the Capital Companies Law in terms of
corporate governance, the Appointments and Remuneration Committee.has taken on the role of establishing a target in
terms of the representation of the less represented gender on the Board and has set out guidelines on how to achieve
this objective in its Director Selection Policy. Currently, 30% of the DIA Group’s Board of Directors is made up of female
members, thus achieving the gender diversity objectives recommended by the CNMV for 2020.
As of 31 December 2017, the Board of Directors included the following people (102-22):

+

+

25

Business and Sustainability
Report

+

+

Commissions of the Board of Directors
DIA’s Board of Directors has two Commissions with different functions: the Appointments and Remuneration Commission, and the Audit and Compliance Commission. Both comply with the Capital Companies Law and with the good
corporate governance recommendations of the Good Governance Code, which recommends, in order to guarantee
impartiality and objectivity, that the Chairman of the Commission should be an independent board member and that the
majority of its members should also be independent board members.

+

+
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The Audit Commission is responsible for supervising the integrity of financial information, compliance with the
corporate governance rules, internal codes of conduct, and the corporate social responsibility policy. The Commission is also responsible for the control and management of corporate risks, as described briefly further on.
Appointments and Remuneration Commission
The Appointments and Remuneration Commission is made up of three members: an independent chairman,
and another two members, who are also independent. In 2017, the Commission met up on four occasions.

Audit and Compliance Commission
The Audit and Compliance Commission is made up of five members: an independent chairman, and four members who
are also independent. In 2017, the Commission met up on four occasions.

Changes to the Board of Directors and Management
In terms of the governing body, we highlight the approval by the General Shareholders’ Meeting in April 2017 of María
Garaña as independent director and the re-qualifications of the directors Juan María Nin Génova and Antonio Urcelay
Alonso, who have gone from being classified as independent directors to ‘other external’. In turn, the chairmanship of the
Audit Commission is transferred from Richard Golding to Borja de la Cierva.
Moreover, in December 2017, the Board of Directors approved the Regulations of the Audit and Compliance Commission, the aim of which is to determine the Commission’s competences and working principles, the basic rules of its
organization, and favor the independence of the Commission.
+
+
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During 2017, the DIA Group decided to organise itself by business line in order to adapt to the current reality of its structure, while also adapting to the diversity of the current offer, especially in Spain, and enabling the company to leverage
the synergies generated. This new organisational structure guarantees the priorities of the strategic plan, based on three
key pillars:

Accordingly, each business line has its own operational structure, which are organised in the necessary regions in order
to be managed, while maintaining the national and international management teams of Franchises, Logistics, Human
Resources, and Expansion.
Accordingly, the proximity business in Spain (where all of the banners are currently located) is defined for the DIA
banners (Market and Maxi), the supermarkets business is defined for the La Plaza de DIA banner, the household and
personal care products business is defined for the Clarel stores, and lastly, another business line that includes the online
channel and Cash & Carry.
In recent years, DIA has become a multi-banner and multi-brand company, and is in the middle of a far-reaching digitalisation process. The new organisation reflects this reality, thus moving closer to the needs of its customers and its new
business lines.
The DIA Group’s top management team, headed up by Ricardo Currás as CEO (102-19), remains as follows:
•

Ricardo Currás de Don Pablos. CEO.

•

Amando Sánchez Falcón. Executive Manager for Portugal and Corporate Manager of Services.

•

Juan Cubillo Jordán de Urríes. Group Executive Purchase Manager.

•

Ignacio Gosálbez Quintana. Head of Organisation and Systems, DIA Group.

•

Javier La Calle Villalón. Executive Manager for China and Corporate Manager of Resources.

•

Isabel Fernández de Córdoba Moncada. Internal Audit Manager.

•

Antonio Coto Gutiérrez. Executive Manager for America and Partnerships.

•

Diego Cavestany de Dalmases. Executive Manager for Spain and New Businesses.

•

Faustino Dominguez de la Torre Unceta. Executive Manager for DIA Spain.

All of the above members have extensive experience in the company, and no external appointments have been necessary.

+

+
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Shareholder Meeting
DIA held one ordinary annual general shareholder meeting in 2017, on 28th April. 747 shareholders participated in this
meeting, either in person or through representation by proxy, and whose shares amount to 58.98% of the total.

Quorums of the last annual shareholder meetings

+

+
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03. Risk management in the DIA Group
(102-11)

The DIA Group has established a risk management model (hereinafter, “RMM”)
with a systematic, detailed focus that allows it to identify, evaluate, and respond
to risks related to the achievement of its business objectives.
This model, which is based on the COSO II Integrated Corporate Risk Management Framework COSO II (Committee of
Sponsoring Organizations of the Treadway Commission), ensures the identification of different types of risks (both financial and non-financial, such as operational, technological, social, environmental, and reputational risks).
The DIA Group’s RMM has a risk management policy which is applicable to the company and all of its subsidiaries,
approved by the Group’s board of directors.
In the RMM application, DIA has contemplated all of its activities carried out in the different levels of the organisation,
from the corporate level to those in the units and business processes, and are therefore applicable to the following
levels: (i) execution of DIA’s strategy; (ii) achievement of the business objectives; and (iii) the proper execution of operations.

Organisational structure
The DIA Group’s Board of Directors, the Audit and Compliance Commission, and the Management Committee are responsible for ensuring the proper running of the RMM.

Principales Responsabilidades
Board of Directors
• Approval and setting of the risk control and management policy.
• Evaluation of the working quality and efficiency of the Board of Directors and the Commissions, approaching the
risk management and supervision function as a key section.

Audit and Compliance Commission
• Supervision and periodic review of the Risk Management System
• Specific monitoring of the DIA Group’s financial risks.
• Supervision of the internal control systems of financial information.
• Supervision and periodic review of the efficiency of DIA’s internal control and internal audit procedures.

+

+
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Management Committee
• Internal implementation of the RMM and creation of the strategy, culture, people, and technology
that make up the RMM.

Corporate Risks Committee
•

Analysis of the environment and new projects that can have a direct or indirect impact on DIA’s risks.

•

Consideration of the inclusion of new risks and/or the disappearance of some of the existing risks.

•

Recommendation of the development of specific action plans, monitoring planning, and continuity of
existing plans.

•

Continuous monitoring of key risks identified on the risk map, and in particular those that are closely
related to DIA’s main interest groups, such as clients, franchisees, and suppliers.

•

Evaluation and detailed analysis of DIA’s risks.

Internal Audit Department
•

Review of the functioning of the risk control and management system, and the effectiveness of the
control activities implemented.

Risk managers
•

Continuous risk monitoring, through previously defined indicators.

Risk Management

+

+
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Level of risk tolerance

DIA’s Executive Committee
reviews DIA’s level of risk tolerance, which is presented to
the Board of Directors to be
reviewed and approved each
year.
The risk valuation scales (probability and
impact) are updated at least once a year, so
that they can be adapted to the business
strategy and circumstances. These valuation
scales contemplate the different dimensions
of the risk impact and likelihood of happening (financial, sales, operations, regulatory
framework, human resources, and reputation)
and allow the company to value the risks in
each country and at the corporate level. These scales form the basis for the definition of
the Group’s level of tolerance.
The DIA Group’s Risk Management Model
defines tolerance as “the acceptable level of
variation that DIA is prepared to accept in the
achievement of its objectives”. This is therefore the maximum specific risk that the Organisation is prepared to take.

Main risks that can affect the
achievement of business risks
The DIA Group’s main activity is the distribution of food, household, beauty and health
products. In this context, the Group defines
risk as any contingency, internal or external,
which, if they materialise, would prevent or
hamper the achievement of the objectives set
by the organisation. Accordingly, it considers
that a risk arises as a result of the loss of
opportunities and/or strengths, as well as the
materialisation and/or the strengthening of a
weakness.

+

+
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The main risks can be grouped into the following categories:

+

+
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The Group has a risk monitoring and updating system which allows it to identify and include in the company’s risk
map any new risk that is identified, ensuring that all risks are reviewed at least once a year.

+

+
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05. Compliance and ethics management in
the
DIA Group
(102-16)
DIA’s compliance model is made up of a closely linked set of rules, procedures, and managers, split into three organisational levels:
•

A demanding regulatory level in terms of Good Governance: This level includes the statutes and regulations of
the company’s governance bodies.

•

A procedural level to provide internal control and legal security: This level is made up of the above-mentioned
risk management system, a regulatory roadmap that is updated annually, and the internal control system
relating to financial information (SCIIF).

•

A cultural level for the prevention and detection of illicit conduct, or conduct that is not in accordance with the
company’s values. The DIA Group’s Code of Ethics, the crime prevention model, and the anti-fraud programme
are all involved in the aim of creating and disseminating among DIA employees a professional and ethical
culture in which the company’s values are aligned with employees’ behaviour.

DIA compliance model

+

+
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DIA Compliance Structure

The DIA Group’s Code of Ethics represents the foundation of the company’s corporate values (Efficiency, Initiative, Respect, Team, and Customer), and is one of the main instruments with which to promote this ethical culture, as it formalises the patterns of behaviour that are to be followed by all the people who take part in the company’s activity. As with
the other rules defined by the Company, the Code of Ethics is mandatory in all the countries in which the company is
present, and applies to all of its employees.
The company has a Corporate Ethics Committee at group level and an Ethics Committee in each of the countries in
which it operates. These Committees are involved in managing the company’s Code of Ethics and hold the following
responsibilities:
+

+
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•

Disseminate the values in the Code of Ethics and make them easy to understand.

•

Ensure for the proper running of the Ethics Channel that was set up to help implement the Code of
Ethics.

•

Analyse and reply to all communication received through the Ethics Channel, whether related to
queries related to interpretation or complaints, in accordance with the applicable regulations, both
internal and external.

•

Prepare quarterly reports related to compliance and performance, which are submitted to the Audit
Commission of the Board of Directors as a consolidated report, on an annual basis.

100% of DIA’s employees have received training related to the content of the Code of Ethics (205-2). The
Ethics Channel allows employees to ask questions and report incidents anonymously, by email or postal
address, although those who identify themselves benefit from an absolute guarantee of confidentiality
and non-retaliation. Suppliers, franchisees, and contractors, who have also been proactively informed
about the Ethics Code, can also use this communication channel with the Ethics Committee, and have the
same guarantees as any other employee (102-17).

Reports and consultations received

In 2017, a total of 109
communications were
received, of which 79 were
reports and 30 consultations.

Of the 79 reports, 68 were made by employees (86%), 3 by suppliers (4%) and the other 8 (10%) were anonymous.
At 31 December, 57 reports were resolved and 22 are still under investigation. Of the reports settled, 36 were shelved
due to insufficient evidence (63%); 13 were resolved with training actions for the reported parties (23%); 5 resulted in
disciplinary dismissals (9%); and the last three (5%) were resolved when disciplinary measures to temporarily suspend
the reported party were applied.
Regarding the consultations, 28 were made by employees (93%), 1 by suppliers (3%) and 1 by franchisees (3%).
At 31 December, 24 reports were resolved and 6 are still under investigation. Of the consultations settled, 14 of the
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doubts were directly resolved by the Ethics Committee (59%); 8 were submitted to the Human Resources Department so that it directly resolved the employees’ doubts (33%); and 2 were submitted to the
management department and the issue raised by the sender was clarified or solved (8%).
In order to strengthen the Code of Ethics, the DIA Group has developed and implemented a crime
prevention model with the aim of establishing the most appropriate internal procedures and control policies to prevent illegal acts from taking place. This model is integrated into the “Regulatory roadmap”
which identifies and details all the regulation applicable to DIA, with a special focus on the key legislation in the main supply-chain processes. The risk of crimes being committed is evaluated by each of
the departments, and each region has a person responsible for crime prevention who reports to the
Ethics Committee and to the DIA Group’s Regulatory Compliance Director.
In turn, the company has a specific anti-fraud programme, which has been implemented in all the jurisdictions in which the company operates, in accordance with a risk matrix developed for each region.
Accordingly, a fraud prevention manager has been designated in each country, and this person is also
responsible for crime prevention.
During 2017, a case of corruption was detected within the Group, and led to an employee being dismissed. In total, in the current reporting period, there are two lawsuits of this type ongoing (205-3).
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