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Executive 
Committee's Message

Nuno Bernardo, Marketing Director; Luís Moreira, Sales Director; Rui Lopes Ferreira, Executive Chairman; Carlos Cesar, Supply Chain Director; Cláudio Mateus, Administrative and Financial Director.
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2016 was a year of 
resilience for Unicer, 
although the global 
environment for our 
business activity was 
still adverse. 

In fact, according to the latest data, the Portuguese 
economy will have grown by around 1.3% in 2016, 
which is lower than that registered in 2015. The growth 

in 2016, although it embodies another year of recovery 
(the third consecutive year) after three years of continuous 
contraction, is modest and insufficient to restore the 
national product that existed in the period before the 
financial crisis that began in 2008.
On the other hand, the evolution of the private 
consumption of households will have fallen below the 
expected figure, and even below the progress made 
in 2015, despite the good signs reported through the 
reduction of the unemployment rate and the restoration of 
private income implemented over the year.
National beer consumption in 2016, under these conditions, 
grew by about 3%. More significant was the growth of the 
sparkling water market, which stood at 7%.
On the international front, we continue to face a very 
challenging climate, given that the cycle of falling 
commodity prices, especially oil, has significantly affected 
several of Unicer's relevant markets. The situation has 
become particularly penalising in relation to Angola, which 
has been our main export destination for a long time.
In this context, the main projects and challenges we 
embraced throughout 2016 were clearly achieved:

we do. And why not try to attain the impossible? The 
impossible is dynamic, that which once seemed to us to be 
impossible is approaching, it becomes a concept less and 
less distant, and suddenly takes shape in our thoughts and 
in our ambition.
That is why, although uncertainty is great nowadays, our 
Ambition is even greater, always seeking the impossible. 
Ambition made credible for what we have consistently 
achieved, and based on leadership of the Portuguese 
market, the internationalisation of our brands and the 
growth of our business. 
On the other hand, the evolution of the private 
consumption of households will have fallen below the 
expected figure, and even below the progress made 
in 2015, despite the good signs reported through the 
reduction of the unemployment rate and the restoration of 
private income implemented over the year. 
In that context we are building the organisation that will 
enable us to achieve our Ambition. Agility, flexibility, 
entrepreneurship, attitude, global vision, openness to the 
world are some of the key concepts of our future, which we 
will all have to internally absorb in order to respond to the 
"thirst of victory" that characterises the Unicer Team.

We close with a heartfelt thanks to our Viacer 
Shareholders (Violas, Arsopi and BPI) and Carlsberg. 
Their constant encouragement and support has been 
crucial and decisive in the results we have achieved in 
these challenging times, and which encourage us to do 
even better.

(i) we strengthened our market leadership in Portugal by 
improving our market share in beers and sparkling waters;
(ii) we have continued to develop and grow the cider 
category while maintaining undisputed leadership of 
that market;
(iii) we implemented the change of our sales policy in the 
Distributor Network defined in 2015;
(iv) we have set up an operation in Mozambique from 
zero, currently with around 40 local employees;
(v) we offset the loss of the Angolan market with growth in 
other countries, namely China;
(vi) we have completed the process of streamlining and 
optimizing our structure, started in 2015.

Operating performance was marked by a slight reduction 
in volumes sold, about 4%, which was due to the almost 
complete disappearance of the Angolan market. If this 
extraordinary effect is discounted, sales volumes would 
have grown 5%.
Sales grew very satisfactorily in the domestic market, 
especially as they recorded above-market growth levels 
across all categories. In foreign markets, we grew in all the 
countries in which we are present, with the exception of 
Angola, as mentioned above.
Operating profitability improved when measured according 
to EBITDA, EBIT or Net Profit. It was also possible to reduce 
debt by EUR 32 million, thanks to the strong cash generation 
capacity that the company continues to show.
All this has been achieved, it is important to reiterate, 
in a still difficult global climate, with the internal market 
continuing to show weaknesses - only partially offset by a 
hot and long summer and positive growth of tourist flows 
in our country - while the international context remained 
complex and challenging.
That is why we can securely and proudly state that we have 
overcome the challenges of 2016 and we are stronger to 
face 2017 with the serenity of those who know they are on 
the right track. Congratulations are therefore due to the 
Unicer Team and a special thanks to all those who, through 
their contribution, made it possible for the challenges of 
2016 to be clearly overcome! 
It is precisely to orientate the future, making choices and 
defining paths and options, that we have worked throughout 
this year to define a new Vision, Mission and Ambition for 
Unicer, which have been widely publicised. A unifying vision 
that inspires us towards the future and places the emotion 
and energy of our People at the centre of our dreams. A 
Mission based on our brewing credentials, permanent 
innovation, and our greatest assets - People and our Brands. 
An Ambition founded on the passion we put into everything 
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2016 Main 
indicators
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In 2016, Unicer recorded the following figures:

 24 52 7
 Brands Brand Diversity Product Innovations

Environmental Perspective Energy Consumption GHG Emissions Water Consumption

 88.4 6.1 2.8
 (MJ/hl) (kg CO2e/hl) (hl/hl)

Social Perspective  Employees Training Volunteer Work

 1,243 358 136
 1.27 Relationship between Minimum Wage at  Actions Employees
 Unicer and Nationwide

  3,006 745
  Participants Hours

  24,386 13
  Training Volume (hours x trainees) Initiatives

  568,071 1,349
	 	 Investment	(€)	 Beneficiaries

Economic Perspective  Litres Produced Net Profit Sales

 525 38 451,254
 (Million litres) (Million €) (Million €)
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About the Report
Sustainability at the front 
line of everything that we 
do and communicate
Unicer keeps to an annual reporting cycle, with the 
publication of a Sustainability Report since 2004 and a 
Management Report since 2010, integrating information on 
our economic, social and environmental performance.

Reporting Period and Scope
The reporting period focuses on Unicer’s activity throughout 
2016 – 1 January to 31 December – and includes, as 
appropriate, the evolution of the main indicators for a 
better understanding of the progress made over the last 
few years. Regarding operational indicators, we summarise 
this analysis from the specific indicators, depending on the 
production volume, in order to better reflect the efficient 
management of associated resources. With regard to 
Human Resource indicators, we have included information 
that also takes into account a new commercial venture in 
Mozambique.

Global Reporting 
Initiative (GRI)
This report was prepared in line with the Global Reporting 
Initiative (GRI4) guidelines for the “Core” option. We thus 
ensure the quality of the information reported and the 
comparability of the indicators reported.

Materiality
Unicer reports according to the Materiality Matrix which 
identifies relevant themes for the company and its 
stakeholders on which the information contained in this 
Report is focused.

Innovation

Value chain management and control (clients and suppliers)

Product characteristics, quality and safety

Materiality Matrix – Unicer

Relevance of the theme for Unicer

Relevance of the theme for stakeholders

Health, safety and hygiene at work

Market diversification

Water consumption
Impact of packaging

Internal human resource management

Brand management

Responsible consumption of alcoholic beverages

Promotion of healthy lifestyles

Consumption of materials

Diversity and inclusiveness

Human rights

Energy and climate change

Support to education and the creative industries

Impacts on the local community

Waste and pollutant management
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External	Verification
This report was checked by an independent body. This entity 
has evaluated the processes of collection, processing and 
reporting of key environmental, social and economic data 
in the report, and measured the reliability of the information 
related to key performance indicators and the contents 
defined in the GRI G4 Guidelines.

Contacts
All Management Reports are available at www.unicer.pt. If 
you need further information or explanations, or wish to make 
comments or suggestions, please feel free to contact us:

Unicer Bebidas de Portugal, SGPS, S.A- Comunicação
Via Norte 4465-764 Leça do Balio – Matosinhos
Tel: 00 351 229052100
Fax: 00 351 229052300
email: unicer.direto@unicer.pt
Address: Apartado 1044 4466-955 - São Mamede de Infesta

Wilma Rudolph

Born on 23 June 1940 in Brentwood, United States of America. She was born 
prematurely into a family of which she was the 20th child. At just 4 years of age, this 
American citizen was diagnosed with polio. In the 1960s she was considered by 
many to be the fastest woman in the world. She competed as a sprinter in the 1956 
Olympic Games at which she won a bronze medal, and in the 1960 Olympic Games, 
where she won three gold medals. Wilma was the first American woman to win 
three gold medals in athletics in a single Olympics. From a social point of view, her 
success also “paved the way” for the women's rights movement in the United States.

EXPE
CTAT
IONS

EXCEE
DEDMarket diversification
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SHARING
VALUESUnicer

Unicer, as the leader in the beverage 
industry in Portugal, particularly 
in the beer and bottled (still and 

sparkling) water business, and with a 
portfolio of strong global brands, has 126 
years experience under its belt.
Unicer is also present in the wine and soft 
drinks segments, and plays a key role in 
the production and marketing of malt. In 
addition to its more traditional activity, Unicer 
is a reference in high quality tourism, with 
the Vidago and Pedras developments, two 
premium concepts recognised all over the 
world, and the Melgaço and Envendos spas.

Alongside our economic and corporate 
activity, which is synonymous with 
experience and innovation, pride in the past 
and commitment to the future, our company 
always has concerns with corporate ethics, 
social responsibility and environmental 
awareness at the forefront of its action. 
Sustainability determines the business at 
each step of the way, and so we work with 
like-minded partners.Yusra Mardini

Born on 5 March 1998 in Damascus, Syria. In 2012 she 
was already competing for her country in the short course 
Swimming World Championships, but the life of this 
promising sportswoman would change some years later. 
With the Syrian civil war, the Mardini home was destroyed 
and Yusra and her sister decided to run away from 
the country in 2015. Their flight took them to Lebanon 
and then to Turkey where, like so many other refugees, 
they looked for a way to reach Greece. On a small 
boat, overcrowded with 18 people, they set off across 
the Aegean Sea, but the frailty of the transport soon 
manifested itself when the motor broke down. The sisters 
and another two people jumped into the water and pushed 
the boat for three hours to the Island of Lesbos, saving the 
lives of all passengers. But Greece would not be their final 
destination. Now in the company of their parents, who 
had left Syria in the meantime, the family settled in Berlin, 
where Yusra started to practice swimming. 
In the Rio de Janeiro Olympics, the Syrian girl competed 
in the refugee team in the 100 metres freestyle and 100 
metres butterfly, fulfilling her dream of participating in the 
Olympic Games.
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Our Structure

A Simple Structure
56% owned by the VIACER Group (Violas (46.5%), Arsopi (28.5%) and BPI (25%)) and 44% 
by the Carlsberg Group, Unicer has adopted a simple organisational structure, client- and 

consumer-focused, and mindful of our people. Keeping it simple, we monitor every activity, 
brand and product of our company, we meet the objectives set for the areas in which we 

operate, we are more efficient from production to logistics and distribution. We strive, in an 
integrated way, to provide what the market deserves.

ADMINISTRATIVE-
FINANCIAL

SUPPLY
CHAIN COMMUNICATION MARKETING TOURISM MALTIBÉRICA

EXECUTIVE
COMMITTEE

LEGAL
DEPARTMENT

SALES

PEOPLE
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Where We Are
A wish to connect, without forgetting 
the routes that make us greater.
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Unicer in Portugal
Our headquarters plant is located in Leça do Balio, but Unicer has other bases and is gaining 
momentum across a wide geography. Because we want to be close, meeting the needs of the 
business in an efficient, attuned manner and serving the markets effectively and with quality, 
we maintain facilities in strategic locations. Wherever we are, we seek to establish ties with 
the communities.

Establishment Management

Leça do Balio Auditing | Management Control and Planning | Purchasing | Financial | 
Legal Department | Project Management | Marketing | Communication 
| Logistics | Personnel | Beer Production | Operational Planning | 
Quality | Information Systems | Sales

Santarém Logistics | Production Soft drinks* and other alcoholic beverages | 
Sales

* The production of soft drinks and other alcoholic beverages 
in Santarém ceased at the start of 2016, in the context of the 
company’s readjustment process

Melgaço Capture and bottling of Natural Mineral Water

Vidago Tourism

Pedras Salgadas Capture and Bottling of Natural Mineral Water | Logistics | Tourism | 
Quality

Caramulo Capture and Bottling of Spring Water | Logistics | Quality

Castelo de Vide Capture and Bottling of Natural Mineral Water | Logistics | Quality

Envendos Capture and Bottling of Natural Mineral Water | Logistics | Quality

Lisboa / Miraflores Marketing | Sales| Tourism | Purchasing

Lisboa / Tojal Finance | Logistics | Domestic Market Sales | Technical Support | Risk 
Management | People

Póvoa de Lanhoso Wine Production

Palmela Malt Production

Faro Technical Support | Domestic Market Sales

Madeira and Azores Domestic Market Sales

England, France, Angola, 
Mozambique, Switzerland, 
United States of America, 
Luxembourg, Spain, 
Germany, Cape Verde, and 
China

Sales

United in Distribution
In recent years, Unicer has committed itself to a continued strategy of strengthening its 
national distribution network. In order to align the vision of the company with the operations 
of distributors, an information systems platform was created, called UNIDIS. Distributors 
gain, via this project, important support for their business processes, benefitting from a set 
of technological solutions in accordance with industry best practices. By the end of 2016, 
UNIDIS already included the overwhelming majority of Unicer distributors, and it is expected 
that the roll-out process will be completed for the entire network in 2017.

Beers
Waters/Tourism
Wines
Logistic warehouses
Sales
Malthouse
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Unicer in the World

Andorra
Angola

Australia
Austria
Belgium

Bermuda
Brazil

Bulgaria
Canada

Cape Verde
China

Congo Brazzaville
Costa Rica

England
France

French Antilles
Germany
Guinea

Guinea Conakry
Hong Kong

Ireland
Italy 

Jersey
Luxembourg

Macao
Mozambique

Namibia
Poland

Portugal
São Tomé and Príncipe

Senegal
Singapore
Slovenia 

South Africa
South Korea

Spain
Switzerland

Taiwan
Thailand

The Netherlands
Timor Lorosae
United States
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Our Value Chain

Agriculture and 
Raw Materials Production Distribution Clients Consumers

RESPONSIBLE CONSUMPTION

RATIONAL USE OF PACKAGING AND ITS RECOVERY

MANAGEMENT OF WATER AND ENERGY RESOURCES

PRODUCT QUALITY AND SAFETY; HEALTH & SAFETY

Upstream
› Support programmes to the production 
of barley and hop.
› Initiatives for the reduction of the 
consumption of materials (PET, glass, board).

Internal
› Research, Innovation and 
Development.
› Partnerships with Universities.
› Zero Accident Initiative.
› Supplier Management.
› Packaging Eco-efficiency.

Downstream
› Recycling of non-reusable packaging in liaison with Sociedade Ponto Verde (SPV).
› Reuse of returnable packaging and encouraging its use.
› Responsible consumption promotion initiatives. Active participation in APCV.
› Rationalisation of logistic routes.

Unicer is concerned about its value chain, engaging employees and business partners in the optimisation of resources, the recovery of raw 
materials, product quality and safety and the monitoring of the packaging life cycle.
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Our Mission

To be a company with brewing credentials 
which devotes itself passionately to the 
production of beverages and the development 
of excellent brands, valued by everyone

To constantly innovate to engage and 
surprise clients and consumers

To focus on the growth and enhancement of 
our people and our brands, the Company’s 
greatest assets

To generate a positive medium- and long-
term impact on society, contributing to 
sustainable development, garnering the 
appropriate recognition and appreciation by 
the community and the shareholders

Our Business
Principles

Our Vision

Local Passion and Global 
Ambition is the motto that 
defines us

18



Our Governance and Risk 
Management Model
Transparency as a business pillar and risk management based 
on a prevention and (re)action model.

Executive Committee meets at least once a month, which 
is in accordance with the provisions of the Portuguese 
Companies’ Code. In practice, because it is more suited 
for the monitoring of the business, weekly meetings were 
deemed more adequate as the standard for meetings of 
the Executive Committee. Notwithstanding the referred 
frequency, the Chairman can call specific meetings with the 
five non-executive directors whenever deemed convenient.
The Board of Directors delegates in the Executive 
Committee the day-to-day management of the company, 
entrusting it, inter alia, with the powers envisaged in sub-
paragraphs (a) to (f) of article 13, paragraph 1 of the Articles 
of Association, with the specific exclusion of the matters 
set forth in article 407, paragraph 4 of the Portuguese 
Companies’ Code, namely:

a. Co-opting of directors;
b. Requests to call general meetings;
c. Annual reports and accounts;
d. Standing sureties and personal or real guarantees by 
the company;
e. Changing the registered office and share capital increases;
f. Merger, spin-off and company transformation projects.

Also excluded from the delegation of powers is the approval 
of annual budgets for operations, investment and strategic 
and business plans.
The creation of agents as envisaged in article 16 of the 
Articles of Association and article 391, paragraphs 6 and 7 
of the Portuguese Companies' Code. The power of attorney 
must specify the acts or category of acts it covers. The 
delegation of powers for the acquisition, sale or transfer, in 
any way, of rights or of movable and immovable property 

and shares only covers legal transactions not exceeding five 
million euros in value.
There is regular information from the Board of Directors on 
the matters under consideration and on the decisions taken 
by the Executive Committee.

2. The company complies with the provisions of articles 
397, 398 and 410, paragraph 6, of the Portuguese 
Companies’ Code, noting that no director performs 

functions under a contract of employment dependent on or 
autonomous from any company of the group. Also no director 
shall, on their own or on behalf of others, conduct in any 
competing business activity with that of the company.

3. As regards internal control procedures, the financial 
control procedures the company has established 
are of particular importance, which, in addition to 

contributing to a transparent administration, aim to provide 
reasonable assurance of the safeguarding of assets and 
maintaining reliable financial information.
The following are considered critical elements of the 
control system:

a. Rules and delegation of powers on the various matters 
of day-to-day management as well as the respective 
limits of authority;
b. Monitoring performance in relation to budgets and plans, 
through detailed monthly management data;
c. Policies for accounting and financial reporting as well as 
for the evaluation of investment projects;
d. Preparation of annual budgets and the medium and long-
term business plan, according to the strategic guidelines 
defined by the Board of Directors;
e. Internal Audit Department, which reviews the critical 
business procedures and respective controls;
f. Audit Committee of the group.

4. According to the amendments to the company’s 
Articles of Association, by decision of the 
shareholders at the annual general meeting of 

2 May 2007, the supervision of the company is to now be 
conducted by an Audit Committee composed of 3 members 
and one alternate, and by a statutory audit firm, which is not 
a member of that body and which was appointed on proposal 
from the Audit Committee. In addition to other duties provided 
for in law, it is the responsibility of the Audit Committee 
to: attend meetings of the Board of Directors, whenever 
deemed convenient, issue an opinion on the balance sheet, 
the inventory and the annual accounts, draw the Board of 
Directors’ attention to any matter within its scope of duties, 

Corporate Governance

The Board of Directors of Unicer considers that 
the businesses of the group are conducted in 
accordance with appropriate standards of good 

corporate governance.

1. Unicer's businesses are managed by the Board of 
Directors, which was composed of eleven members at 
the end of 2016, five of whom are executive directors 

and form the Executive Committee, and six are non-executive. 
This composition of the Board of Directors and the Executive 
Committee ensures the steering and effective guidance of the 
management of the company.
In 2006, Unicer introduced a new governance model, 
complying with the best international practices, based 
on the division of functions between the Chairman of the 
Board of Directors, responsible for the leadership and 
coordination of the Board and to whom an independent 
internal Audit Committee reports, and the chairman of the 
Executive Committee, responsible for the leadership of the 
Executive Committee.
The distribution of the areas of responsibility among 
the Executive Committee is as follows: the coordination 
of corporate functions is carried out by the CEO, Rui 
Manuel Rego Lopes Ferreira; supervision of the financial, 
administrative and information systems area is ensured by 
Cláudio Rodrigues Mateus; management of the marketing 
area and part of the external market is the responsibility 
of Nuno Ramiro da Fonte Fernandes Salgado Bernardo; 
management of the entire supply chain is the responsibility 
of Carlos César de Morais Teixeira and, finally, management 
of the sales area in the domestic and foreign market is the 
responsibility of Luís César Bernardes Costa Moreira. 
The Board meets at least once per quarter, and the 
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give an opinion on any matter that is submitted to it by that 
body, and propose to the General Meeting the appointment 
of the statutory auditor or audit firm, as provided for in the 
company’s Memorandum of Association. The statutory 
audit firm has the duties provided for by law and, in general, 
the duty of vigilance of the facts that comprise a degree of 
difficulty in pursuing the company’s object.

5. The main mission of the Audit Committee is to 
support the Board of Directors in complying with its 
responsibilities relating to:

a. Monitoring the administration of the company;
b. Ensuring the integrity of the financial statements;
c. Ensuring the effectiveness of the internal control and risk 
management system;
d. Checking compliance with legal and regulatory 
obligations of the Unicer group;
e. Ensuring the independence and qualification of the 
auditors;
f. Checking the effectiveness of the Internal Audit 
department and the independent auditors.

To carry out that purpose, the Audit Committee uses the 
Internal Audit department, which reports directly to it.
The Audit Committee is chaired by the Chairman of the Board 
of Directors of Unicer and it is composed of three other 
members of the Board of Directors with non-executive functions, 
representing the various shareholders of the company.
The Committee formally met three times during 2016, 
monitoring the activities undertaken by the Internal Audit 
department according to the respective annual plan, which 
focused in particular on matters relating to the control of 
risk and reliability of financial reporting, through the audits 
of processes and compliance audits.
The main points of the reports issued by the Internal Audit 
department or by external auditors were considered at these 
meetings and other matters related to the internal control 
and risk management system of Unicer.

6. The mission of the Internal Audit department is to 
assist the Audit Committee and the management in 
the effective fulfilment of their responsibilities, by 

checking, promoting and improving internal control, from a 
perspective of maximising value.
This goal is achieved through an annual audit plan that 
covers a set of audit initiatives that include, among others, 
review audits of financial statements, compliance audits of 
internal controls of business areas and audits of the main 
business processes of the group, and projects or activities 
classified as critical following the risk analysis that supports 
the definition of this plan.
In accordance with best international practices, Unicer 
promotes the training and international certification of 
the employees of the Internal Audit department. The team 
consists of employees who hold the reference certifications 
in this area, such as CIA (Certified Internal Auditor), CRMA 
(Certification in Risk Management Assurance) and CCSA 
(Certification in Control Self-Assessment).

7. The Executive Committee, with the aim of promoting 
the involvement of management in the development 
of the group, meets with top management on 

a quarterly basis and annually with all senior staff and 
managers, to present and discuss results, follow-up on 
ongoing projects, establish guidelines for the management 
and disclosure of matters of the interests of company.

Lenine Cunha

Lenine Cunha was born on 4 December 1982, in Vila Nova de Gaia, and is 
the Paralympic athlete with the most medals in the world. At the age of 
4, meningitis has left him with irreversible sequelae in his sight, hearing 
and intellectual ability. When he was 7, Lenine's mother enrolled him 
in sports to encourage him both physically and intellectually, and this 
greatly improved his life. He started with handball, and as a teenager 
moved to adapted athletics. The first competitions began, which he 
tried to reconcile with the various jobs he had, together with the first 
medals. In 2003 he decided to devote himself exclusively to sports. In 
the 2012 London Paralympic Games he won a bronze medal for Portugal, 
subsequently joined by others in World and European Championships. 
In 2017 he was elected the world’s best Paralympic athlete by the 
International Federation for Athletes with an Intellectual Disability.
In the meantime, to inspire, help train champions and raise awareness of 
the disease that affected him, he founded the Sport Clube Lenine Cunha, 
where he is also an athlete.

20



Risk Management 
 

Monitoring reality, by identifying risks, anticipating 
hostile events and promptly curtailing or eradicating 
any threat to business and the good performance 

of Unicer, are just some of the actions undertaken under the 
Risk Management model developed by the Carlsberg Group, 
that we adopted in 2009.
Defining the various stages and responsibilities of each 
party in the process, the model comprises the identification, 
evaluation and management of any risks that might 
compromise the objectives set out by the company. In this 
context, meetings are held at least once a year to analyse 
and discuss business risks with the managerial staff or 
those in direct contact with such risks, in order to trigger 
actions to minimise the level of exposure.
This plan has a two-fold approach: bottom-up and top-
down. The former focuses mainly on operational risk at 
department and global levels, while the latter involves top 
management, with a stronger focus on the assessment of 
strategic risks within a longer time horizon (five years).
In assessing risk, two dimensions are taken into account: 
its impact on the business and the likelihood of occurrence. 
The impact is mainly determined on the basis of EBIT, 
although also considering other factors such as the impact 
on the achievement of Business Objectives as regards 
Safety, Environment and Reputation. This level of impact 
is classified according to five levels of criticality - from 
"very low" to "very critical". The likelihood of occurrence is 
calculated at four levels, the most critical ("very likely") being 
given to events or risks whose probability of occurrence is 
estimated as equal to or greater than 50%.
The risks are assigned to four categories: Strategic Risks 
(Market, Competition, Political Risk, etc.), Financial Risks 
(Reporting, Capital Structure, Cost of Capital, Currency Risk, 
etc.), Operational Risks (Technology, Processes, People, 
Infrastructure and Information) and Compliance Risks 
(Legal, Fiscal, Regulatory, etc.).
Once they are identified and assessed, risks are recorded 
and detailed in a specific document which also includes 
action plans for the most relevant situations. These plans 
identify the person responsible for their implementation, the 
risk owner and the deadlines set.
The actions established to reduce the level of risk exposure 
are monitored throughout the year by the area responsible 
for the promotion of the Risk Management model.

Governing Bodies

General Meeting Board

Pedro Nuno Fernandes de Sá Pessanha da Costa,
Chairman

Luís António Costa Reis Cerquinho da Fonseca,
Vice-chairman

José António Abrantes Soares de Almeida,
Secretary

Board of Directors

Manuel Soares de Oliveira Violas,
Chairman of the Board of Directors

Armando Costa Leite de Pinho

António Cândido Seruca de Carvalho Salgado

Anna Cecilia Gunnarsson Lundgren

Michiel Jeroen Herkemij
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Our Stakeholders

An ongoing dialogue to identify critical 
issues, shape our responses and continue to 
improve our performance

Who are our Stakeholders?

Stakeholders can have a positive or a negative impact on Unicer's business. The analysis 
of key Stakeholders (current and future) and their (positive or negative) influence on the 
business is, therefore, essential to the alignment of strategies and the achievement of the 
objectives predefined by Unicer. 
The first stakeholder survey, carried out in 2008, allowed us to identify our Stakeholders on 
the basis of the following criteria: 

› Relevance of the Stakeholder to Unicer
› Relevance of Unicer to the Stakeholder

CLIENTS SUPPLIERS

EMPLOYEES

OFFICIAL 
AUTHORITIES

NGOs

BANKS AND 
SHAREHOLDERS

COMPETITORS

THE MEDIA
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What are the means of dialogue 
with our Stakeholders?

Unicer maintains an ongoing dialogue with all its Stakeholders, while 
establishing an efficient and transparent connection with each of them, 
with different and tailored communication processes.
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Creation of value

› Business strategy
› Periodical meetings

Shareholders and Investors Clients Employees Local Community Consumers

Development of employees; 
work-family balance; provide 
suitable working conditions

› Clarification of 
functions and roles
› Culture and Climate 
Questionnaire
› Implementation of improvement 
measures arising from the 
employee satisfaction survey
› Improvement and 
increased effectiveness of 
communication platforms
› Training
› Career development
› RUMO performance 
management model
› Unicer out on the street
› Unicer Experience
› Volunteering projects
› Christmas project

Environmental preservation; 
contribution to its success 
and development

› Super Bock/Serralves National 
Prize for Creative Industries
› Support for the Creative 
Industries Project
› Granting of sponsorship/support
› Patronage
› Christmas project
› Projects with local communities
› Porto of the Future
› Cais Recicla Project
› Super Bock Beer House

Trust and satisfaction with 
products/streamlining of 
effective communication channels

› Market Studies
› Communication channel 
with the consumer
› Unicer Website
› Brand Websites
› New products/innovation
› Super Bock Beer House
Sales communication

Satisfaction with products and 
services; relationship of trust

HORECA points of sale

› Super Bock Beer House 
› Communication channel 
with the consumer
› Served to perfection
› Service + TS
› Evaluation of customer 
service level
› Client surveys
› Unicer out on the street
› Unicer Live
› Unitrade Magazine

Take Home Points of Sale

› Helpdesk and Backoffice
› Evaluation of customer 
service level
› Customer satisfaction surveys
› Super Bock Beer House
› Unicer out on the street
› Unitrade Magazine

Distributors

› Excellence Programme
› Helpdesk and Backoffice
› Evaluation of customer 
service level
› Customer satisfaction surveys
› Super Bock Beer House
› Unicer out on the street
› Unitrade Magazine
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Official	Authorities Suppliers Organisations Universities/Scientific	
Institutions/Sector Associations

The
Media

Relationship based on 
trust and transparency

› Strict compliance with 
current legislation
› Provision of information

Implementation of solutions 
generating competitiveness 
and sustainability for 
both parties’ business

› Strengthening of partnerships 
with key suppliers
› Process monitoring

Optimisation of mutual interests 
within a context of independence

› Periodical meetings

Transparent and fruitful 
relationship; sharing of the 
company’s performance

› Meetings with journalists
› Replies to requests 
for information
› Facilitation of access 
to information
› Media Centre/Corporate Website

Encouraging dialogue to 
establish partnership relations

› Cooperation agreements
› Replies to requests for 
information from students
› Visits
› Active participation in 
associations and other bodies 
related to the company’s 
business and activity

Carlos Sá

Born on 24 December 1973, in Vilar do Monte, municipality of Barcelos. He started his career in 
athletics aged 12, showing a propensity for long-distance running. His idol was Carlos Lopes. 
At 13, his life was tough: He started working at a textile company, studying in the evening 
and training after 11.30 pm. Only his spirit of self-sacrifice has helped him reconcile all these 
activities. But at 18 he did give up running, gained weight and was smoking two packets of 
cigarettes a day. The birth of his children marked a turning point: He resumed sport. In 2008 
he began running ultra-marathons, participating in a 45 km event, where he came second. 
Two years later, he made his debut in distances of over 100 km. He won the Spanish 101 km 
Peregrinos, and the Grand Raid des Pyrénées, in France, an event of over 160 km. On 3 April 2011, 
Carlos Sá tackled the Sahara Marathon, in Morocco, an event regarded as one of the toughest in 
the world, run in six stages, in a total of 250 km. He came 8th. In the same year he took part in the 
Ultra-Trail du Mont-Blanc. These were followed by many other events, successes and records, 
including his triumph at the single-stage Badwater Ultramarathon in the United States, over a 
total distance of 217 km. 
Carlos Sá also excels as an organiser, coordinating various events.
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Area of analysis Results

1. Reputation and 
Image

96% of Stakeholders surveyed consider Unicer to be an active 
organisation in matters of sustainability.
97% of Stakeholders surveyed consider that Unicer has a clear vision of 
its economic, environmental and social responsibilities.
The majority of Stakeholders surveyed classify Unicer positively with 
regard to its action under the three pillars of sustainability.
However, only 59% of Stakeholders surveyed consider that Unicer has a 
positive evolution in performance in relation to 2013.

2. Sustainability 
Performance 

The results of the survey allow us to identify the most important topics for Stakeholders.

3. Sustainability 
Reporting

66% of Stakeholders surveyed had knowledge of/access to Unicer's sustainability information. However, only 50% state 
that they had knowledge of/access to the 2015 Sustainability Report.

Information that Stakeholders would like to see developed in more depth in this Report

Employees | Would you like Unicer…
To actively disseminate good practice.

Suppliers | Would you like Unicer…
› To present the vision and aims it intends to adopt in the future and in the long term.
› To disclose the current and future contribution of the company to fulfil the Sustainable Development Goals (SDG).

NGOs | Would you like Unicer…
› To reveal in more detail the cultural activities it supports. 

What is our Stakeholders’ opinion on 
sustainability?
In late 2016, Unicer carried out a new survey of Stakeholders with regard to sustainability.

Sample and 
response rate
The listening process covered an initial 
sample of 107 organisations, with a total 
of 94 responses submitted, amounting to a 
response rate of 88%.
The survey focused on 3 main areas:

› Reputation and Image; 
› Sustainability Performance;
› Sustainability Reporting.

Sample
107 organisations

94 responses 
obtained

88% response 
rate

The response rate decreased slightly 
in 2016 from 2013 (91%), while 

the scale remained unchanged at 
significantly high values for this type 

of survey.

Product characteristics, quality and 
safety

Innovation

Brand management

Value chain management and control

Market diversification

Internal HR management

Responsible consumption of 
alcoholic beverages

Waste and pollutant management

Economic Pillar Environmental 

Pillar

Social Pillar

87% 80% 74%
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Commitment to External Initiatives
Unicer considers it fundamental for its work to interact with associations connected to its activity or operating in priority areas for the company, such as education, innovation, sustainability, 
inclusiveness and the promotion of citizenship. Together, we participate in global development with cooperation and responsibility. The following are some of the alliances we maintain:

BCSD Portugal

Conselho Empresarial para o 
Desenvolvimento Sustentável

The main purpose of this association, of which Unicer 
is a founder, is to promote the active involvement of 
companies in the creation of a sustainable world for 
businesses, civil society and the environment.

GRACE

Grupo de Reflexão e Apoio à Cidadania Empresarial
(Group of Reflection upon Business Citizenship)

15 years have gone by without GRACE losing any steam 
in its goal to support business management for the 
development of socially responsible practices. Unicer has 
actively accompanied this development since 2004, the 
year it joined the project. It was directly involved in the 
Group's management between 2007 and 2011, and has sat 
on its Board of Auditors since 2012.

APIAM

Associação Portuguesa dos Industriais de 
Águas Minerais Naturais e de Nascente 
(Portuguese Association of Natural Mineral 
Waters and Spring Waters)

This is the association representing companies that deal 
with the exploitation, bottling and marketing of natural 
mineral and spring water, and other bottled water, in 
Portugal. Unicer is a member of the Board.

APAN

Associação Portuguesa de Anunciantes 
(Portuguese Association of Advertisers)

The aim of this association is to defend, safeguard and 
promote the interests of its members in all aspects related 
to sales communication.

PROBEB

Associação Portuguesa de Bebidas Refrescantes 
Não Alcoólicas (Portuguese Association of Non-
Alcoholic Soft Drinks)

The aim of PROBEB, of which Unicer is a member 
and also sits on its Board, is to promote and defend 
sustainable development in the sector of non-alcoholic 
soft drinks, as well as to build structured relationships 
with relevant partners.

COTEC PORTUGAL

The aim of this non-profit association is to encourage the 
competitiveness of companies based in Portugal, namely 
"through the development and dissemination of a culture 
and a practice of innovation, and knowledge based in the 
country". Unicer sits on its General Board.

APCV

Associação Portuguesa dos Produtores de Cerveja
(Portuguese Association of Beer Producers)

This association represents the main sector of activity of 
Unicer, covering companies involved in Portugal’s beer 
manufacturing and bottling industry. Its current chairman 
is Rui Lopes Ferreira, Unicer's Executive Director.

EPIS

Empresários pela Inclusão Social (Entrepreneurs 
for Social Inclusion)

EPIS, whose work is focused on education, has the noble 
mission of addressing failure at school and early school 
leaving. The association was created in 2007; Unicer 
joined it one year later, and took the chair until 2013. 
Currently, Unicer continues to enhance its strategic focus 
on education, as part of its Social Responsibility action, 
one example of which is the investment in the support of 
students at risk in Porto.
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Our Sustainability Strategy 
There is no business without sustainability
Second Cycle of the Sustainability Strategy 2014-2016The second cycle of Unicer's Sustainability 

Strategy, that began in 2014, has established 
five major priorities for the economic, social 
and environmental pillars. To simplify in 
order to do more is the driving force of a 
challenging process that ended in December 
2016, which in that year continued to do 
justice to our way of being and of connecting 
with others. We continued our campaign, 
ethically and transparently, towards a more 
balanced future.

The Challenges of the Strategy’s Second Cycle:

Economic Pillar,
The intention in the economic pillar is to 
guarantee the same quality as always 
and share values with Business Partners, 
as well as provide the Consumer with an 
informed choice about an innovative and 
sustainable portfolio.

Social Pillar,
The goal in the social pillar is to attract, 
retain and leverage the talent of Unicer 
People, as well as support the development 
of Local Communities.

Environmental Pillar,
To gradually and emphatically reduce 
the Environmental Footprint of 
business processes.

** Scores obtained in the survey conducted (scale of 1 to 5, where 5 is the highest):

2015 2016

Overall Evaluation 4.5 4.6

Monitoring by Managers of the Organisation 4.5 4.2

Contact with Managers of the Organisation 4.8 4.6

Operation of the Immersion Programme 4.5 4.2

Experience Sharing among Participants 4.5 4

Were jobs created?

0
1 to 5
6 to 10
11 to 15
more than 15

40% 60%
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Strategic priority Strategic goal Actual 2015 Target 2016 Actual 2016

Water and energy are vital, 
scarce resources that Unicer 
must preserve. It acts as 
an international reference 
in terms of consumption 
levels, emissions and 
waste production.

Reduction of water 
consumption (MJ/hl) 87.1 96.8* 88.4

Reduction of water 
consumption (hl/hl) 3.0 2.9* 2.8

Reduction of emissions 
of CO2 (kg/hl) 5.8 6.5* 6.1

Environmental performance 
of packaging materials

› Development of the “Modular 20” 
and “Select 10” projects

› Super Bock Mix blue bottle
› Carlsberg Nox black bottle

› Continued research and development 
of packaging materials

Water: Reduction of the weight of preforms 
used for Vitalis and Caramulo water:

- PET 33 cl reduction of 4.2% 
- PET 50 cl reduction of 4.3%

› Water: Reduction in size of corrugated 
cardboard separators.

Unicer’s success depends 
on the well-being and 
development of its employees.

Reduction in occupational 
accidents involving sick leave 
of more than 1 day (LTAR)

42 25 39 

Promotion of internal mobility 
- Top Management (excludes 
Tourism and Maltibérica)

18.4% (76 people) [7% - 9%] 23% (96 people)

Promotion of a strong 
Unicer culture (employee 
engagement index)

The “Give Us a Clue” survey conducted in 
partnership with Carlsberg was not performed 

in 2015. It was conducted in early 2016.

The “Give Us a Clue” survey conducted in 
partnership with Carlsberg was not performed 

in 2015. It was conducted in early 2016.
 79%

Promotion of strong ties with 
local communities, acting in 
different areas and on different 
needs, such as education, 
culture, entrepreneurship and 
the support of great causes.

Promotion of education 
and entrepreneurship with 
the school community

2538 ≥ 2500 2329

Capacity building of students at 
risk of school failure/drop-out

39 students receiving close support
82.1% passed

Identification of students at risk, through 
a screening/capacity building process for 

young people, using the EPIS methodology to 
improve the pass rate of critical students

Screening conducted with 87 7th year students (22 
students were placed under close support);

Total students receiving support (54), of whom:
› 32 students had been supported for more than 

one academic year - Pass rate = 90.6%
› 22 students were given support in the

1st term - Pass rate = 81.8%

Promotion of entrepreneurship 
in the Creative Industry sector Survey of the 10 2015 finalists, response rate 40% Continuation of the evaluation process Survey of the 10 2016 finalists, response rate 50%**

Development of support initiatives 
to international local communities

› “Health4Moz” - Mozambique
› “Uma Gota de Luz” - Guinea-Bissau ≥ An International Project

In cooperation with Helpo, we developed the 
“Nutriescolinhas” project at 3 pre-school 

establishments on the Island of Mozambique

Offering the consumer 
a range of high quality 
products, fostering a 
responsible consumption 
policy and promoting an 
active and social lifestyle.

In the context of APCV, 
participation in the preparation and 
dissemination of the “Falar Claro” 
(Spelling It Out) manual for parents 
on the topic of youth drinking

Falar Claro.
A Super Bock Super Rock initiative (in the 

2015 SBSR all young people less than 18 were 
identified and provided with a bracelet that 

forbade them from buying alcoholic beverages)

Continuation of responsible consumption 
promotion initiatives

Continuation of the Falar Claro initiative 
at the Super Bock Super Rock

Promoting an active 
and social lifestyle

› 388,033 participants
› The online consumer survey has 

not been conducted in 2015
≥ 390,000 participants 218,598 participants

Providing an efficient supply 
chain and developing 
business partnerships that 
abide by sustainability and 
social and environmental 
responsibility criteria.

Increasing the customer 
satisfaction index (global; 
sustainability performance 
and communication)

The telephone and email survey was conducted 
on the overall satisfaction with and perception 

of Unicer's activity as a business partner 
and as a company committed to sustainable 

development has not been conducted.

Customer satisfaction index survey

A telephone and email study was conducted 
on the overall satisfaction with and perception 
of Unicer's activity as a business partner. This 

survey covered 120 direct retail customers.
Scores obtained (on a scale from 0 to 

100%, where 100% is the highest):
› Overall satisfaction: 98%

› Unicer’s performance as a business partner: 93%

Promoting responsible 
procurement

Implementation of a supplier 
evaluation questionnaire

Continuation of the process focusing 
on supplier support Drafting of the Code of Conduct for Suppliers

* Note: The downward review of the 2016 environmental targets is justified by the reduction in the volume of production expected for 2016.

** Note: Job creation chart 2015
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New 
Sustainability 

Strategy 
2017-2019

Unicer’s Sustainability Strategy for 2017-2019 has been defined on the basis of an internal 
and external stakeholder survey in late 2016 and a benchmarking analysis. The Sustainability 

topics that informed Unicer's Sustainability Strategy resulted from the cross between 
stakeholders’ opinions and the impact of these topics for Unicer.

UNICER’s current priorities Review of strategic priorities

Economic 
Dimension

› Ensuring the usual quality 

› Sharing values with 
Business Partners

› Providing the Consumer 
with an informed choice 
about an innovative and 
sustainable portfolio

› Ensuring product quality and safety 

› Enhancing the Value of Unicer Brands

› Diversifying Business Markets

› Innovating 

› Managing the Value Chain 
in a sustainable manner

Environmental 
Dimension

› Gradually and emphatically 
reducing the Environmental 
Footprint of business processes

› Streamlining Water Consumption

›	Using	Energy	efficiently	and	
Combating Climate Change

Social 
Dimension

› Attracting, retaining and 
leveraging People’s talent

› Supporting the development 
of local communities

› Attracting, Retaining and 
Leveraging People’s Talent

› Promoting Health, Safety 
and Hygiene at Work

› Promoting Responsible Consumption

› Developing the Community by 
promoting Culture and Education

Unicer is in the process of defining aims, concrete actions, KPIs and targets to achieve for each strategic priority, which 

will be reflected in an action plan to be presented with the next report.
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1. Promoting Innovation and 
Leveraging Economic Performance
Will to Win

In another year of known challenges, 
with changes in the markets imposing a 
prompt reaction, we showed the same 

attitude as always: the will to win. With 
nerve and muscle, focused on objectives, we 
reinforced leadership positions in Portugal 
and reinvented our presence in the world in 
an exemplary way.
We optimised a set of business-friendly 
external factors. A summer of hot 
temperatures, appealing to the consumption 
of cold drinks, joined forces with the 
improvement of the economic climate. In 
fact, a rise in the consumer confidence 
indicator was registered in 2016, with the 
increase in consumption reflected in retail 
recovery. This more positive climate was 
joined by growing demand for Portugal 
among foreigners, with the growth of tourism 
also benefiting our business. We have been 
happy in the domestic market, because of the 
opportunities we have created and those we 
have been able to leverage.
We created bonds, we were close by. 
Through our door-to-door customer service, 
emotionally strong activation and visibility 
campaigns, an agenda of our own events 
and association with initiatives that move 
crowds, from music festivals to parties 
and sports, we have done much more than 

supplying the beverage market. We serve 
innovation and we renew tradition with our 
brands and, above all, we feel Portugal.
Champion brands like Super Bock, 
Carlsberg, Pedras, Vitalis and Somersby 
continued to take top spot in the domestic 
market in their respective categories 
and segments. Creativity and proximity 
were concepts we continuously worked, 
generating emotional ties with consumers 
and the country. 
In the year devoted to strengthening our 
brewing credentials, Super Bock stood out 
in several variants. Super Bock Stout and 
Super Bock Selecção 1927 recorded sales 
growth in 2016, following the excellent 
performance of the standard offer. 
Carlsberg remained the most important 
imported beer. Pedras, in turn, was unbeaten 
among the sparkling waters (the category 
with the highest growth). The outstanding 
performance of Pedras Sabores is also 
to be noted. Vitalis, in the still waters, 
also showed the "thirst to win". In ciders, 
Somersby had another good year.
We introduced new flavours, created new 
formats for sale, made really strong brand 
activations; we encouraged meeting new 
people, we communicated Friendship. As 
always, we were part of the social life of 

the Portuguese. From music to football, 
festivals and themed events, such as the 
innovative Super Bock Beer Experience, 
our brands were an assiduous presence. 
In festivals, we conquered Rock in Rio and, 
revealing the importance of environmental 
sustainability in the Unicer project, we won 
the "Sustainable Attitude" award in the stand 
category and launched the ecocopo.
Abroad, Super Bock showed why it is 
the most appreciated Portuguese beer. 
The brand grew in Europe, created new 
opportunities in Africa and achieved 
sustained performance in China.
What was important in all the results, 
it should be noted, was the capacity to 
interpret realities, anticipate scenarios, widen 
horizons. On this proactive note - which 
goes beyond the business sphere to take on 
forms of intervention in the Company and 
the world around us- we ended our second 
Sustainability Strategy cycle in 2016. 
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Creation and distribution of value

Dimensions 2014 2015 2016

Earnings 449,951.95 425,493.40 420,203.84

Direct economic value created (thousand euros) 449,951.95 425,493.40 420,203.84

Operating costs 311,787.12 291,134.35 282,842.91

Salaries and employees benefits 50,904.96 50,142.35 48,579.32

Payments to equity suppliers 23,111.71 26,362.69 26,092.10

Payments to the State 12,461.74 12,405.39 13,588.41

Investment in the community 204.31 326.76 326.20

Economic value distributed (thousand euros) 398,469.84 380,371.54 371,428.94

Economic value accumulated (thousand euros) 51,482.11 45,121.86 48,774.90

1.1 Enhancing the 
Value of Unicer Brands

Cross the line first 
registering growth over 20% in 2016. In other 
words, it has dominated the market with an 
overwhelming 86%.
Pedras was also invincible as leader of 
the sparkling waters. This category was, 
in fact, that which grew most last year. 
While standard Pedras had a market 
share of over 61%, the Sabores range 
(now also with the Lemon variety) had 
a remarkable development, increasing 
sales by more than 40%. 
Other Unicer brands contributed to the 
year's results, namely Vitalis which is 
increasingly expressive in the still waters 
category. All of them, without exception, 
were leveraged by proximity strategies 
and innovative processes in production, 
distribution and communication - which all 
set the taste of victory.

Unicer has once again prevailed in 
admittedly competitive segments of the 
beverage industry. Super Bock, Pedras and 
Somersby were Olympic brands, the first to 
cross the finish line in 2016. 
In the year of affirmation of its brewing 
credentials, Super Bock was again leader 
of the domestic market, with a 45.2% share 
in value. Not only was it the most chosen 
in the Original formula and Black and No 
Alcohol variants, but it has also pulled away 
from the field in craft beers, with Selecção 
1927 registering a very significant increase 
in sales volumes compared to 2015 (it has 
more than doubled). In the imported beer 
market, Carlsberg securely maintained 
its leadership, affirming its international 
premium image. 
In the cider category, Somersby once 
again performed exceptionally well. It has 
never stopped growing since its launch, 
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A friendship manifesto

The Portuguese continued to prefer Super Bock. 
The reinforcement of the essence of the brand and 
appreciation of its unique brewing credentials set the 

target for a strategy that won the market with innovation and 
emotion. Becoming omnipresent and generating involvement, 
our beer was the leader in the Original, Black and No Alcohol 
variants. 
Continuing the position assumed in 2015, the character of 
the brand was affirmed in the campaign for the defence of 
Friendship. We generated a collective movement for the 
institution of the Universal Declaration of Friends’ Rights, 
with consumers participating in the process through the 
platform www.direitosdoamigo.pt.
Under the sign of Friendship, we created the most diverse 
opportunities for communication and social meetings. We 
innovated in packaging, with the temporary inclusion of 
themed labels on bottles. We highlighted Meeting Spots 
at the traditional street festivals in Lisbon and Porto. At 
points of sale and in mass events, from music to football, we 
created ties with broader audiences. On online platforms, we 
embraced crowds. 
Super Bock was, in fact, a benchmark in the digital universe, 
thanks to its viral content and the degree of interaction on 
social networks.
In this culture of proximity, we have also added tradition and 
disruption to make the brand's brewing credentials known: 
we told the market and consumers that we make a great beer, 
with passion and knowledge. We elevated Super Bock to a 
higher level by investing in the production of special beers 
that encapsulate the mastery accumulated over 125 years.

Selecção 1927 gained a new beer, Czech Golden Lager (re-
creation of an 1842 recipe), and new formats. In addition 
to the 75 cl bottle, this range of special beers was also 
available in a 33 cl bottle and on draught, in an innovative 
20-litre barrel with draughtmaster technology. In other 
words, the Modular 20 project was cemented with the 
placement in selected bars and restaurants of extraction 
machines that serve a greater diversity of special beers 
simultaneously and with the assurance of quality. In parallel, 
we reaffirmed the genuine attitude of Stout, the leader of the 
black beers that has to be "drunk to be believed".
In line with this dynamic, the status of the brand justified the 
debut, in November, of a brewing event of unprecedented 
format in Portugal, the Super Bock Beer Experience. At the 
Pestana Palace in Lisbon, Portuguese and foreign brands 
and master brewers mixed with the general public to present 
a range of unique beers in an event promoted by our brand!
In the premium segment, Carlsberg maintained its 
leadership among imported beers. As the official UEFA Euro 
2016™ beer, it provided "probably the best way to savour" the 
victory of European football: with memorable experiences. 
It created ideal spots in the home of consumers (Euro Home 
Makeover initiative) and provided customers and consumers 
with trips on a personalized airline to France and to the 
games of the Portuguese national team. In Lisbon, it made 
the Carlsberg Euro Lounge the major meeting place for 
Portuguese and foreign fans.

Somersby Has What It Takes

Somersby maintained its growth cycle. In the short 
history of the brand, continued success is not "a 
figment of the imagination". The increase in 2016 was 

more than 20% compared to 2015, confirming its leadership 
of the Cider category. 
The Somersby Sunreal parties (Lisbon and Porto), the 
Unexpected Bar at Ribeira in Porto and the Somersby Pool 
Parties of Rock in Rio were some of the activations that 
underlined the surprising and irresistible temperament of 
our cider. 
The launch of the new Citrus flavour, announced through the 
award-winning "First Live GIF of the World," a focus on the 
product's experimentation and communication increasingly 
based on digital media were the major foundation stones of 
the excellent results of 2016.
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Dominance in Water

Água das Pedras continues to 
know how to interpret the market, 
after almost a century and a half 

of existence. It is the owner of a unique 
status, and it was again a phenomenon of 
success in 2016.
The new platform of the Pedras brand, 
the focus on Pedras Sabores and the 
activation of Pedras&Café (because there 
are consumption rituals that must be 
valued) leveraged significant growth and 
consolidated the absolute leadership of the 
category in market share (growth of standard 
Pedras and of Pedras Sabores). The brand, 
which is also a veteran in innovation, brought 
the Portuguese even closer with the markedly 
emotional campaign, "Let the best of you 
come to the top". 
In still waters, Vitalis was also a benchmark 
for good performance. In a year of the 
Paralympic Games, it developed the "Thirst 
to Win" campaign, which was based on 
support for the Paralympic Committee 
of Portugal. The brand strengthened its 
association with sport and the promotion 
of healthy lifestyles. Coherently, it kept 
sponsorship of the main running events as a 
priority. Focused on overcoming challenges, 
2016 was completed with an increase in 
market share.

Celebrating
Great Encounters

The celebration of good times 
continued to be a part of the Super 
Bock culture. Music, football, 

traditional street and university festivals were 
some of the meeting places where our beer 
maintained an active presence.
The brand most associated with music by 
consumers (31% associated it with music) 
widened its participation in festivals. 
It debuted at Rock in Rio Lisboa and in 
the best way, with its stand winning the 
Sustainable Attitude prize.
The presence at events that move 
crowds, especially younger generations, 
is a pleasure, a strategy and also a 
responsibility. Since environmental 
sustainability matters, 2016 is the year 
that Super Bock innovated by launching 
the Ecocopos. These reusable cups have 
become the alternative to disposable cups, 
contributing to the significant decrease of 
waste at festivals.
At Super Bock Super Rock, in Lisbon, the 
ecocopos had daily editions, presenting the 
line up for that day. There we also opted for 
an ecological stand, with the reuse of cans. 
Along with the environmental pillar, the 
brand also reinforced its presence at 
this festival on different fronts. Several 
improvements were made with regard to 

Growth at 
Maltibérica

Maltibérica saw yet another year 
of consolidation of the areas of 
cultivation of two-row barley in 

Portugal, in the Alentejo and Ribatejo regions. 
In fact, 50% of the barley used at Maltibérica 
is of Portuguese origin.
We continued our commitment during 2016 
to support farmers and cooperatives by 
encouraging the cultivation of barley for beer 
production. The work in partnership with 
the scientific and technological institutes 
and other entities was fundamental to 
achieve this aim, including the study of new 
varieties of barley that best adapt to the 
edaphoclimatic conditions of our country.
The company performed well in a 
particularly difficult market environment: it 
expanded its customer portfolio; increased 
sales volume by more than 5% compared to 
the previous year; increased operating and 
net income when compared to 2015; and it 
completed the investment project of control 
and automation of the entire malthouse.

the experience at the event site: creation 
of a lounge area close to the river, at the 
request of the public; improvement of the 
layout of the site, facilitating the movement 
and mobility of all; and investment in light-
music interaction on the Super Bock Stage. 
Notable in the affirmation of our brewing 
credentials was the Selecção 1927. In terms 
of activation, a workshop with the cultural 
platform Underdogs linked other arts to the 
music. Finally, an app was designed with 
useful information about the Super Bock 
Super Rock line up.
There were also many other festivals. In 
Porto, the brand also partnered with Nos 
Primavera Sound. It was all over Portugal, at 
Meo Sudoeste, Meo Marés Vivas, Vodafone 
Paredes de Coura, Festival Vilar de Mouros 
and EDP Cool Jazz, just to mention a few... 
With music in the blood, the brand was 
popular at the traditional street festivities 
of Lisbon and Porto, and at the academic 
celebrations. It also marked the first and last 
hours of the year at Avenida dos Aliados, 
in Invicta (Porto). It was also football: it 
cheered for the Portuguese national team at 
Euro 2016 and maintained partnerships with 
Futebol Clube do Porto and Sporting Clube 
de Portugal. Under the Super Bock Super 
Fans experience, and for the first time, it 
took fans from abroad to matches at the 
José Alvalade stadium. Marcelo, who lives 
in Brazil, was one of the lucky ones.
Among so many worlds, it promoted 
Friends' Rights. It implemented activations 
that impacted on hundreds of thousands of 
consumers - there were PlayStation football 
matches on an interactive billboard in 
Porto, challenges and encounters at Super 
Bock Super Rock, Lisbon, or in the marina 
of Vilamoura with the mupi-fridge, more 
strategic partnerships and Meeting Spots to 
commemorate trips out with glasses raised 
for Friendship.
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Vidago Palace and Eco 
Houses Pedras Salgadas

The strategy adopted in 2016 
for Unicer's two hotel units was 
consolidated: the focus was placed 

on internationalisation and growth in the 
foreign market, but also the efficiency of 
both operations. It was worth it. This was a 
year of growth and expansion of our Tourism 
business. Revenue grew 11% and EBITDA 
improved by 34% compared to 2015.
In fact, the results achieved are due both to 
greater efficiency in controlling the two units 
and to the increase in revenue, mainly due 
to the greater number of rooms sold at the 
Vidago Palace Hotel.
Revenue from accommodation at the 
Vidago Palace accounted for 49% of 
turnover of that unit, with the catering 
business (F&B) coming second, with 35%, 

followed by the spa (6%) and golf (9%). The 
occupancy rate was 41%, representing an 
increase of around 10 pp compared to 2015, 
while the average price per room increased 
by 3%.
The Pedras Salgadas unit registered an 
occupancy rate of 45%, a slight decrease 
compared to 2015. Revenue from 
accommodation represented 58% of this 
unit’s turnover, followed by the restaurant 
business (29%) and the Spa (13%).
The consolidation of the presence in the 
worldwide networks Virtuoso, Leading 
Hotels of the World (Vidago Palace Hotel) 
and Design Hotels (Pedras Salgadas spa 
& nature park) allowed the hotel units to 
be promoted among international tour 
operators. This was reflected in revenue, 

since much of the increase came from Tour 
Operators, the segment that registered the 
largest growth: 117%.
Considering the identity and individual 
characteristics of each unit, international 
customers accounted for 36% of clients of 
the Vidago Palace Hotel and 30% at Pedras 
Salgadas spa & nature park.
The commitment to quality at both the 
Vidago Palace and Pedras Salgadas is 
part of the strategy. As a result of this 
clear option, several prizes were awarded 
throughout 2016: Vidago Palace Spa was 
voted the Best International Spa by Condé 
Nast Traveler magazine and was named 
the Best Spa at the World Spa Awards. The 
Pedras Salgadas spa & nature park was 
named the Best Spa at the ESPA Innovation 

Awards, awarded by the European Spa 
Association.
Golf also stood out due to two of the most 
prestigious international amateur golf 
tournaments: the Bonallack Trophy and the 
Patsy Hankins Trophy, being organised for 
the first time in Portugal, on the greens of 
the Vidago Palace. It should also be noted 
that Vidago Golf was considered the 15th 
Best Resort in Europe in the site’s Top-60 
Leadingcourses.com.

Total international clients

36%
Vidago Palace

+6% than in 2015

30%
Pedras Salgadas spa & nature park

+5% than in 2015
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1.2 Diversifying 
Business Markets
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The route to the east
Giant billboards, premium visibility material at points of 
sale, promotion teams in direct dialogue with consumers, 
dynamism on social networks - this is today the reality of 
Super Bock in China.
Over the last five years, our beer has enjoyed sustained 
growth in what is one of the world's largest markets, 
competitive and challenging, played by leading international 
brands. Overcoming great initial challenges, Super Bock 
showed its unbeaten nature and, in 2016, firmly established 
itself in the country - with its brewing credentials. In line 
with brand values, but idealized for the Chinese consumer, 
a promotion plan based on high premium materials was 
developed through a network of reference points of sale 
and more extensive image distribution. In parallel, the 
digital ecosystem was developed with activation on the 
main Chinese social networks (WeChat and Weibo) and the 
establishment of the bases for the launch in eCommerce, a 
channel of great relevance in this market.
The strategy was successful and the results indicate the great 
importance of the Orient route for Unicer: on the other side of 
the world we have China, where a great chapter of the history 
of Super Bock was written in 2016. China became Unicer's 
first export market in 2016!

We continue to be Africa

The African continent experienced a difficult economic 
climate in 2016. Angola continued to suffer from 
the global oil crisis. Mozambique witnessed 

runaway currency devaluation and consequent inflation, 
with repercussions on the population's standard of living. 
Despite the major adversities, Unicer was resilient and found 
solutions to maintain operations for the two countries together. 
Furthermore, it has built its own marketing and distribution 
operation in Mozambique. Through investment in the 
creation of a local unit with more than 40 employees, Unicer 
Mozambique has injected new dynamism into the market. 
Super Bock Mini Saca-Fácil (easy ring pull) remained a good 
focus, for which the "Pull a Beer that is worth Gold" concept 
has been developed. But the brand went further and there, 
as here, made the territory of music its own. With Super Bock 
Super Rock On Tour, it took a reference festival on tour, offering 
Mozambicans a unique line up of music and culture. In addition 
to this own initiative, it joined with the Tropical Zouk Festival, 
the largest annual music event held in the country.
In the immensity of Africa there is, however, the appeal 
of more destinations. In other regions, Unicer made its 
opportunities and continued to grow, reaching 6% in beer 
(with the exception of Angola). Good performance in Cape 

Leadership of the global 
African market with 

 77%
of the market share of 

Portuguese beers

which it intends to extend to the neighbouring country.
Spain is also the largest market for Pedras outside Portugal. 
As part of the distribution partnership with the Leche 
Pascual Group, it was possible for the brand to generate 3% 
growth from 2015.
All this helped us to affirm Pedras and reinforce Super 
Bock as the best-selling Portuguese beer in Europe. At a 
time when Portugal is fashionable, taking advantage of the 
tourism leverage and consequent exposure of our brands, 
we have affirmed a unique water and a true world beer. 

Verde and São Tomé and Príncipe was decisive for this result.
As a result, Unicer maintained a solid leadership position in 
the global African market in 2016, taking the top spot with 
77% market share of Portuguese beers on the continent. 

Europe is also home

In Europe, the Old World of a unique brewing culture, we 
continued the growth trend despite the stability of the 
global market. We also increased sales of sparkling 

water and draught wine. The strong connection and presence 
among the Portuguese communities was fundamental for 
this performance. The generalised positive sentiment of 
Europeans regarding Portugal, the consequent appetite for 
Portuguese products and the plan to activate the Super Bock 
brand were other favourable factors that we were able to 
optimise and use to "compete" with local competitors.
Super Bock and Pedras were the brands that saw their volumes 
increase in mature, competitive and dynamic markets such as 
France, Switzerland, Germany, England and Belgium. 
In France, our largest European market, we have 
strengthened sales volumes and market share in the two 
main Unicer categories (beers and sparkling water). The 
investment in brands activation at three major moments 
- European Football Championship, Return from holidays 
and Christmas -, in the on and off trade channels, produced 
volume increases of 2% in beer and 11% in Pedras (volume 
change vs. 2015). 
In Switzerland, where Super Bock has a substantial group of 
international consumers, especially in the French section, 
we focused activities on the concept of a short/medium 
term growth strategy. 
In Germany, Europe’s largest brewing market, we continually 
looked for ways to cement our presence: we focused on 
brand activation, the development of the Super Bock barrel 
and the growth of Pedras (+41%).
We have simultaneously worked on growth plans for other 
countries, such as the preparation of a new Route to Market 
in Luxembourg. 
Closer to home, Spain remains one of the markets of focus 
for our internationalisation strategy. With "Drink to believe" 
we communicate Super Bock Negra Sin, a variant that has 
been a sales success in our neighbouring country, especially 
in Galicia, since its launch in 2012. Super Bock reinforced its 
closeness to Galician consumers, including joining forces 
with the concert of the British duo The Chemical Brothers, 
in Santiago de Compostela. This was a clear step towards 
a sustained and successful strategy based on the music 
platform of which the brand is a holder in Portugal and 
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1.3 
Innovating
Forefront in Research & 
Development

The purpose of the R&D strategy is to add value to the 
company and contribute to its evolution in the national 
and international markets. It is focused on creating 

new, more efficient products and disruptive processes that 
raise the state of the art of the beverage industry. Unicer 
places itself at the forefront through this R&D approach, 
cementing its leadership in several segments year after year. 
And 2016 was no exception.
As is customary, the year was marked by several processes 
for developing new packaging and new products, while 
measuring the sustainability of each change.
In the Super Bock universe, this translated into the launch 
of the permanent range of Selecção 1927 through several 
interventions: product development (there are now four styles 
of beer: Munich Dunkel, Czech Golden Lager, Bengal Amber 
IPA and Bavaria Weiss) innovation in packaging (new 33 cl 
bottle format, along with continued supply of the TP 75 cl 
bottle) and intersection with the Modular 20 design project 
(new TP 20 l barrel, new beer extraction machine solution).
Our “craft beer workshop” had an excellent year in terms of 
production of beer of the Super Bock Selecção 1927 range. 
It achieved, in effect, record production. Thinking about the 
future, several investments were made to modernise and 
build the capacity of this unit for the growing challenges of 
developing new beers.
In the sparkling waters category, we have improved our 
Pedras Limão and the results prove it! Green tea was 
removed from the initial formula, in order to achieve a 
sensorial profile more in line with the intended target (youth 
and young adults).
In Still waters, a new 6L bottle format was launched with the 
use of recycled PET for the main packaging composition, 
based on environmental sustainability.
Finally, flavour was added to cider with the launch of Somersby 
Citrus. Also of note in this category is the internalisation of its 

production process at the Leça do Balio plant.
It is also part of our DNA to maintain a close collaboration 
with Portuguese and international universities and scientific 
institutions, in order to anticipate future needs and test 
new practices and technologies, in the quest to ensure that 
Unicer continues to make a difference, while sowing seeds 
for the future.

On the Front Line

The consistent improvement of the operational 
performance indicators covered the entire year, with 
several projects adding even more thoroughness, 

quality and efficiency to the production processes. Our unit 
in Leça do Balio, thanks to this commitment, continues to be 
one of the best beer breweries in Europe.
A number of factors contributed to the good results in 
the area of beer production, especially the investment in 
equipment that allowed the diversification to new products 
and formats. There were additional improvements in the 
management of utilities. Changes regarding the abstraction 
and use of water, for example, have enabled more efficient 
use of this resource.
The year for sparkling water was characterised by an 
increase in production volume, as well as investment in the 
further improvement of operating conditions, aimed at the 
level of excellence in our processes and the quality of our 
products.
In the still water segment, new improvements have been 
made in the packaging materials used.
It was possible, as in previous years, to continue to boost 
production for third parties, by associating operational 
efficiency and commercial diligence.

Consolidation of Logistical 
Changes

2016 was the first full year of the new 
Unicer logistics centre, following the 
changes made and reallocations of 

operations resulting from the investment in the automatic 
warehouse at Leça do Balio. It was, therefore, time to 
consolidate new processes in order to ensure the relevant 
efficiency gains expected from the project's implementation.

Certain of the quality 
of this unit, Unicer 
participated in the 
Project of the Year 2016 
competition organised by 
ELA (European Logistics 
Association). We are 
proud to disclose that 
the automatic warehouse 
of Leça do Balio was 
considered one of the six 
best European projects.
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1.4 Ensuring Product Quality 
and Safety

Product
Responsibility
Unicer is a beverage company, with a multibrand, 
multimarket strategy, in which the acknowledgement of 
Quality, Food Safety, the Environment and Occupational 
Health & Safety is of the utmost importance as a contributor 
to the strengthening of consumers' and customers' loyalty.
Unicer's Integrated Management System has taken into 
account the Quality, Environmental and Safety and Food 
Safety Management System – HACCP (Hazard Analysis 
and Critical Control Points), certified to the internationally 
recognised standards EN ISO 9001, EN ISO 14001, EN ISO 
22000 and OHSAS:18001. The certification comprises the 
following activities:

› Production and bottling of beer, cider, 
sangria, wine and soft drinks;

› Abstraction and bottling of sparkling natural mineral 
water, natural mineral water and spring water;

› Marketing and distribution of beverages;

› Provision of technical assistance services 
to activity-related equipment.

Customer
Health & Safety
It is Unicer's policy to promote continuous improvement 
across the value chain, adopting best practices and 
ensuring its systematic planning, control and review in order 
to strengthen its commitment to make quality products 
available to customers. 
2016 was marked by the implementation of a number of 
food defence tools in Leça do Balio. With the opening of the 
Super Bock Beer House and the movement of visitors in the 
Leça do Balio facilities, the access control system in the 
production area has been reinforced. The aim is not only to 
ensure visitors’ safety but mainly to guarantee the protection 
of our products.
The recent review of standards ISO 9001 and ISO 14001 
triggered in 2016 the transition process into the new 
standards ISO 9001:2015 and ISO 14001:2015, and a training 
plan for employees involved in the management system 
and internal auditors was defined to make the new standard 
structure known and prepare their implementation by the 
end of 2017.

Quality, Environment and 
Safety - Standards that set 
us apart
As in previous years, external audits renewed in 2016 the 
certification of our Integrated Management System under 
the ISO 22000 Food Safety and OSHAS 18001 Safety and 
Health at Work standards, as well as according to the ISO 
9001 Quality Management and ISO 14001 Environmental 
Management standards.
We have also been able to validate compliance with 
the requirements of the international NSF standard at 
our sparkling waters plant, an additional benchmark of 
excellence in the areas of food quality and safety.
The adoption of good procedures influenced the quality of 
the final product, and Unicer achieved the best results ever 
in the Carlsberg Group's Market Survey, a sensory evaluation 
of different beers collected at points of sale worldwide by an 
independent laboratory.
In terms of Safety and Health at Work, the year comprised 
strong reinforcement of the implementation of a safety 
culture in the company, through the implementation of the 
USafe project, which had a special focus on the Supply 
Chain areas. We believe this project will be essential to 
achieve our vision of "Zero Accidents in 2022".
As for the Environment, we undertook, as always, the regular 
assessment of the risks associated with the activities we 
carry out, implementing control and protection measures 
that meet a superior design: preserving the environment that 
surrounds us, i.e. acting in the present to secure the future.
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Compliance
We regularly evaluate our performance against specific 
indicators, making them available to all stakeholders. 
In 2016 the main indicators for Quality Management - Finished 
Product Quality Index, Non-Compliant Product, Product 
Complaints, Returns and Market Survey performed well.
Since the handling of complaints is a key instrument in 
identifying and preventing potential causes of customer 
dissatisfaction, all Sales Managers received awareness training 
on the importance of reporting all complaints from the market. 
Unicer maintains its participation in the Market Survey of the 
Carlsberg Group, a sensory assessment of beers at points of 
sale worldwide. It achieved the best result ever in 2016. 
With the aim of meeting the ever-demanding and strict 
quality, food safety and compliance criteria, 1,724 point 
of sale audits and 94 management system audits were 

conducted, including 42 audits to suppliers, 10 internal 
audits, 31 safety audits, 6 good practice audits and 5 legal 
compliance audits. 
With regard to Food Safety, training on food safety good 
practices was delivered to various business areas, including 
sales, technical assistance, maintenance, food safety 
management teams, and logistical service providers, among 
others.
Every year, Unicer takes part in customer satisfaction 
surveys which result in improvement measures that Unicer 
undertakes to implement in order to satisfy clients and 
consumers alike. Last year it participated in the GS1 and 
Advantage studies, in which it was, for the third consecutive 
year, elected as the preferred supplier by the major retailers 
operating in Portugal.

Product Labelling
The simple, transparent transmission of information and 
explanations to clients, always in compliance with the 
legislation in force, is taken seriously by Unicer in the 
labelling process for its products.
In order to meet the new legal requirement and the market 
obligation to provide nutrition information on products, 
Unicer changed the labelling of alcohol-free beers, including 
the nutrition declaration as mandatory information.

Bruce Lee

He was born on 27 November 1940 in San Francisco, in the United States 
of America, both at the time and the year of the Dragon. Christened Lee Jun 
Fan, the son of a famous Hong Kong opera singer, he became an iconic actor, 
specialising and making films on the martial arts.
As a child, his parents decided to return to Hong Kong, where Bruce Lee grew 
up. He became an actor, wrote poetry, won a dance competition and learned 
martial arts, first with his father and later with master Yip Man.
As a teenager, he was bullied by his British colleagues for being of Chinese 
descent, and ended up joining a gang. To move him away from this world, 
his father decided that he should return to the United States. While studying, 
he began to teach martial arts. In the 1960s, Lee gained some visibility from 
participating in the TV series The Green Hornet, and he subsequently featured 
in various movies. However, prejudice against Asian actors who were thought 
to be unable to attract large audiences if they were given the leading roles, 
took Bruce Lee back to Hong Kong. He quickly became a star in Asia, with 
films like The Big Boss and Fist of Fury, in which he showed the vigorous style 
that was his hallmark. He had bad press in the United States, and it was only 
after Enter the Dragon, a major Hollywood production in which he starred, was 
posthumously released, that his talent and genius would be widely acclaimed.
Bruce Lee, however, died mysteriously in Hong Kong at 32, allegedly from an 
allergic reaction to the painkillers he was taking for a back injury.
Rebellious, far-sighted and obstinate are terms that define Bruce Lee, the 
creator of the Jeet Kune Do style of martial arts.
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Water
1,473,250 m3

2.8 hl/hl

Energy
464,253 GJ
88.4 MJ/hl

2. Promoting 
Environmental 
Responsibility

Serena Williams

Born on 26 September 1981 in Saginaw, Michigan. The youngest of five sisters, Serena, 
together with her sister Venus, became one of the most successful players in the history of 
tennis. Number one in the world ranking, over twenty Grand Slam titles, several Olympic gold 
medals and various wins in doubles with Venus.
Her father, a former Louisiana farmer, was determined that his daughters should succeed in 
tennis, and used a number of books and videos to teach them the game. At only three years 
of age, Serena was already under a strict two hours a day training programme. This took 
place at a court near the Williams family home, in Compton, California. This was a problem 
area, dominated by gangs, and chosen, for this very reason, by the Williams father to live 
because he wanted them to be in touch with the worst life could send their way if they did not 
work and study hard.
In 1995, Serena turned professional and in 1999 she won the US Open, the first Grand Slam 
tournament of her career. From 2002 onwards, a string of victories ensued. The tennis player 
also went through bad times in her career. In August 2003, she had a knee operation, and 
soon after her half-sister, Yetunde Price, was murdered in Los Angeles. Three years later, 
Serena seemed to be exhausted. She ascribes her recovery of the stamina and energy that 
were her hallmarks as a sportswoman to faith and a memorable trip to West Africa. In 2009, 
Serena Williams was back on a winning path at the most important tournaments. In 2011, 
she had yet another scare when the doctors discovered a blood clot in one of her lungs. After 
several operations, there was talk of the end of her career, but Serena not only did not give 
up, but went on winning titles. To this day.
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Total GHG
(CO2 equivalent)

32,071 ton
6.1 Kg/hl

Environmental management
No. of Occurrences: 7

Water
1,473,250 m3

2.8 hl/hl

By-products
38,826 ton
11.6 kg/hl

100% Recovery

Waste
10,122 ton
1.9 kg/hl

94% Recovery COD Input
2,438 tonnes

0.5 kg/hl

COD Output
52 tonnes

Efficiency: 98%

Wastewater 1,019,700 m3

Fill volume
5,25 million hl

Energy
464,253 GJ
88.4 MJ/hl

Electricity generation
82,001 GJ

+ 5%

%

- 3%

+ 5%

+ 11% + 8%

- 4%

- 11%

+ 1.5%

- 6%

The Planet Demands Action These environmental performance indicators regard 
activities directly related to the production of drinks in 
our own facilities, including all ancillary activities that 
occur within the same facilities (internal logistics, power 
generation, water treatment, wastewater treatment and 
administrative and social activities).

Represents the change 
in specific indicators as 
against 2015

43



High levels of demand come from in 
house, imposing constant efficiency 
improvements to enhance Unicer’s 

environmental performance. Various 
initiatives have been consistently developed 
to optimise the consumption of raw 
materials, packaging and energy – nothing 
has been overlooked in 2016. 
In order to reduce the Environmental 
Footprint of business processes, our 
Integrated Quality, Environment and Safety 
Policy sets out the guiding principles of our 
integrated management system, certified 
to standard ISO EN 14001:2012, since 
December 2010, and regularly reviewed and 
audited with the aim of consolidating and 
strengthening the use of good practices 
and promoting continuous improvement. 
The Policy, in terms of the environmental 
management of our activities, follows three 
guiding principles:

› Promoting the integrated prevention and 
control of pollution.

› Fostering eco-efficient processes and 
products, promoting sustainable use 
of water, the rational use of energy and 
ensuring the integration of environmental 
criteria in the selection of raw materials and 
packaging.

› Minimising the impact on the environment, 
promoting the reduction of emissions 
into the air and into water, and the waste 
generated, and prioritising reuse and 
recovery solutions.

By adopting these principles, Unicer 
emerges as a company that is sensitive to 
the slow regeneration of nature and to the 
finitude of its resources. Energy and water 
are increasingly scarce and costly assets; 
CO2 emissions and waste generation, 
equally costly, are socially reprehensible, 
compromising the quality of life and the 
future of the planet. It is therefore our 
priority to ensure levels of consumption, 
emissions and waste production in line with 
the best beverage industry practices.
We want to be a business model for the 
way in which we act. Our environmental 

management has as its starting point 
the identification and characterisation of 
the environmental aspects arising from 
the activities, products and services we 
develop. Having recognised it thoroughly, 
it is our responsibility to ensure that our 
impact on the environment is minimised and 
controlled through appropriate practices 
and procedures.
After identifying all the environmental 
requirements in national and EU legislation, 
and in agreements and protocols entered 
into by Unicer, the conditions necessary 
for their control have been defined. For 
each case, the measures to be taken are 
determined, which may range from the 
replacement of equipment to the training of 
employees, and include external companies 
(such as cleaning and maintenance 
services). From rigour in the selection 
of raw materials to the choice of lighter 
and less space-consuming packaging, 
from separation of waste to wastewater 
treatment, from taking care with the storage 
of chemicals to the efficient management of 
works, nothing is left to chance.
What follows is the monitoring of 
parameters as diverse as the quality 
of wastewater, waste generated, gas 
emissions, water consumption and 
energy. And through exhaustive audits, the 
procedures implemented are checked for 
their suitability. 
Our management system, we repeat, 
has been certified under NP EN ISO 
14001 since 2010, reflecting recognition 
by an independent entity of the 
suitability of Unicer's environmental 
practices and its efforts to promote 
the continuous improvement of its 
environmental performance.
We know we are doing well, but we always 
want to do more and better. Driven by 
this constant desire, the environmental 
objectives for the management cycle 
that we are initiating now were reviewed, 
and translated into our Environmental 
Management Programme.

Environmental Management Programme 2016

Environmental
Policy 
Principles Objectives Target Objective 2016

Actual 
2016

Integrated 
Pollution 
Prevention 
and Control

Environmental 
Training for 
all employees

Induction of 
new employees 
(100%)

100% 55%

Eco-efficiency

Reduce water 
consumption

Specific 
consolidated 
consumption

2.9
 hl/hl

2.8
hl/hl

Reduce 
total energy 
consumption 
(thermal + 
electric)

Specific 
consolidated 
consumption

26.9
kWh/hl

24.6 
kWh/hl

Reduce 
emissions of 
greenhouse 
gases

Emissions of 
greenhouse 
gases

6.5 
Kg CO2/hl

6.1
Kg CO2/hl

Minimise 
environmental 
impact

Reduce the 
environmental 
impact of 
leakage and 
disruption to 
wastewater 
treatment

Zero accidents 
with impact on 
the soil or water

0 0

Improve waste 
separation

Waste recovery 
rate (%)
Specific waste 
production 
(kg/hl)

(qualitative 
objective 
without a 

quantified 
goal)

94%
1.9

Reduce the 
pollution load 
of wastewater

COD wastewater 
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Treatment 
efficiency (%)

(qualitative 
objective 
without a 

quantified 
goal)

0.5
98%
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2.1	Using	Energy	Efficiently	and	
Combating Climate Change
Direct Primary Energy Consumption

The direct consumption of primary energy in the 
beverage production process is related to the need 
for heat in the production of beer and for auxiliary 

processes such as pasteurisation, detergents and hygiene. 
Moreover, cogeneration electricity production also uses 
large amounts of fuel, not to mention other small levels of 
consumption in auxiliary activities (trucks, water heating 
for showers and canteen kitchens). In 2016, the total fuel 
consumption was 327,642 GJ. Thermal energy consumption 
was responsible for 75% of total fuel use, and the remaining 

Fuels by use

Accumulated 2016 (GJ)

Thermal Energy
Electricity - cogeneration
Other

609
0.2%

82,726
25.2%

244,307
74.6%

consumption related to the production of electricity (about 
25%) and low levels of consumption for trucks and water 
heating (about 0.2%).
Following the use of sustainable fuels in 2016, we have 
recovered 814,061 m3 approximately of biogas generated in the 
anaerobic treatment stage at the WWTP in the Leça do Balio 
Production Centre, to be used as a source of clean, renewable 
energy in the production of thermal energy in steam boilers as 
complementary fuel to natural gas. This volume corresponds 
to an increase of 2.5% compared to 2015.

Indirect Use of Energy

Indirect energy usage refers to the use of purchased 
electricity. 
Beverage bottling operations and cooling systems 

are the most onerous activities with regard to the use of 
electrical energy. Second is the consumption associated 
with wastewater treatment and facility lighting systems, and 
the recharging of fork-lift truck batteries. 
In 2016, electricity consumption was 37,947 MWh, which 
means an effective reduction in absolute terms compared to 
2015, maintaining the downward trend that was seen in the 
previous year.

Energy	Efficiency

Energy consumption has a significant weight in the 
production of beverages, and is decisive for the eco-
efficiency of production processes. 

In 2016, the level of energy consumption in processes 
directly related to the production of beverages saw a 
decrease in the specific consumption of thermal energy 
of about 0.9%, and an increase of about 1.7% in electricity 
consumption, compared to 2015 values. 
The electricity produced in the cogeneration engine 
decreased by approximately 3% as compared to 2015, with an 
equivalent decrease in the engine’s natural gas consumption.
In absolute terms, energy consumption decreased by around 
10% compared to 2015, but since the production of beverages 
also decreased, the overall specific consumption increased 
by 1.5%. This increase in specific consumption is justified by 
the scale effect due to decreased production, especially of 
beer in Leça do Balio, which decreased by about 6%.
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327,642

136,611

+ 1.5%

Energy Consumption

Energy Consumption

The Leça do Balio, Pedras Salgadas and Castelo de Vide 
production centres, as units classified as intensive energy 
consumers, are subject to periodic energy audits whose aim 
is to identify improvement opportunities, in turn translated 
into ongoing energy rationalisation plans. Additionally, the 
Envendos and Caramulo facilities are covered by Portuguese 
Decree-Law 68A/2015, which provides for periodical audits 
with a view to the potential implementation of energy 
conservation measures.
Furthermore, larger buildings are covered by the Building Energy 
Certification System (SCE), such as the Leça do Balio buildings.

Emissions of 
Greenhouse Gases

In the activities associated with the production of 
beverages, the emission of greenhouse gases (GHG) is 
essentially related to the use of electric power (indirect 

emissions) and fossil fuels for energy generation and 
transportation (direct emissions). Emissions of fluorinated 
greenhouse gases from leakages in cooling systems used in 
the facilities are also considered (other emissions).
GHG emissions associated with activities occurring within 
the facilities in 2016 amounted to 32,071 tonnes of CO2, of 
which 17,267 tonnes (54%) are related to direct emissions 
(use of fossil fuels), 14,462 tonnes  (45%) to indirect 
emissions (use of electricity) and 342 tonnes (1%) to other 
emissions. More specifically, 6.1 kg of CO2 was generated 
per hectolitre of drinks produced, an increase of about 
5% compared to 2015. Part of this increase was due to 
decreased beer production in 2016. The other part was due 
to increased CO2 emissions in the generation of electricity 
purchased by Unicer.
The use of biogas generated by the anaerobic treatment at 
the WWTP enabled us to avoid using natural gas in steam 
boilers and consequently the emission of about 1,328 
tonnes of CO2. 
Note that the Leça do Balio cogeneration plant falls within 
the European programme of emissions trading (ETS), and 
that in 2016 it generated 16,024 tons of CO2.
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Direct emissions

Indirect emissions
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Indirect emissions
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Water Consumption by Business

2.8 2.9
2.6

2.1

2.2 Streamlining Water Consumption

In 2016 1,473,250 m3 of water was consumed, mainly from 
own sources (58%) and the remainder from the public 
supply systems (42%).

Given that the management of water obtained from Unicer's 
own sources represents less losses than that of public supply 
systems, objectives were set in 2016 to increase the use 
of water from own sources and thus reduce water losses 
associated with consumption from the public supply systems.
Reducing water consumption, making better use of water 
and implementing water recovery systems are all still part 
of the current objectives of all production areas, involving 
all employees in the implementation of actions at various 
levels (training, investment in new technologies, change in 
procedures, etc.). As a result, specific water consumption 
has decreased by about 6% compared to 2015.

Surface Abstraction

Underground Abstraction

Public Mains

Other

Water by source

14,235
0.83%

91
0.01%

623,535
36.55%

1,067,926
62.61%

0 0.0

1,500,000

750,000 1.0

2,250,000

2.0

3,000,000

3.0

4.0

47



m3

hl/hl

ton

kg/hl

Input

Output

Treatment Efficiency - COD

0

0

0

0.0

0.0

0%

800,000

2,000

2,000

400,000

1,000

1,000

1.0

0.2

1,200,000

3,000

3,000

2.0

0.6

50%

0.4

25%

0.8

75%

m3

ton

ton

1,600,000

3.0

1.0

100%

4.0

+ 5%

- 4%

Wastewater

COD - Treated Load

Wastewater
Treatment	Efficiency	(COD	removal)

2016

2016

2016

2015

2015

2015

2.3 Managing 
Effluents	and	
Waste
Emissions into the water

The wastewater generated in beverage production 
processes is amongst the most important 
environmental aspects of this sector. Typically, these 

liquid effluents have a high level of organic contamination 
associated with loss of raw materials, cleaning products, 
the produced products and/or by-products themselves 
which, being rejected along with washing water, contribute 
to aggravate their pollutant load. The total amount of 
organic matter discarded with waste water is therefore 
a reference for the eco-efficiency of the production 
process, since it is directly indexed to losses occurring at 
different stages. This aspect is particularly important in 
the production of beer, cider, soft drinks and wine. In 2016, 
there was a decrease of around 4% in the pollutant load 
specific to this water.
In 2016, the total volume of wastewater generated was 
1,019,700 m3, there being an increase in specific production 
of 5% compared with 2015, associated with the pollutant 
load of 2,438 tonnes of COD ("chemical oxygen demand").
These effluents are treated in our own facilities, with 
the exception of Quinta do Minho (Póvoa de Lanhoso) 
and Águas de Melgaço where this treatment is carried 
out through connection to the public systems. It should 
be noted that in relation to the logistics platforms in 
Santarém, with the decommissioning of the existing 
WWTP, this treatment began to be conducted through 
connection to the public systems in December 2016. 
Overall, our wastewater treatment systems showed a 
good treatment efficiency in the order of 98% in terms of 
organic load removal (COD), maintaining the efficiency 
observed in 2015.

1.8

0.5

98% 98%

0.5

1.9

Selective Waste Collection

Beverage production and distribution activities generate 
a wide range of waste within our own premises, 
particularly the group of glass packaging waste. 

The second notable group is that of excess sludge from the 
biological treatment of wastewater.
In all installations, the selective collection of materials is 
promoted, according to recovery options and/or danger, 
in order to ensure proper handling and routing to the most 
appropriate onward destination.
Total production of waste generated in 2016 was 10,122 
tonnes, and the rate of associated recovery reached 94%. 
Specific waste production was 1.9 kg/hl, corresponding 
to an increase of 8% in relation to 2015, as a result of the 
discontinuation of containers (glass bottles and plastic 
crates sent for recycling) and the decrease in production. 
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Waste Quantities by Destination

Total industrial waste produced (tonnes/year) 10,122

Recovery (R Codes) (ton/year) 9,542

Disposal (D Codes) (ton/year) 580

Rate of Recovery 94%

Hazardous industrial waste (ton/year) 71

Recovery (R Codes) (ton/year) 30

Disposal (D Codes) (ton/year) 41

Non-hazardous industrial waste (ton/year) 10,050

Recovery (R Codes) (ton/year) 9,512

Disposal (D Codes) (ton/year) 539

Waste by type

Other

Scrap

Metal packaging

Wooden packaging

Paper & cardboard packaging

Plastic packaging
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Unfit products
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Second Life By-Products

Beer and wine production activities generate significant amounts of by-products subject to specific regulations. In the 
case of by-products from the brewing process, these are destined for animal feed. In the case of by-products from the 
production of wine, recovery is taken care of in the alcoholic distillation processes.

By-products (2016) Destination Quantity (ton)

Beer Production
Draff

Animal feed
33,794

Yeast 4,981

Unicer Vinhos
Marc

Distillation
32

Lees and sludge 20

Total 38,826

Examples of reduction projects for packaging materials carried out in 2016:

Business Area Measures implemented

Water

Reduction of the weight of preforms used for water Vitalis and Caramulo:
- PET 33cl 4.2% reduction 
- PET 50 cl 4.3% reduction

Reduction in size of corrugated paperboard separators.

A Focus on Packaging

As a company responsible for placing drinks packaged 
in glass bottles, cans, barrels and PET bottles on 
the market, Unicer is committed to making their 

packaging more environmentally friendly and tracking their 
entire life cycle.
In the beer sector, glass is the largest group, with particular 
mention of the proportion of non-reusable glass bottles, 
which has seen a steady growth over the past few years, and 
with a tendency to increase, primarily due to the influence of 
export sales. On the other hand, the water business mostly 
uses PET packaging.
In the case of non-reusable packaging, in Portugal the 
responsibility for managing packaging waste generated 
after consumption has been transferred from the Green 
Point system to Sociedade Ponto Verde (SPV). The amounts 
traded are not available, since the settlement of the billing 

has not yet been regularised by Sociedade Ponto Verde, at 
the date of publication of the report, due to political changes 
in the market (opening of the market of other entities, with 
SPV no longer having exclusivity in this area).
The returnable packaging cycle (returnable tare) is fully 
managed by Unicer. 
As regards the promotion of eco-efficiency of our products, 
we have tried to increasingly improve the environmental 
performance of packaging, and have developed several 
projects to simplify and reduce its weight, as shown in the 
following table. The intention is to go ever further, thereby 
reducing the environmental impact of packaging.
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3. Fostering 
Internal and 
Society’s Well-
Being

Life is a Good Idea

In house, we redesigned the future 
with an “Olympic spirit”, bringing our 
employees together. We communicated 

a new Vision and reformulated the Mission 
of Unicer. Today and from this point onwards, 
Local Passion and Global Ambition is the 
motto that defines us. We revisited the values 
we stand for, paying attention to the human 
element. We adopted the best management 
practices for our people. We are united by 
communicating. By investing in training, we 
valued ourselves. We also guarantee the 
safety and well-being of our people.
As with any well-structured household, 
we overcame vicissitudes and we looked 
forward to a life with some great moments, 
a life full of grand plans. Proud of our 
history, and we toasted the future.
The commitment of Unicer is also to add 
value to society and the world , which has 
become a model company in the area of 
Social Responsibility. In house, not everything 
is business. Outside of the company we give 
more of ourselves to others, we help make 
things better for everyone.
We create links with the communities in 
which we operate. Supporting institutions 
and people, we rip up the neutral market 
perspective to act over sensitive realities, 
embrace causes, generate positive dynamics. 
We continued to serve in 2016, giving 
priority to Education and Creativity. We have 
developed our own agenda and associated 
ourselves with recognised entities. We 
made things happen, whether through 
media actions or remaining absolutely 
discreet, reaching crowds or intervening on 
a case-by-case basis.
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3.1 Attracting, Retaining and Leveraging People’s Talent
Who are our Employees?

On the last day of 
2016, Unicer had:

1,243 Employees
(4% less than in 2015)

30% women
70% men

21% union members

1,091	permanent	staff
1.240 full-time
96% employees in Portugal

Leaving rate: 14.2%
Turnover rate: 11.6%
(World of Beverages, 
excluding Tourism)

New hires rate: 9.5%
(World of Beverages, 
excluding Tourism)

Among the total number of employees, including the tourism sector, employees on contracts represented 12% of the company's human 
capital, which is an increase of 2% from the previous year.
In terms of age, the 41 to 50 years age group dominates (about 36%), while the average age is 41 years. Unicer* employees are 

distributed as follows:

Director Manager Supervisor Senior 
Technician Technician

Gender
Male 16 31 73 153 602

Female 4 14 43 82 225

Age Group

< 30 0 0 0 39 91

30 - 50 18 36 106 165 555

> 50 2 9 10 31 181

Total 20 45 116 235 827

* Takes into account employees of the Beverages area and of Maltibérica.

Éric Abidal

Born on 11 September 1979, in the French city of Lyon. A footballer, who has played in defence for clubs like Monaco, Lille, 
his hometown club, Lyon, and Olympiakos.
But it was in Barcelona that he had some of the most striking moments of his career as a player (four Spanish 
championships, two Champions League cups, two World Club Championships...) and as a human being.
He had to deal with liver cancer twice, first diagnosed in March 2011 in routine exams. Five months after this first 
diagnosis and an operation, Éric Abidal returned to play, wearing the captain’s armband of Barça. Abidal is a deeply 
religious man with a great interest in philosophy, but despite all his willpower, faced with the progression of the cancer, he 
was obliged to have a liver transplant in 2012, in order to survive. This time his recovery took longer, and the Frenchman 
was away from the pitch for a year. Still he managed to recover, and to return to playing football at the highest level.
In June, Éric Abidal was announced as one of Barcelona's new ambassadors for the 2017-2018 sports season, taking over 
the representation of the Catalan club in a series of social and institutional initiatives.
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Creating Unity,
Communicating with Passion

Internal communication continues to be one of the pillars of 
Unicer's work. We want to have people informed, trained and 
involved in the same project, to achieve the same common 

goal: the satisfaction of our Customers and Consumers! This 
is only possible if we share our passions and our ambitions. In 
short, if we communicate the activity of Unicer and our brands, 
as well as what is expected of our People. 
We use our internal communication platforms to do that. 
We share essential information - objectives, procedures, 
policies, activities, projects - and we have been able to 
unite and spur our teams to action. We have drawn up 
communication plans for major projects and for the 
activities of our brands, in collaboration with the various 
departments of Unicer. These initiatives have required, 
above all, the knowledge and involvement of our People. But 
there is more. So that everyone gets to "feel" Unicer and its 
brands, we developed internal actions that promoted, at first 
hand, the tasting of our products. In this context, we also 
held internal competitions that allowed us to highlight the 
creativity and the passion of the People for our brands.
Speaking of Passion, 2016 presented us with a great challenge: 
to communicate the new Unicer Vision! The world changes, 
markets change, people change, and Unicer follows this trend. 
This was how, at the end of the year, Local Passion and Global 
Ambition became the motto that defines us, and distinguishes 
who we are and what we do, as well as the passion we place in 
our brands and that allows us to go further...

to conquer the world! Our 
People have already begun to 
take part in this challenge, 
spreading the new Vision 
throughout Unicer, with 
great passion.

To Have Ambition and Fly

In 2016, we revisited and revalidated our strategic guidelines. This work began with a workshop for the Executive 
Committee and the Management team. One of the outputs of this reflection process, and subsequent work with the 
structures and working groups, was the formulation of the new Vision, Mission, Ambition and Objectives of Unicer. 

These were presented to the employees at the Senior Management Meeting in November.
Local Passion, Global Ambition is now the Vision that drives us. It is based on the Passion that we have for our brands 
and what we do on a daily basis, but also the Ambition of wanting to conquer the world, reinforcing our scale across 
borders, whether through the development of our brands or through new businesses.
Aware of the destination we want to pursue for the future, cross-cutting working groups have focused on different 
strategic themes for the organisation, defining concrete goals and actions. Several initiatives have been implemented to 
strengthen our international character, our brewing credentials, innovation, the development of a more agile and simple 
organisational culture, based on a result- and value creation-oriented model, among other aspects that are now part of 
our DNA and our identity.
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Olympic Spirit

Inspired by the Olympic spirit and values, we held our Managers' meeting in November, 
which encompassed about 400 employees of the company. At that meeting, in addition to 
communicating the new Vision and strategic guidelines, we revisited Unicer's path during 

2016, presenting some of the main initiatives that contributed to the very positive results 
achieved. Other strategic projects such as USafe were also shared, through which we intend to 
reach the goal of zero accidents by 2022.
The meeting was attended by two special guests: the mountain climber João Garcia, who 
gave us an inspiring personal testimony, showing how persistence and resilience allow us 
to overcome challenges and achieve great goals. The other special guest was the Olympic 
athlete Rosa Mota, who, on the subject of the contagious passion to succeed and thirst 
to overcome the impossible, challenged all employees of the company to overcome their 
limitations and participate as a team in the Unicer Race/Walk in 2017.

João Garcia

Born on 11 June 1967, he is the best known Portuguese climber, after becoming in 2010 the 10th mountaineer to succeed 
in climbing all 14 of the world’s mountains over 8000 meters without the aid of artificial oxygen or the support of high-
altitude porters.
But to get there, João Garcia had to overcome tricky obstacles and saw his life at risk, particularly in 1999 when he 
reached the summit of Everest with his friend Pascal Debrouwer, who did not survive the journey. Garcia narrowly escaped, 
lost his fingertips to frostbite, and underwent surgery for the reconstruction of his nose. 
Despite the shock, Garcia has never given up on the sport he fell in love with as a teenager and is currently a certified 
mountain guide and cameraman for altitude and extreme conditions, with several documentaries about his expeditions. 
He is also author of “A Mais Alta Solidão” (The Highest Loneliness), “Mais Além – Para Além do Evereste” (Further - 
Beyond Everest), co-author of “10 Passos Para Chegar ao Topo” (10 Steps To Reach the Top), released in 2009, and author 
of “14 – Uma Vida nos Tectos do Mundo” (14 - A Life in the Roofs of the World), from 2014.

Rosa Mota

Born on 29 June 1958, in Porto, Rosa began to train in athletics in the 1970s, at a time when there was still little female 
participation. Shortly afterwards she discovered that she had asthma, an illness that made it difficult for her to succeed in 
the sport. But that has not prevented this athlete, who reached the peak of her career in the 1980s, from running races all 
over the world. 
Starting with the São Silvestre of São Paulo, Brazil, which she won several times, she travelled to Athens in 1982, where 
she began to make her mark when she won the Greek marathon there, during the European athletics championship. 
Two years later she participated in the Los Angeles Olympic Games, winning the bronze medal. In 1988 her success was 
crowned with gold, in the marathon at the Seoul Olympics. 
She has won several World and European Championships during her career and has been distinguished several times with 
honorary orders in Portugal. She continued to compete until the 1990s and is still an ambassador of the sport in Portugal. 
She has also been important in demystifying asthma and the impact the disease has on the practice of sport.
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Training: One model, 4 Strands of Action

We continually invest in adding value to our human capital. Under this precept, we 
have consolidated a training management policy based on four essential pillars:

o Development of Skills geared towards 
knowledge, abilities and behaviour that 
aim at improving the performance of 
employees in their jobs;
Tactical Training to fill needs arising from the implementation of specific projects;

Unicer Culture, with initiatives 
that promote the strengthening and 
dissemination of our identity;
and Talent, with specific actions focusing on leadership development and 
grooming for succession.

Training	figures	2016	*

2016

No. Training courses 358

No. Trainees 3,006

Training Volume (hours x trainees) 24,386

Average Number of Training 
Hours (hours x employee)

19.6

Average Number of Training 
Hours broken down by gender

Male 21.0

Female 25.2

Director 55.3

Manager 40.0

Supervisor 46.4

Senior Technician 38.4

Technician 11.2

Investment (euros) EUR 568,071

* Takes into account permanent employees only in the Beverages area.

24,386 Training 
Hours
20 h/employee
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Focus on eLearning

Continuing the effort to modernise the Human 
Resources management platforms started in 2015, 
particularly in the training field, the focus in 2016 was 

on updating methodologies associated with the development 
of skills: an eLearning and knowledge management platform 
was created in partnership by the Personnel and Information 
Systems Departments. This new tool aims to facilitate access 
to training, as well as to promote greater flexibility with 
respect to the timetables and learning pace of each person. 
The arrival in the labour market of new generations, very 
focused on new technologies, with new learning concepts, 
and the growing geographic dispersal of teams and 
businesses make eLearning an agile and effective solution 
as a complement to face-to-face learning.
It is possible with this tool to reach more people, even those 
who are further away from Unicer's facilities, in Portugal or 
in the rest of the world.
In 2017 we will be focused on providing current content that 
is of general interest to people, such as Time Management, 
Office, English, Health, Safety and Hygiene at Work Good 
Practices, among others.

A Welcoming Team

We carried out 18 induction programmes in 2016, 
aware of the importance of the moment of 
reception for the engagement of new employees 

with the Unicer team and culture, in 2016. 
We also continued our piloting programme, in which 
we launched Unicer Experience - You Are In, focused on 
promoting a deeper understanding of the business and our 
brewing and organisational culture. Three editions were 
developed, covering about 70 people in the company, who 
had the opportunity to experience our values and closely 
monitor the activities of the different areas, over the course 
of a week. 
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Distribution of training hours in 2016 by Functional Group

Director Manager Supervisor Senior Technician Technician Operations Technician/

Assistant Technician

1,051

1,721

5,331

8,559

4,580

3,145

Investment in training has been growing and strategic. We 
have strengthened, under the framework of the four pillars 
that steer the annual training plan, the initiatives aimed at 
performance development and also those for the promotion 
of thematic programmes in the areas of Leadership, 
Business Vision, Internationalisation, Brewery Culture or 
others suited to our objectives. 
We highlight the UPLID programme within the Leadership 
theme, directed at Unicer's management staff. This 
programme, organised under a partnership with INSEAD 
(executive training school highly renowned in Europe), 
aims to develop the areas of leadership and management, 

providing our employees with an experience in an 
international and multicultural environment. 
We were also focused on the specific knowledge and skills 
of the business, in particular through the development, 
with the University of Minho, of the Brewery Technology 
and Science course. This training course - which is a very 
complete programme aimed at the development of technical 
and scientific knowledge related to the production of 
beer - arises at a timely moment, i.e. when there is a very 
interesting change in the Portuguese brewing sector, with 
the consumer showing greater appetite for discovering this 
universe and tasting a greater variety of beers.
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Total Accidents

Days lost

Accidents with Temporary Absolute Disability

Unicer

Unicer
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Areas
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Marketing
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Sales

Supply 
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Supply 
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132

1,209

47

129*

1,114

41

1

0

0

1

0

0

2

0

0

21

335

13

107
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34

3

10

1

1

0

0

3

13

2

30

823

22

92

268

16

Improvements We 
Are Grateful For

Because success begins with People, the top of 
our priorities, we have implemented another 
edition of the Give Us a Clue survey. The results 

obtained, shared with the different teams, led to several 
improvement actions. Of note is the implementation of 
some transversal initiatives in Unicer, such as breakfasts 
and lunches with the Executive Committee, as well 
as many other differentiating interventions to foster 
communication, informality and interpersonal knowledge. 
These initiatives took place in parallel with those defined 
by each team, all of which contributed to making Unicer 
an excellent place to work.

3.2 Promoting 
Health, Safety and 
Hygiene at Work
Zero Accidents, Because an 
Accident is an Accident too 
many, that is our Vision
With regard to accidents at work and occupational 
diseases, we continually invest in prevention by applying a 
Health and Safety at Work Policy which is governed by the 
following principles:

1. Prevent accidents at work and occupational diseases, 
establishing and reviewing OH&S objectives aimed at 
reducing their occurrence and their severity.

2. Establish high levels of safety of work equipment.

3. Ensure the existence of safe working locations, 
systems and methods.

Our priority is the reduction of accidents.
2016 was marked by a reduction, albeit slight in relation to 
2015, both in terms of accidents (-2%) and accidents with 
sick leave (-13%) and days lost (-8%) in Unicer. 
In the Supply Chain areas, traditionally with a higher accident 
rate, there was a reduction of more than 50% in the number of 
accidents involving sick leave in 2016, and of about 70% in the 
number of days lost. However, this reduction was offset by a 
worsening in the Sales area by about 70% in accidents with 
sick leave and 145% with days lost.

2015

2016 * Includes 1 fatal accident

2015

2016

2015

2016

Telmo Pinão

Telmo has always practised sport, 
but only started in paracycling in 
2008. In Rio, he raced in the time 
and road trials with the aim of 
fighting for a place on the podium. 
He has a degree in Administration 
and Marketing and when asked 
about his sporting heroes, he 
responded that he has several, but 
generally enjoys athletes with a 
great deal of humility. An example 
in sports and life.
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USafe Project
In view of these results, which have left us unsatisfied, and with a view to improving its performance in Health and Safety at 
Work, Unicer has decided to go ahead with an ambitious project in this field, with the support of an external body. We intend 
to reaffirm our priority of reducing accidents at work.
This Project, known as Project USafe, started in March 2016 and has three major phases:

1. Diagnosis (carried out by external consultants)

2.	Definition	of	Unicer	Mission	and	Vision	on	Safety	(by	the	Supply	Chain	Management	Team)

3.	Joint	definition	of	an	Action	Plan.

Unicer Safety Vision
Our Vision:

Zero Accidents. Because an accident 
is an accident too many.
Our Ambition:

To achieve in 2022: Zero Accidents.
Our Mission:

To make health and safety a priority.
To foster a culture of anticipation 
and prevention of accidents.
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Diagnosis

› General Perception of Safety Questionnaire 
addressed to 1,076 employees

› Visits to operational areas and interviews 
with more than 60 employees

› Individual interviews with members 
of the Supply Chain Management 
Team (about 25 leaders)

Definition	of	
Mission and Vision

› Workshops to present results of the Diagnosis 
and definition of the Unicer Mission and Vision 
by the Supply Chain Management Team

› Joint definition of an Action Plan

Action plan
› Definition of work Networks for 
Project implementation

The implementation phase of the action plan began in September 2016 and will continue into 2017. A number of working groups have been 
set up to review and improve existing safety procedures, incorporating best practices in health and safety at work.
To achieve the ambitious objectives set out, it is essential to focus on risk prevention and to continue to adopt best practices in the field of 
Health and Safety at Work: to ensure that facilities and equipment meet all the necessary safety conditions, but also that all employees adopt 
safety-conscious behaviour in the course of their work.
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Continuous Training in Health and Safety at Work

In order to strengthen a culture based on prevention, we 
continue with the training programme covering different 
health and safety at work issues, as well as preparedness 

and response to emergency situations. In 2016, Unicer 
carried out a number of actions (2,396 hours of training) 
for employees, temporary workers and service providers, 
involving 825 trainees.
In the context of preparedness and response to emergencies, 
in addition to training actions for the different teams, drills 
are regularly carried out involving the main risk scenarios 

identified in the internal safety plans of the various 
departments, such as fire, explosion, spills of hazardous 
products, gas leaks, etc. In addition to contributing to 
the training of the emergency teams, these drills offer an 
opportunity for general evacuation exercises for all buildings, 
in order to train the different occupants of our facilities.
In addition, several campaigns to raise awareness about 
Occupational Safety were developed through the internal 
communication channels, highlighting topics such as Safe 
Circulation and Handling of Chemicals.

OH&S Policy Principles Objectives Target Objective 2016 Actual 2016

Prevention of occupational 
accidents and illnesses

Reduction in accident rates
Steady reduction by 40% in 
the frequency and severity 
of accidents over 3 years

40 32

Promotion of a culture 
of anticipation

Record and analysis of 
near-accidents (*) 575 267

High levels of safety 
of equipment

Guarantee compliance with the safety requirements for work equipment

Safe working systems 
and methods

Implementation of Safety Walks Reduction of the number of 
unsafe actions observed 150 131

Increase the presence of Occupational Health Services in the workplace

Environmental and OH&S 
training for all employees

Minimum of 4 hours/year of training 
(*) for all Unicer employees

Minimum of 4 hours of training 
for 100% of employees

Average of 1.9 training hours
(training hours/employee)

Reception (*) for all new 
Unicer employees 100% 55%

We believe that a more effective presence of these issues 
on the factory floor, through the practice of Safety Walks, 
Occupational Medicine visits, OH&S technical visits and 
periodic safety and emergency inspections, as well as the 
consolidation of issues such as work equipment compliance 
and lockout-tagout and, essentially, the involvement of the 
whole organisation in these themes, will allow us to respond 
to our ambition of "Zero Accidents by 2022".

OH&S Management Programme 2016

* Consolidated Environment Health and Safety at Work
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3.3 Developing the Community by Promoting 
Culture and Education

One Company,
A Thousand Communities

Growing without ignoring who is on the path is a 
premise that makes Unicer greater. From that 
foundation stone, and with declared passion, all the 

cardinal points indicate our engagement with society. Social 
intervention, patronage, education support, encouragement 
of sports or promoting the establishment and partnering of 
associations were ways in which we participated in 2016 in 
the lives of many institutions and communities.
This is an investment in continuity, established mainly in solid 
partnerships. Accordingly, we maintained the link with the 
Serralves Foundation and the Casa da Música. As patrons of 
the two cultural institutions, based in Porto and internationally 
renowned, we participated in initiatives such as Serralves 
em Festa or Verão na Casa. We also maintained close 
collaboration with Serralves regarding Creative Industries.
Other examples can be given. We continued to support the 
Solidary Portugal golf tournament, an initiative associated 
with worthy causes. Outside our headquarters, in Leça 
do Balio, we celebrated the medieval re-enactment of 
Hospitallers on the Santiago (St. James) path. We were also 
active in other areas where we are installed: in Vidago and 
Pedras Salgadas, institutions like the local Firemen Service, 
the Vidago Centre of Culture, homes for the elderly, Vidago 
Football Club or the Youth Sports Association of Pedras 
could also count on us.

Covering the entire map, we have taken our support through 
products to schools, associations and social institutions. As 
in previous years, and given the impossibility of responding 
to all requests, we sought to aid those that appeared to be 
most pressing. With discretion, we responded positively to 
563 requests for help, out of 2,432 that arrived from all over 
the country. 
In the area of affiliations, we continue to collaborate with 
associations of our business sector, like APCV, APIAM and 
PROBEB. Likewise, we were part of the governing bodies of 
associations such as GRACE, BCSD and Cotec, participating 
in projects and activities covering the areas of Sustainability, 
Social Responsibility and Innovation.

Solidarity Gestures

Solidarity does not have specific days and it asks of us 
all year long, but at Christmas we always like to give it 
a special project. Small Gestures make Big Dreams was 

the major volunteering initiative that marked the season in 
2016, focused on combating child poverty.
Helping children and young people at risk was the goal of the 
campaign that led us to work closely with EAPN Portugal, 
a non-governmental development organisation of the 
European Anti-Poverty Network. The basis for this support 
was the confrontation of Unicer volunteers with worrying 
situations of hidden poverty, especially in a school context. 
Based on a preliminary survey carried out by EAPN Portugal, 
teams of volunteers implemented local solidarity projects. 
With the financial support of Unicer, support plans for 8 
social solidarity institutions that work directly with children 
and young people were implemented. 
Our employees have been tireless in support of this campaign. 
They sought to collect more funds and goods or services, 
because help is never too much. Partnerships were established 

with our local stakeholders, fundraising dinners were 
promoted, raffle tickets and cakes sold, among other initiatives.
Continuing the tradition, Unicer also launched its Solidarity 
Beer, a special non-profit edition. The amount raised from 
sales in Christmas 2016 reverted to two Non-Governmental 
Development Organisations headquartered in Portugal: 
EAPN (European Anti-Poverty Network) - the largest 
European network of national, regional and local NGO 
networks, as well as European Organisations active in 
the fight against poverty - and the Helpo Association, to 
support the "Nutriescolinhas" project, which aims to improve 
knowledge and strengthen the nutritional health of pre-
school children in Mozambique.

All Students are Worthwhile

Fighting against failure and dropping out of school is 
the challenge we have undertaken in our partnership 
with the EPIS association - Entrepreneurs for Social 

Inclusion. At stake is work focused on the recovery of 
students at risk, through capacity building methodologies 
for success that integrate individual or group sessions. It is 
always a personalized intervention by its nature, requiring 
strategies and responses on a case-by-case basis. 
All achievements are important in this support plane. Not 
giving up is always the only solution.
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It’s Always Good To 
Go Back To School

Unicer volunteers returned to accompany students and 
collaborate with teachers, bringing to classrooms their 
experience of the business world.

A new work plan was implemented with the school groups 
of Rodrigues de Freitas, in Porto, and Castelo de Vide, 
under partnerships that have been revalidated year after 
year. Inspiration, help and learning have once again been an 
enriching process for all involved.
Other initiatives, besides this cooperation, have taken 
our employees to the school universe. These include the 
interventions promoted by Junior Achievement Portugal, a 
non-profit organization integrated in the largest worldwide 
network of entrepreneurship education. Topics such as 
Family, Community, Business and Economy for Success 
were addressed with children and young people of the 1st 
and 3rd cycles.
The work was adapted to the characteristics of each 
target group, and it sought to stimulate the development 
of entrepreneurial skills, to educate for financial literacy, 
to prepare for the labour market and, uniting all, to 
stimulate active citizenship in the new generations, with 
capacity for achievement.
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Please come in... 
the Beer House

It is a unique space in the country, the living memory of 
the national brewing culture. As part of the Leça do Balio 
Production Centre, the first full year of operation of the 

Super Bock Beer House was in 2016. It attracted the general 
public, promoted meetings and began to assert itself as a 
new hub of interest in Porto and the North Portugal region.
This new Visitor Centre has taken the role of a tourist and 
educational destination, open to all, showing the history and 
key moments of Super Bock, the productive process and the 
brewing diversity of the company, combined with food pairing. 
In a sophisticated environment, with modern architecture 
and innovative design, each visitor immerses in sensory and 
interactive experiences that unite the strands of time. 
It is here that Unicer becomes a kind of home for everyone, 
with an agenda open to private and public events, establishing 
a close link between the brewing credentials and other 
cultural areas. One example is the hosting of Sofar Sounds, 
an initiative that takes live music to unexpected places - the 
concert we hosted in 2016 was one of the proposals that 
showed the differentiating nature of this space.
Our team welcomed more than 5,000 visitors to the Super 
Bock Beer House throughout the year, including tourists, 
schoolchildren, partners and employees. 
We believe that we have the conditions to make this Visitor 
Centre a reference, promoting Unicer's brewing credentials 
as well as the mastery and personality of the brand and of 
all those who make the beer with love and passion, in their 
natural contexts. The future relies on the consolidation of 
the project in the way that seems most dynamic: continuing 
to make history.

The Spirit of Volunteerism

Sensitivity and initiative are attributes that are affirmed in 
the Unicer Spirit of Volunteerism Volunteer Exchange, 
through which our employees offer time, creativity 

and knowledge to the solidarity initiatives that we embrace 
throughout the year.
Several actions in 2016 revealed the vitality of this 
Exchange. Here are some examples: in the creation of 
enriching learning experiences, our volunteers accompanied 
students on trainee placements in the company or 
participated, in schools, in the Junior Achievement 
entrepreneurship training programme; in the support 
to Health, they developed an internal campaign to raise 
funds for the Portuguese League Against Cancer; in the 
field of Environmental Sustainability, they were involved in 
awareness-raising actions of GRACE - Group of Reflection 
and Support to Corporate Citizenship. They gave expression 
to a multidisciplinary agenda on several fronts, but with only 
one meaning: to help.
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Go On - Entrepreneurship Begins Early

Go On by Unicer - Shape Your Ideas! is the contest that, in recent years, has invited students 
of Secondary Education to think "out of the box". The intention of the initiative aimed at 
students of the partner schools of the Porto of the Future programme, is to contribute to 

the training of young people by encouraging creativity and innovation - with integration of skills 
such as teamwork, clarity in communication or leadership skills. In real contexts, in the Unicer 
environment, they are invited to overcome challenges by taking business decisions. 
In 2016 we took the winners of the 3rd edition of Go On (Team of Clara de Resende 
School, author of the project to Break Ice with Stones) to Bilbao, on a three-day immersive 
entrepreneurial journey, because good ideas deserve to be properly rewarded. The 
celebration of Entrepreneurship Day (9 September) at the Bilbao Berrikuntza Faktoria - Centre 
for Entrepreneurship and Entrepreneurs’ School and a visit to the Guggenheim Museum were 
part of the journey.
Go On will continue to make creative projects emerge, making a real difference in schools, as 
the 4th edition progresses in 2017.
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Sustainability in the 
Creative Industries

Reflecting global trends, the National Creative 
Industries Award - Super Bock/Serralves was marked 
in 2016 by the number of projects aligned with a 

new collective conscience, integrating environmental and/or 
social sustainability. 
In its eighth edition, 168 entries were considered, distributed 
over four categories: Architecture and Visual Arts, Content 
and New Media, Music and Performing Arts and Tourism 
and Heritage. 10 projects made it to the final, three won 
the awards. Noocity, a start-up dedicated to solutions for 
urban agriculture, won the competition with a cultivation 
tray equipped with a self-irrigation system, which allows 
organic crops to be grown anywhere. Bio Boards, a start-
up that associates the environmental component with the 
production of surfboards and skateboards, and the digital 
platform Book in Loop, which applies the concept of sharing 
to school books, were awarded honourable mentions.
The Prize - unique in the country for the creative industries 
- generated a differentiating dynamic throughout the year. 
In the application phase, a roadshow with The Next Big Idea 
was promoted at a number of the country’s entrepreneurial 
ecosystems to meet the candidates. The 10 finalists who 
participated in the Entrepreneurship Capacity Building 
Programme were announced in the spring.
The winners were announced in July at the 11th CLAB - Super 
Bock Creative Lab. Marking the pre-opening of the Super 
Bock Super Rock festival at the Portugal Pavilion (Parque 
das Nações, Lisbon), the event included an international 
conference on The Future of Music. Discussions with 
industry players, showcases and an exhibition by 
photographer Michael Spencer Jones made up the 
conference programme, curated by João Afonso, CEO of 
Musikki (the start-up winner of the 2013 Prize). 
In November, Noocity represented Portugal well in the 
Creative Business Cup in Copenhagen: it was one of the 12 
best projects in competition, among about 60 from around 
the world. We also witnessed, with great pride, the return 
of Miss Can (2015 Award) to this annual global stage as a 
member of the jury of the Arla Foods category challenge.

Joana Calado

The beach has been her second home since birth. No wonder she became a 
swimming champion. In a 24-hour day, she can be a Data Scientist, a student 
and a competition athlete. Good management of time and goals has already led 
her to Beijing in 2008 and to Rio to swim the 100-metre breaststroke. As a good 
Portuguese, Joana Calado says that she is a real "foodie", but she doesn’t lack, 
above all else, the will to win.
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Unit 2014 2015 2016

Profit	and	Loss	account	structure

Sales1 103 euros 476,774 453,618 451,254

Gross Margin 103 euros 197,138 203,758 208,396

EBITDA 103 euros 83,736 83,618 85,833

Operating Profit/Loss2 103 euros 58,022 56,707 59,744

Profit/Loss on Ordinary Activities 103 euros 43,806 36,615 53,537

Profit/Loss on Ordinary Activities after Taxes 103 euros 33,739 26,935 39,152

Net Profit/Loss excluding Min. Interests 103 euros 33,048 26,330 38,397

Earnings per Share Euros 0.66 0.53 0.77

Cash Flow 103 euros 45,639 35,800 57,318

Balance Sheet Structure

Fixed Assets 103 euros 353,236 339,442 332,793

Non-current Assets 103 euros 122,525 115,546 117,969

Current Assets 103 euros - - -

Total Assets 103 euros 475,761 454,988 450,752

Shareholders' Equity 103 euros 158,358 158,387 171,657

Minority Interests 103 euros 3,977 3,943 4,118

Financial Liabilities 103 euros 142,196 132,894 100,688

Other Liabilities 103 euros 171,231 159,764 174,299

Shareholders' Equity + Liabilities 103 euros 475,761 454,988 450,762

People Management

Average Number of Employees3 No. 1,424 1,419 1,332

Number of Employees as at 31st December4 No. 1,337 1,297 1,243

Average Age Years 41 41 41

Sales Productivity5 103 euros 335 320 339

GAV Productivity6 103 euros 101 99 107

Personnel Costs + Temporary Work 103 euros 51,730 50,649 49,108

Training Volume7 (no. of hours x #participants course) 19,891 18,637 24,386

Relevant Indicators

66



Accidents with Leave
No. 41 47 41

LTAR 36 42 39

Absenteeism % 3.4 4.3 4.8

Unit 2014 2015 2016

Indicators

Return on Investment8 % 12.2 12.2 13.2

Return on Equity9 % 21.7 16.6 23.3

Gearing10 % 89.8 83.9 58.7

Environmental

Total Primary Energy Consumption
GJ 536,198 514,445 464,253

MJ/hl 81.3 87.1 88.4

Water Consumption
m3 1,842,084 1,760,069 1,473,250

hl/hl 2.8 3.0 2.8

Greenhouse Gases
Ton 37,805 34,480 32,071

kg/hl 5.7 5.8 6.1

Wastewater (COD) - before treatment
Ton 2,930 2,841 2,438

kg/hl 0.4 0.5 0.5

Wastewater (COD) - after treatment Ton 68 57 52

Treatment Efficiency % 98 98 98

Waste Ton 10,725 10,504 10,122

Rate of Recovery % 95 95 94

By-products Ton 47,928 43,017 38,826

Rate of Recovery % 100 100 100

NOTES:

1) Includes Special Excise Duty 2) Operational Profit before special items 3) Includes Permanent, Contracted and Temporary Staff 4) Includes Permanent and Contracted staff 5) Sales (with Special Excise Duty) per capita 6) GVA per capita 7) The 

amount of Training Volume does not include corporate bodies, tourism, trainees, temporary work or service providers 8) Ratio of Operating Profit to Average Capital Employed 9) For this calculation the average Equity was taken at the beginning and 

end of the year 10) Interst-bearing liabilities as a % of Shareholders' Equity

CAPTION:

n.a. data not available | GJ gigajoule | MJ megajoule | Hl hectolitre | Kg kilogram | m3 cubic metre | Ton tons | LTAR Lost Time Accident Rate (Number of Accidents x 1000/FTE) |  GVA Gross Value Added | FTE Full-time equivalent
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GRI Index
GRI G4 INDICATOR LOCATION OMISSIONS

JUSTIFICATION FOR 
THE OMISSION 

STRATEGY & ANALYSIS

G4 - 1 Statement by Board of Directors or Chairman Executive Committee's Message NA NA

BALANCE SHEET STRUCTURE

G4 - 3 Name of the organisation About the Report NA NA

G4 - 4 Primary brands, products, and services Where We Are - Unicer in Portugal
https://www.unicer.pt/pt/ NA NA

G4 - 5 Location of the organisation's headquarters Where We Are - Unicer in Portugal NA NA

G4 - 6 Countries where the organisation operates Where We Are - Unicer in Portugal
Where We Are - Unicer in the World NA NA

G4 - 7 Nature and legal form of company About the Report NA NA

G4 - 8 Markets served by the organisation

Where We Are - Unicer in Portugal
Where We Are - Unicer in the World
1. Promoting Innovation and Leveraging Economic 
Performance- 1.2 Diversifying Business Markets 

NA NA

G4 - 9 Scale of the organisation 2016 Main indicators
Relevant Indicators NA NA

G4 - 10 Breakdown of Employees 3. Fostering Internal and Society’s Well-Being - 3.1 Attracting, Retaining 
and Leveraging People's Talent - Who Are Our Employees? NA NA

G4 - 11 Percentage of employees covered by 
collective bargaining agreements

3. Fostering Internal and Society’s Well-Being - 3.1 Attracting, Retaining 
and Leveraging People's Talent - Who Are Our Employees? NA NA

G4 - 12 Description of the supply chain Where We Are - Our Value Chain NA NA

G4 - 13 Significant changes during the reporting period About the Report
Our Sustainability Strategy NA NA

G4 - 16 Participation in national and international 
associations and organisations Our Stakeholders - Commitments to External Initiatives NA NA

MATERIAL ASPECTS IDENTIFIED AND LIMITS

G4 - 17 Entities included in the financial 
statements in the report

About the Report
Our Structure - A Simple Structure NA NA

G4 - 18 Process for defining the report content About the Report NA NA

G4 - 19 Material aspects for the report About the Report NA NA

G4 - 20 Aspect boundary for each material 
aspect within the organisation About the Report NA NA

G4 - 21 Aspect boundary for each material 
aspect outside the organisation

About the Report
Our Stakeholders - Who Are Our Stakeholders? NA NA
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G4 - 22 Restatements of information 
provided in previous reports About the Report NA NA

G4 - 23 Significant changes to the scope and aspect 
boundaries from previous periods About the Report NA NA

ENGAGEMENT WITH STAKEHOLDERS

G4 - 24 Stakeholder groups of the organisation Our Stakeholders - Who Are Our Stakeholders? NA NA

G4 - 25 Basis for identification and 
selection of stakeholders Our Stakeholders - Who Are Our Stakeholders? NA NA

G4 - 26 Approach to the engagement 
with stakeholders Our Stakeholders NA NA

G4 - 27 Key topics and concerns raised by 
stakeholders and response from the Group

About the Report
Our Stakeholders - What is our Stakeholders’ opinion on sustainability? NA NA

REPORT PROFILE

G4 - 28 Reporting period About the Report NA NA

G4 - 29 Date of most recent previous report 2015 NA NA

G4 - 30 Reporting cycle About the Report NA NA

G4 - 31 Contacts for questions regarding the report About the Report NA NA

G4 - 32 GRI content summary and indication of “in 
accordance” option the organisation has chosen

GRI Index
About the Report NA NA

G4 - 33 Policy and practice with regard 
to external assurance About the Report NA NA

GOVERNANCE

G4 - 34 Governance structure of the organisation Our Governance and Risk Management Model - Corporate Governance
Our Structure - A Simple Structure NA NA

ETHICS AND INTEGRITY

G4 - 56 Values, principles, standards and norms 
of behaviour of the organisation Our Business Principles NA NA

SPECIFIC STANDARD DISCLOSURES

CATEGORY: ECONOMIC

ECONOMIC PERFORMANCE

G4 - EC1 Direct economic value generated and 
distributed (thousand euros) 1. Promoting Innovation and Leveraging Economic Performance

G4 - EC2 Financial implications, risks and 
opportunities due to climate change

Our Governance and Risk Management Model - Risk Management
2. Promoting Environmental Responsibility - 2.1 Using 
Energy Efficiently and Combating Climate Change

Unicer has a risk management model that covers 4 
risks considered to be relevant beyond this topic
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G4 - EC3 Organisation's defined benefit plans

2016

Assets as at 31.12.2015 8,233,992

Pensions and Redemptions -839,609

Transfers -

Income from Plans 69,642

Contributions to the fund -

Position as at 31.12.2016 7,464,025

G4 - EC4 Significant financial assistance 
received from government

The tax benefits granted by the State in 2016 stood below 528,000 
euros, which means a 78% reduction over the previous year.

Dimensions 2015 2016

Prime - -

SIFIDE 359,106.92 -

IFADAP - -

IVV (Non-Repayable) - -

POE/SIME (Achievement Bonus) - -

SI_Inovação (Achievement Bonus) 2,040,445.84 496,643.36

ADI (Non-Repayable) -1,620.06 -

SI I&D (Non-Repayable) 27,144.78 31,095.61

TOTAL 2,425,077.48 527,738.97

MARKET PRESENCE

G4 - EC5 Ratio of lowest wage compared to 
local minimum wage by gender 1.27

This value is not shown 
by gender since it is 
associated with the 
professional category

INDIRECT ECONOMIC IMPACTS

G4 – EC7 Development and impact of infrastructure 
investments and services supported

3. Fostering Internal and Society’s Well-Being - 3.3 Developing 
the Community by promoting Culture and Education

G4 – EC8 Significant indirect economic impacts, 
including the extent of impacts

3. Fostering Internal and Society’s Well-Being - 3.3 Developing 
the Community by promoting Culture and Education

MATERIAL	ASPECT	-	PROCUREMENT	PRACTICES

G4-DMA Forms of Management

a – Unicer’s material topics were based on the cross between 
the results of the stakeholders’ survey and the organisation’s 
internal perspective. Directly related to Procurement Practices, the 
topic “Management and Control of the Supply Chain” was considered as 
a topic of high materiality (see materiality matrix - About the Report).
b – Over the years, Unicer has promoted various initiatives related 
to procurement practices (see chapter: 1. Promoting Innovation 
and Leveraging Economic Performance – 1.4 Ensuring Product 
Quality and Safety; Where We Are – Our Supply Chain).
c – Unicer measures and monitors indicators associated with this aspect 
and reports them herein (see chapter: Where We Are – Our Value Chain).

G4 - EC9 Proportion of spending on local suppliers 
at significant locations of operation

Percentage of domestic suppliers: 81%
Percentage of EU suppliers: 16%
Percentage of foreign suppliers: 3%
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CATEGORY: ENVIRONMENTAL

MATERIALS

G4 - EN1 Materials used by weight or volume

In 2016 we bought 36,530 tonnes of barley, more than 16,930 from domestic 
producers, representing 46% of our consumption of barley. The main 
environmental benefits of acquiring barley from domestic producers are the 
eco-efficiency gains associated with the promotion of good agricultural practices 
and the reduction of emissions associated with road transport, due to proximity.

ENERGY

G4 - EN3 Energy consumption within the organisation
2. Promoting Environmental Responsibility - 2.1 Using Energy 
Efficiently and Combating Climate Change - Direct Use of Primary 
Energy, Indirect Use of Primary Energy; Energy Efficiency

G4 - EN5 Energy Intensity 2. Promoting Environmental Responsibility - 2.1 Using Energy 
Efficiently and Combating Climate Change - Energy Efficiency

G4 - EN6 Reduction of energy consumption
2. Promoting Environmental Responsibility - 2.1 Using Energy 
Efficiently and Combating Climate Change - Direct Use of Primary 
Energy, Indirect Use of Primary Energy; Energy Efficiency

WATER

G4 - EN8 Total water consumption by source 2. Promoting Environmental Responsibility - 2.2 Streamlining Water Consumption

EMISSIONS

G4 - EN15 Direct GHG emissions (Scope 1) 2. Promoting Environmental Responsibility - 2.1 Using Energy Efficiently 
and Combating Climate Change - Greenhouse Gas Emissions 

G4 - EN16 Indirect GHG emissions (Scope 2) 2. Promoting Environmental Responsibility - 2.1 Using Energy Efficiently 
and Combating Climate Change - Greenhouse Gas Emissions 

G4 - EN18 GHG emissions intensity 2. Promoting Environmental Responsibility - 2.1 Using Energy Efficiently 
and Combating Climate Change - Greenhouse Gas Emissions 

G4 - EN19 Reduction of GHG emissions 2. Promoting Environmental Responsibility - 2.1 Using Energy Efficiently 
and Combating Climate Change - Greenhouse Gas Emissions 

G4 - EN20 Emissions of ozone-depleting 
substances, by weight

The use of substances that destroy the ozone layer is very limited and 
is reduced to some air conditioning systems and the oldest industrial 
equipment that still exists. In 2016, a number of works were performed in 
various centres in order to continue to adapt this equipment to an alternative 
gas or to replace the equipment itself. Albeit under way, the elimination of 
these ozone-depleting substances has yet to be completed. As concerns 
leakage of these gases, there was a total leakage of 30 kg of R22 in 2016.

G4 - EN21 NOx, SO2 and other significant 
atmospheric emissions

Emissions (tonnes) 2015 2016

NOx 64 69

SO2 4 5

Particles 1 1

VOC 126 119

NH3 5 0
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EFFLUENTS AND WASTE

G4 - EN22 Total water discharge by quality and destination 2. Promoting Environmental Responsibility - 2.3 Managing 
Effluents and Waste - Emissions into Water

G4 - EN23 Weight of waste produced by type 
and treatment method

2. Promoting Environmental Responsibility - 2.3 Managing 
Effluents and Waste - Selective Waste Collection

G4 - EN24 Total number and volume of significant spills
In 2016 there were two minor incidents caused by accidental spillages 
(hydraulics and soda deposit pipes confined to the retention basin). 
In both cases the spills were controlled, so no spillage occurred.

PRODUCTS AND SERVICES

G4 - EN27

Initiatives for mitigating the environmental 
impacts of the organisation’s products 
and services and the extent to which 
such impacts have been reduced

2. Promoting Environmental Responsibility - 2.3 Managing 
Effluents and Waste - A Focus on Packaging

G4 - EN28 Percentage of products sold and their 
packaging that are reclaimed

2. Promoting Environmental Responsibility - 2.3 Managing 
Effluents and Waste - A Focus on Packaging

COMPLIANCE

G4 - EN29
Significant fines and number of non-
monetary sanctions for non-compliance 
with environmental laws and regulations

In 2016 a notification was received from IGAMAOT of the final decision 
delivered under the administrative procedure resulting from a routine 
inspection to the Santarém Production Centre on 30 April 2013.

OVERALL

G4 - EN31 Total environmental protection 
expenditures and investments by type

2015 2016

Environmental Gains and 
Losses (thousand euros) 4,871 4,288

Specialised Work 2,600 2,522

Personnel Costs 296 114

Environmental Asset Depreciation 1,633 1,464

Charges 44.7 31

Costs of Gaseous Emissions 
Allowances 175 133

Environmental Civil Liability Insurance 15.0 16.3

Other Environmental Costs 107 7.0

Environmental Income and 
Gains (thousand euros) 3,023 2,558

Sale of Waste and Materials 971 919

Income from Gaseous 
Emissions Allowances 175 133

Environmental Savings 1,877 1,506

Environmental Result (thousand euros) -1,847 -1,730
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MATERIAL	ASPECT	-	SUPPLIER	ENVIRONMENTAL	ASSESSMENT

G4 - DMA Forms of Management

a – Unicer’s material topics were based on the cross between the 
results of the stakeholders’ survey and the organisation’s internal 
perspective. Directly related to the Supplier Environmental Assessment, 
the topic “Management and Control of the Supply Chain” was considered 
as a topic of high materiality (see materiality matrix - About the Report).
b – The initiatives related to the supplier environmental assessment 
can be found in chapter: Where We Are – Our Value Chain
c – Unicer measures and monitors indicators associated with this aspect 
and reports them herein (see chapter: Where We Are – Our Value Chain).

G4 - EN32 New suppliers screened using 
environmental criteria Where We Are – Our Value Chain Percentage of new 

suppliers screened

In 2016 Unicer created a code 
of conduct for suppliers, which 
sets out a set of principles 
aligned with the Unicer strategy 
to be applied during 2017.

G4 - EN33 Negative environmental impacts in the 
supply chain and actions taken Where We Are – Our Value Chain

Number of suppliers 
identified as having 
significant negative 
environmental impacts, 
and their percentages

In 2016 Unicer created a code 
of conduct for suppliers, which 
sets out a set of principles 
aligned with the Unicer strategy 
to be applied during 2017.
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CATEGORY: SOCIAL

SUBCATEGORY: LABOUR PRACTICES AND DECENT WORK

EMPLOYMENT

G4 - LA1 New employee hires and turnover

3. Fostering Internal and Society’s Well-Being - 3.1 Attracting, Retaining 
and Leveraging People's Talent - Who Are Our Employees?

2016

NEW HIRES  104

New hires by 
location (no.)

Portugal 63

Mozambique 39

France 2

New hires by 
age group (no.)

< 30 57

30 to 50 39

> 50 8

New hires by 
gender (no.)

Men 72

Women 32

Rate of new 
hires (%)

Total 9.5%

Men 9.0%

Women 10.7%

< 30 63.3%

30 to 50 4.8%

> 50 3.9%

LEAVERS  156

Leavers by 
location (no.)

Portugal 154

Mozambique 1

Spain 1

Leavers by age 
group (no.)

< 30 15

30 to 50 107

> 50 34

Leavers by 
gender (no.)

Men 123

Women 33

Leaving rate (%)

Total 14.2%

Men 15.3%

Women 11.1%

< 30 16.67%

30 to 50 13.26%

> 50 16.75%

Turnover rate (%) Total 11.6%
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OCCUPATIONAL HEALTH AND SAFETY

G4 - LA6 Rate of injuries, occupational 
diseases, lost days and fatalities

4. Fostering Internal and Society’s Well-Being - 3.2 Promoting 
Health, Safety and Hygiene at Work - Zero Accidents, Because 
an Accident is an Accident too many, that is our Vision

2016

Indicator 2014 2015 Total M F

Accidents (no.) 91 132 129 109 20

Lost days due 
to occupational 
accidents (no.)

1488 1209 1114 834 280

Accidents with 
Temporary 
Absolute 
Disability (no,)

41 47 41 35 6

Work-related 
fatalities (no.) - - 1 1 0

LTAR 36 42 39 - -

Absenteeism 
rate (%) (total 
days lost due to 
absenteeism/
total number of 
potential days) 

3.4 4.3 4.8 4.3 5.9

TRAINING AND EDUCATION

G4 - LA9 Average hours of training per year per 
employee by gender and employee category

3. Promoting Internal and Social Well-Being - 3.1 Attracting, Retaining and 
Leveraging People’s Talent - Training: One Model, 4 Strands of Action

DIVERSITY AND EQUAL OPPORTUNITY

G4 - LA12
Composition of management and governance 
bodies; male/female ratio, age group, minority 
groups and other indicators of diversity

3. Promoting Internal and Social Well-Being - 3.1 Attracting, Retaining 
and Leveraging People’s Talent - Who Are Our Employees?

MATERIAL	ASPECT	-	SUPPLIER	ASSESSMENT	FOR	LABOUR	PRACTICES

G4 - DMA Forms of Management

a – Unicer’s material topics were based on the cross between the 
results of the stakeholders’ survey and the organisation’s internal 
perspective. Directly related to the Supplier Assessment for Labour Practices, 
the topic “Management and Control of the Supply Chain” was considered 
as a topic of high materiality (see materiality matrix - About the Report).
b – The initiatives related to the supplier assessment can be 
found in chapter: Where We Are – Our Value Chain.
c – Unicer measures and monitors indicators associated with this aspect 
and reports them herein (see chapter: Where We Are – Our Value Chain).
d – Unicer measures and monitors indicators associated with this aspect 
and reports them herein (see chapter: Where We Are – Our Value Chain).

G4 - LA14 New suppliers screened using 
labour practices criteria Where We Are – Our Value Chain Percentage of new 

suppliers screened

In 2016 Unicer created a code 
of conduct for suppliers, which 
sets out a set of principles 
aligned with the Unicer strategy 
to be applied during 2017.

G4 - LA15 Negative social impacts in the 
supply chain and actions taken Where We Are – Our Value Chain

Number of suppliers 
identified as having 
significant negative 
impacts, and their 
percentages

In 2016 Unicer created a code 
of conduct for suppliers, which 
sets out a set of principles 
aligned with the Unicer strategy 
to be applied during 2017.
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SUBCATEGORY: HUMAN RIGHTS

MATERIAL	ASPECT	-	FREEDOM	OF	ASSOCIATION	AND	COLLECTIVE	BARGAINING

G4 - DMA Forms of Management

a – Unicer’s material topics were based on the cross between the results 
of the stakeholders’ survey and the organisation’s internal perspective. 
Directly related to Freedom of Association and Collective Bargaining, the 
topic “Management and Control of the Supply Chain” was considered as 
a topic of high materiality (see materiality matrix - About the Report).
b – The initiatives related to this aspect can be found in 
chapter: Where We Are – Our Value Chain.
c – Unicer measures and monitors indicators associated with this aspect and 
reports them herein (see chapter: Where We Are – Our Value Chain; GRI Index).

G4 - HR4
Operations and suppliers identified at risk of 
violating the right to freedom of association 
and collective bargaining, and measures taken

Unicer states in its Code of Ethics that it rejects any violation of the 
right to freedom of association and collective bargaining.

MATERIAL	ASPECT	-	CHILD	LABOUR

G4 - DMA Forms of Management

a – Unicer’s material topics were based on the cross between 
the results of the stakeholders’ survey and the organisation’s 
internal perspective. Directly related to Child Labour, the topic 
“Management and Control of the Supply Chain” was considered as a 
topic of high materiality (see materiality matrix - About the Report).
b – The initiatives related to this aspect can be found in 
chapter: Where We Are – Our Value Chain.
c – Unicer measures and monitors indicators associated with this aspect and 
reports them herein (see chapter: Where We Are – Our Value Chain; GRI Index).

G4 - HR5 Operations and suppliers identified at risk 
of hiring child labour, and measures taken Unicer states in its Code of Ethics that it rejects any form of child labour.

MATERIAL	ASPECT	-	SUPPLIER	HUMAN	RIGHTS	ASSESSMENT

G4 - DMA Forms of Management

a – Unicer’s material topics were based on the cross between the 
results of the stakeholders’ survey and the organisation’s internal 
perspective. Directly related to the Supplier Human Rights Assessment, 
the topic “Management and Control of the Supply Chain” was considered 
as a topic of high materiality (see materiality matrix - About the Report).
b – The initiatives related to the supplier human rights assessment 
can be found in chapter: Where We Are – Our Value Chain.
c – Unicer measures and monitors indicators associated with this aspect 
and reports them herein (see chapter: Where We Are – Our Value Chain).

G4 - HR10 New suppliers screened using 
human rights criteria Where We Are – Our Value Chain Percentage of new 

suppliers screened

In 2016 Unicer created a code 
of conduct for suppliers, which 
sets out a set of principles 
aligned with the Unicer strategy 
to be applied during 2017.

G4 - HR11 Negative human rights impacts in the 
supply chain and actions taken Where We Are – Our Value Chain

Number of suppliers 
identified as having 
significant negative 
impacts, and their 
percentages

In 2016 Unicer created a code 
of conduct for suppliers, which 
sets out a set of principles 
aligned with the Unicer strategy 
to be applied during 2017.

SUBCATEGORY: SOCIETY

LOCAL COMMUNITIES

G4 - SO1 Operations with local community 
engagement programmes

3. Fostering Internal and Society’s Well-Being - 3.3 Developing 
the Community by promoting Culture and Education
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ANTI-CORRUPTION

G4 - SO4
Percentage of workers who have received 
training on the organisation's anti-
corruption policies and procedures

0%

MATERIAL	ASPECT	-	SUPPLIER	ASSESSMENT	FOR	IMPACTS	ON	SOCIETY

G4 - DMA Form of Management

a – Unicer’s material topics were based on the cross between the 
results of the stakeholders’ survey and the organisation’s internal 
perspective. Directly related to the Supplier Assessment for Impacts on 
Society, the topic “Management and Control of the Supply Chain” was considered 
as a topic of high materiality (see materiality matrix - About the Report).
b – The initiatives related to the supplier assessment for impacts on 
society can be found in chapter: Where We Are – Our Value Chain.
c – Unicer measures and monitors indicators associated with this aspect 
and reports them herein (see chapter: Where We Are – Our Value Chain).

G4 - SO9 New suppliers screened using 
criteria for impacts on society Where We Are – Our Value Chain Percentage of new 

suppliers screened

In 2016 Unicer created a code 
of conduct for suppliers, which 
sets out a set of principles 
aligned with the Unicer strategy 
to be applied during 2017.

G4 - SO10 Negative impact on society in the 
supply chain and actions taken Where We Are – Our Value Chain

Number of suppliers 
identified as having 
significant negative 
impacts, and their 
percentages

In 2016 Unicer created a code 
of conduct for suppliers, which 
sets out a set of principles 
aligned with the Unicer strategy 
to be applied during 2017.

SUBCATEGORY: PRODUCT RESPONSIBILITY

MATERIAL	ASPECT	-	CUSTOMER	HEALTH	AND	SAFETY

G4 - DMA Forms of Management

a – Unicer’s material topics were based on the cross between 
the results of the stakeholders’ survey and the organisation’s 
internal perspective. Directly related to Product and Service Labelling, 
the topic “Product Characteristics, Quality and Safety” was considered as 
a topic of high materiality (see materiality matrix - About the Report).
b – The initiatives related to the product and service labelling can be 
found in chapter: 1. Promoting Innovation and Leveraging Economic 
Performance – 1.4 Ensuring Product Quality and Safety.
c – Unicer measures and monitors indicators associated with this aspect and 
reports them herein (see chapter: 1. Promoting Innovation and Leveraging 
Economic Performance – 1.4 Ensuring Product Quality and Safety.

G4 - PR1
Percentage of significant product and 
service categories for which health 
and safety impacts are assessed

1. Promoting Innovation and Leveraging Economic Performance- 
1.4 Ensuring Product Quality and Safety - Compliance

G4 - PR2

Total number of non-conformities 
with regulations and voluntary codes 
concerning health and safety impacts 
of products and services

In 2016, Unicer had no non-conformities with regulations or 
voluntary codes identified by any official authority.
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MATERIAL	ASPECT	-	PRODUCT	AND	SERVICE	LABELLING

G4-DMA Forms of Management 

a – Unicer’s material topics were based on the cross between 
the results of the stakeholders’ survey and the organisation’s 
internal perspective. Directly related to Product and Service Labelling, 
the topic “Product Characteristics, Quality and Safety” was considered as 
a topic of high materiality (see materiality matrix - About the Report).
b – The initiatives related to the product and service labelling can be 
found in chapter: 1. Promoting Innovation and Leveraging Economic 
Performance – 1.4 Ensuring Product Quality and Safety.
c – Unicer measures and monitors indicators associated with this aspect and 
reports them herein (see chapter: 1. Promoting Innovation and Leveraging 
Economic Performance – 1.4 Ensuring Product Quality and Safety.

G4 - PR3
Product and service information required by 
law and percentage of significant products 
and services subject to such requirements

All new or revised packaging materials are approved by the Quality Department.

G4 - PR4
Incidents resulting from non-compliance with 
regulations and voluntary codes on product 
and service information and labelling

In 2016, Unicer had no non-conformities with regulations or 
voluntary codes identified by any official authority.

G4 - PR5 Results of surveys measuring 
customer satisfaction

Unicer assessment index conducted in 2016 (16 January 2016 to 1 February 2016):
• Satisfied customers: 98.3%
• Customers for whom Unicer is the first choice: 84.2%

MATERIAL	ASPECT	-	ADVERTISING

G5 - DMA Forms of Management

a – Unicer’s material topics were based on the cross between 
the results of the stakeholders’ survey and the organisation’s 
internal perspective. Directly related to Advertising, the topic 
“Product Characteristics, Quality and Safety” was considered as a topic 
of high materiality (see materiality matrix - About the Report).
b – The initiatives related to advertising can be found in 
chapter: 1. Promoting Innovation and Leveraging Economic 
Performance – 1.4 Ensuring Product Quality and Safety.
c – Unicer measures and monitors indicators associated with this aspect and 
reports them herein (see chapter: 1. Promoting Innovation and Leveraging 
Economic Performance – 1.4 Ensuring Product Quality and Safety.

G4 - PR6 Sale of products of banned or disputed products We are not aware that any Unicer product has been banned.
Unicer conducts market research on products.

G4 - PR7

Total number of incidents of non-compliance 
with regulations or voluntary codes concerning 
marketing communications, including 
advertising, promotion, and sponsorship, 
broken down by type of outcomes

In 2016, Unicer had no non-conformities with regulations 
or voluntary codes in this matter.
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