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Chairman’s statement

Jeronimo Martin Rodriguez

Chairman and CEO
of IFA Retail, S.A.
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Chairman’s
statement

When | wrote my first Chairman
Statement back in 2019, little did
| know that only a year after our
lives and business were to change
so drastically. The year 2020 has
undoubtedly involved a life lear-
ning and unforgettable experien-
ce for all of us, and specially for
our industry.

Our regional and proximity dis-
tribution in Spain, so distinctive
and unique in Europe, was put to
the test in 2020 like never before.
During the most difficult times,
business and employees did their
very best, teaching all of us a
lesson of professionalism, dedi-
cation, courage and good work,
for which they have achieved the
recognition of society as a whole.

Our sector, sometimes undermi-
ned despite the invaluable work it
carries out and its contribution to
society in crucial aspects such as
employment, where it ranks as the
first sector of activity, has seen its
reputation grow as a result of be-
ing deemed as essential during the
toughest times of the pandemic.

We must all agree that the year
2020 has not been a year for econo-
mic performance. Nonetheless, the
outstanding efforts of our Group,
Head Office and affiliates deserve
to be highlighted. Both the good
work and dedication have paid back
and customers numbers and loyalty
levels have increased after the
months of lockdown. We have been
rewarded with customer satisfac-

After such an extraordinary year, we are
very proud of the work carried out by our
sector and particularly by our companies

during the pandemic.

tion and trust thanks to a business
model which has been built upon
the pillars of variety, proximity,
quality, fresh produce and profes-
sionalised customer service.

IFA’s business figures and key per-
formance have both reached very
high levels. However, the Group
greatest growth has been that of
solidarity, mutual support, proac-
tiveness, effort and teamwork.
More than ever before, we have
managed to work as cohesive
family which has remained united
during the hardest times.

We cannot but take pride of the
International alliance develo-
ped in 2015 with our Portuguese
family at Sonae Modelo Continen-
te, which was later reinforced by
our partnership with the Italian
Gruppo Végé In 2018. These years
of partnership have drafted the
best chapters in the history of
the Company, as all the coun-
tries forming part of the Group
have been nothing but supportive
amongst themselves, allowing for
invaluable learning experiences in
effective pandemic management.

All the difficulties experienced in
a year such as this one have not
hindered but rather encouraged
our optimistic outlook towards the
future. Nothing reflects this spirit

IFA has
overcome the
32,000 million
euros barrier
of consolidated
turnover, but
most importantly,
it has won the
solidarity race
as a group in
moments of
truth.

ifq awiade
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better than the joint work carried
out by the Board of Directors and
the Head Office, which has resulted
in the approval of the 2021-2025
Strategic Plan, a roadmap that
involves taking a qualitative leap
to face the challenging future that
lays ahead. The new Strategic Plan
comprises a full array of essential
strategic actions, which will be
undertaken with a speed boost In
order to respond to the current and
future turmoil faced by our sector.

Inevitably, the last words of my
statement this year must go for
all of those relatives and friends
that we have lost along the way
and who will always be remembe-
red, specially our dearest Paco,
our long-time Secretary of the
Board of Directors for over twen-
ty years. Also, | must express my
most sincere gratitude to all those
who have made our effort to serve
our citizens possible, that Is, our
employees, suppliers, logistics and
transport teams, amongst others.
Thank you very much for such

a demonstration of professional
service and commitment.

Best regards,
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1.1 Our history

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

=1968

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

= 1972

The Cash and Carry Network opens
its fiftieth outlet.

= 1976

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

= 1978

Grupo IFA started the concept of CHAIN OUTLETS
in Spain with an expansion plan to develop
its retail channel by opening supermarkets.

Cabrero e Hijos opened its first “discount
supermarket” in Spain under the ALDI brand.

= 1980

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

L1984

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

= 1987

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

= 1990

Grupo IFA is once more pioneering the implementation
of Electronic Data Exchange (EDI) in Spanish
distribution.

Broad presence in advertising and the media thanks to
sponsorships such as “La Vuelta Ciclista a Espana” and
the Spanish Basketball league (ACB).

® 1992

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

*1994

Grupo IFA structure transformation to meet current
market demands takes a decisive step with the inte-

gration of the UNAGRAS and CMD purchasing centers.

L1998

Grupo IFA’s turnover exceeds one trillion pesetas.

= 2005

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

= 2012

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

= 2013

Launch of the Group’s new 2013-2016 Strategic
Plan, as part of the vision to turn the Grupo IFA
into the best distribution group in Spain.

Launch of IFA’s Own Brand Project and development

of the first 1,000 items under the ELIGES, UNNIA
and SABE brands.

= 2015

Unide joins Grupo IFA resulting in a significant
increase in the store network.

An alliance with the Gasol Foundation | signed
to develop healthy habits among the Spanish
population.

= 2016

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

ifa:wnde

L 2017

Grupo IFA celebrates its 50th Anniversary with
its associates, suppliers and employees.

The 2020 Strategic Plan is approved

= 2018

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

" 2019

GRUPO IFA joins EUROCOMMERCE to foster
fair relations and commercial practices with
both clients and providers in the European
sphere.

General Director of GRUPO MAS, Jerénimo
Martin Rodriguez, is appointed Chairman and
CEO of GRUPO IFA.

2020

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

Overall figures

2020 Grupo IFA overall figures in Spain, Portugal and Italy.
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Turnover

Centralised
payment

Stores

Retail Surface
area

Number
of employees

Market share in the FMCG
market segment in €

Market share in
square meters

32,201

MILLION €

6,867

MILLION €

11,175
6.9

MILLION SQUARE METERS

137,764
13.0%
13.8%

- A+21.8%
- A+10.2%
A+LT%

- A+4.6%
- A+5.1%

- A+10 p.p.

- A+0.1p.p.

Grupo IFA figures in Spain

2020 Grupo IFA overall figures in Spain.

Turnover

Centralised
payment

Stores

Retail Surface area

Number of employees

Market share in €

Market share in
retail surface area

Market share in
wholesale surface area

15,046

MILLION €

6,867

MILLION €

6,335
3.9 - A+11%

MILLION SQUARE METERS

87,742
15.0%
19.5%
31.1%

- A+11.0%
- A+10.2%

- A+17%

- A+5.2%
- A+0.7 p.p.
- A+0.3 p.p.

- A+0.2 p.p.

ifa:wnde
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1.2 Overall figures

Sales and market share

Overall market share Market share by manufacturer’s
Market brand 23.99
arkKe
. (o)
share by 15.9%
supermarkets o
(overall Spain) 14.3% 20.1%
Overall market share Market share by manufacturer’s
brand
Market share 20.7%
by retail 15.0%

channels

(overall Spain) 12.8% 16.5%

2012

We are consistently leading the sector and
the supermarket channel in alliance with

the manufacturer brand
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Global 32’ 201 Spain
15,046
+23.4%*
11,233 11,233
n n Consolidated
turnover
(in millions)
Global 32, 201 Spain
15,046
+15.8%*
9,940 9,940 BBk

We have grown by some 224% globally
and by 51% in the Spanish market over

the last 8 years
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We are leaders in retail surface area

Market share by

0 0 0 retail surface area:
@ G First position

Madrid Huelva
@ Barcelona Ciudad Real
@ @ 0 Sevilla Ledn
@ G Las Palmas Lugo
G A Coruna Guadalajara
Tenerife Huesca

0 0 Asturias Cuenca
@ 9 Girona Avila

Toledo

Q Second position

0 @ Vizcaya Lleida
G Cordoba Alava

Guiplzcoa Salamanca
Navarra Teruel
Valladolid Soria

MAIN PROVINCIAL MARKET SHARE BY RETAIL SURFACE
AREA IN THE FIELD OF ORGANISED DISTRIBUTION (FOOD
BASED) AS OF 31-12-2020.

SOURCE: RETAIL DATA

Our market share by retail @
surface area increased by 19.5% G
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1.3 Our business model during the pandemic

The response of our business
model during the pandemic

Grupo IFA represents a unique
model in Europe comprised by very
relevant and committed regional lea-
ders. Proximity, fresh produce and
variety remain to be the foundations
that underpin our permanent Iden-
tity, and as such, it has proved to

be of the utmost importance to our
customers owing to the Impact of
mobility restrictions and the need to
ensure supply in times of pandemic.

The fact that our sector was dee-
med essential from the outset of
the Covid-19 crisis not only did It
involve a huge challenge for both
all of our associates and our Head
Office, but in turn, it contributed
to the consolidation of our busi-
ness model. The Group Companies
demonstrated their professionalism
and ability to adapt effectively to

such difficult circumstances In re-
cord time. They managed from the
very beginning to secure supply
while guaranteeing the safety of
their customers and employees.
Being the biggest store network in
the country, with over 6,000 retail
outlets in Spain, IFA made life
easier to many people, particularly
across the less inhabited areas and
the smaller municipalities.

Our associates, who have remai-
ned in permanent contact with
Public Administrations through our
associations, led the adoption of
safety measures from the very first
moment. This had a direct Impact
on how quickly the partitions were
installed at the tills, the implemen-
tation of access flow control, the
reduction of working hours, the use

Proximity, fresh produce and the wide
range of products we offer have been key

during the health crisis
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of masks, gels and gloves, as well
as on how effectively the cleaning
and disinfection tasks were imple-
mented. All this when no protocols
had been yet stablished and a no-
table increase in costs and invest-
ment had to be faced.

Furthermore, our Head Office and
the Group, who behaved as our
greatest allies, worked very closely
to guarantee supply. IFA was de-
termined to spread best practices
in the most agile way. Personal
protective equipment purchases
were centralised, logistics support
as well as business Intelligen-

ce services were provided, and

a daily monitoring of sales and
behaviour was arranged by cate-
gories in order to anticipate future
demand. In addition, permanent
coordination with our Italian
partner Gruppo VéGé allowed us
to forecast many of the situations
that subsequently took place both
in our country and in Portugal.

Our Group is getting prepared to
face a demanding and competitive

- - SUPTMAS @l

scenario brought by the country’s
economic crisis, for which proxi-
mity will continue to be key, as
It was before the pandemic. The
fact that our country shows an
increasingly aging population and
urban mobility Is being compro-

5 CAFESASRA,
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ifa
mised makes our model the most
convenient and sustainable, as
over 80% of our customers come to
our stores on foot. Therefore, we
will continue to uphold our Iden-

tity foundations (proximity, fresh
produce and wide range of pro-

t
=X
Bousson

ffa o tu lado

Cn?dis (& voico

S0 .8

ducts) at the same time that we
will endeavour to strengthen our
competitive stance with current
purchase trends. As in previous
occasions, we aim to become a key
driver for the country’s recovery
from this crisis.
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A leading retail platform
for the manufacturer brand

Integrated management results

As a purchasing and service center,
improving the competitive stance
of our associates is at the forefront
of our commercial strategy.

For this reason, the Centralised
Procurement Committee, which

is made up of affiliates and Head
Office representatives, fosters

a commercial model based on a
more comprehensive approach to
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G2y

Market share by packaged goods
(supermarket channel)

A+15.6%

®

Market share by packaged goods
(manufacturer brand)

A+23.9%

categories. With this new model
in place, more vertical actions
with leading manufacturers can
be undertaken, should a specific
requirement or opportunity be
identified for a particular
category area.

Our manufacturers have become
our greatest allies in a very
complicated year due to the
Covid-19 crisis, and the Group
has continued to be a leading
commercial platform for the
manufacturer brands. Our

model supports their growth in

a decisive way by boosting their
key commercial launches. It also

“By your side”,

the promotional
initiative designed
to support families
through the
toughest times

of the pandemic,
engaged 45 suppliers

supports the implementation of
their innovation programmes and
we jointly deploy promotional
initiatives focused on consumer
preferences and trends.

Our model has thus allowed for
the development of over twenty
vertical levers, 200 commercial
initiatives and the promotion of
more than 6,200 products. In
addition, we have reinforced
our annual negotiations with
suppliers, thus helping our
partners maintain a competitive
leadership in the manufacturer
brand segment. A good example
of this has been the launch of

ifq awiade
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the Ifamilia vertical promotional
programme, in which 45 suppliers
have taken part as well as the
launch of the “By your side”
Initiative, which was designed to
help families during the toughest
times of the pandemic.

The reorganisation of the
commercial area has already
been consolidated. It has been
structured in four different
areas: Food, Beverage, DPH
products and Own Brand. Each
of them comprises Commercial
and Quality teams that make

use of management and business
intelligence tools in order to
analyse consumer trends and to
embrace them in a more agile
and accurate way. We continue to
improve product segmentation by
gradually incorporating Big Data
as well as new technologies

into our business. Through

this, customized sales and
communication channels can be
offered to our customers, as it is
paramount that we get to know
them better every day in order
for our category management
team to build valuable
commercial propositions for.

2020 ANNUAL REPORT | 21



2.1 Commercial Management

Own brand commitment
to health and sustainability

Although 2020 has been a challen-
ging year for our own brand, the
strength of the project has been
demonstrated by the fact that we

have been able to ensure supply in VOLUME OF CENTRALISED completed, and product ranges Our own brand'department has despite the currgnt Qifﬁculties - to
our consumers’ households. All this € PURCHASES: continue being developed to meet continued making progress on ensure the sustainability of our
. . I both the commercial and qualit uality through time.
combined with our determination 690 MILLION EUROS current consumer demands. sides of the business resp:ctive)l/y q y s
to continue supporting our associa-
tes on the suerPmarkegt shelves by Our brand strategic thinking pro- in an effort to improve the -
widening the range of manufactu- PRODUCT RANGE OVER cess has been completed this year. service provided to our affiliates,
rer brand products and by offering E Z’ZOO To follow the ongoing path of heal- as well as to increase their
o0 . e .

reater choice to consumers. th and sustainability already in for-
: pIOduCts ce, we have been working on new
This year our main goal has been projects which involve new brands
to guarantee supply to all the and which will be coming into be-
families. We have also worked ex- A Over 150 ]ng in 2021. One of these prOjeCtS
tensively to increase new range [ SUPPLIERS WITH
of products to meet the require- TURNOVER
ments emerged from the pan-
demic, such as cleaning, personal
care or food products, which have Over 150
acquired a predominant role in the ® REGISTERED BRANDS
supermarket shelves.

KADO, our personal care and cos-
metic brand has kept its presence
and continues making progress

2020 Own

Brand Figures

despite the current difficult times
the sector is going through. The
consolidated facial and body cos-
metic care lines of work have been

is the adaptation of our recipes
to the specific requirements of
NAOS strategy (nutrition, phy-
sical activity and obesity pre-
vention strategy), based on the
promotion of a healthier diet,
particularly amongst children.
To this end, over 100 product
recipes have been reformulated
to reduce salt, lower sugar levels
as well as saturated fat contents.

We have , ,

strived to meet
product demands
emerging from
the pandemic

competitive stance and supply
while maintaining quality, which is
measured by our strict standards
and through controls that allow for
potential deviations to be analysed
in such way that the ongoing
improvement of our proposals is
ensured . Our standards are based
on both onsite and desk audits
(BRC and IFS) and on the numerous
analysis we have continued to
undertake on our product range -

@eliges

s S ——

N MEHLL(]N """--.._‘Z
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2.2 International Programme

IFA international:
leading sustainable growth
in an exceptional context

Recognition must be given to our
associates for their efforts, com-
mitment and solidarity during such
a harsh year. They have fully met
the demands of a society that has
pushed them to the limit in many
areas of work, especially in their
logistical, operational and resour-
ce management capacity. All this
while putting both employees and
customer’s health at the forefront
of their priorities throughout
11,000 stores spread across Sou-
thern Europe.

Once again, the International
Programme has played a key role
in putting together the different
lessons learnt and in analysing

the foreseeable future based on
the experience of the Spanish,
Portuguese and Italian markets
involved. By means of this report,
we would like to thank all our as-
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sociates in Spain, SONAE MC and
Gruppo VéGé, for their generosi-
ty, exchange of experiences and
joint collaboration. They have
been key to reinforcing our unique
model in Europe.

Our International Programme

has continued advocating for our
manufacturer’s brand, upon which
our value model has been built,
and we have managed to achieve
outstanding results with a dou-
ble-digit increase that exceeds
16%. Thus, our position in the
South of Europe has been streng-
thened, and so has our credibility,

as we embody a sustainable model
for growth. We have become the
main alternative against short
assortment trends focused on own
brand products with scarce innova-
tion development.

Our International Programme is at-
tracting more manufacturer’s each
year, because it upholds a sustai-
nable model that advocates for
national brands. Moreover, invest-
ment is being made by manufac-
turers to increase our competitive
stance and to provide us with the
necessary tools to continue facing
the challenges of a permanently

We represent the main alternative against short
assortment trends focused on own brand products

evolving sector. We work every
day to develop joint initiatives that
will promote growth and innova-
tion as a differential value.

As a result, IFA International
reached a market share in excess
of 15.5% in the year 2020, which
represented a percentage point hi-
gher from last year. In addition, the
markets where we operate doubled
their growth. There is no doubt
that together we are stronger.

SOURCE: NIELSEN. IFA GROWTH IN MARKET SHARE BY
MANUFACTURER BRAND (SPAIN, PORTUGAL AND IITALY).
PGC (TAM DECEMBER)

Key indicators and performance

IFA’s
€ consolidated
turnover:

32,201

MILLION EUROS

A+21.8%

" Market share

Brand*:

by Manufacturer

15.5%

A+13 pp.

2 | Retail
m surface area:

6.9

MILLION SQUARE METERS

A+4.6%

5] | Stores:

11,175

A+17%

SOURCE: GRUPO IFA./ (2) NIELSEN.MARKET SHARE BY MANUFACTURER BRAND (SPAIN, PORTUGAL AND [TALY). PGC. (TAM DECEMBER)
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2.3 Logistics and Operations
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Operations focused on
fighting the health crisis
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The operations department

has been through a hard year
marked by the pandemic of
Covid-19. April was particularly
the toughest month, as hardly no
personal equipment was available
throughout the world. That is why
the Purchasing Center prioritised
obtaining equipment to make it
available to our associates as it
was arriving from Asia. We even
took care of customs to ensure
delivery to all destinations.

The joint work carried out

with ASEDAS and the Public
Administrations served to clarify
the protocols for the imports and
physical distribution of protection
equipment, allowing for all our
associates’ employees to work
safely. In addition, in record

time, we reached a collaboration
agreement with a Riojan company
that produces insoles for footwear
to design, approve and start up
a production line that would
ensure the supply of hygienic
masks.

Despite this context, increasing
the competitive stance of our

Our logistics
operations
maximised
efficiency to
prevent stock-outs
of essential
product ranges

associates and promoting price
suppression was not neglected at
any time, as they both remain a
main priority for this company. In
addition, with regards to logistics,
we took the opportunity to
maximise efficiency to prevent
stock-outs of essential product
ranges, whose demand rose
exponentially due to lockdowns.

With regards to energy, in our
determination to offer the best
savings opportunities for

our associates, we aimed for
aggressive contracting formulas,

tfq oz tede
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reaching savings in excess of

20% from previous year in the
daily market closings. This fact
represents very relevant savings

if we take into account that the
annual contracting volume is 1Twh.

On the other hand, sustainability
continues to be one of our
priorities. Work has been carried
out by the Purchasing Center

to keep our associates up to
date with regulatory changes on
materials, thanks to which the
composition of shopping bags was
completely adjusted by the end of
2020, and therefore, the year 2021
will begin with every guarantee of
service and satisfaction.

During the year 2020 we have
continued taking part in different
work forums within Ecoembes,
AECOD and ASEDAS in order to
uphold our associates interests in
relevant issues such as the waste
Law- which has a strong impact
on anything related to plastics- as
well as the climate change and
energy transition Law, which
covers every aspect of urban
distribution and energy.
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2.4 Centralised Payment

The strength

of our

administrative
process during
the pandemic

Both reducing transaction costs
for our affiliates and suppliers and
streamlining our billing, collec-
tion and payment operations are
the objectives pursued by IFA’s
management of administrative
processes. Through a centralized
mechanism for the reception,
validation and processing of
invoices, IFA Retail guarantees
suppliers a single payment for all
the purchases carried out by the
different member companies,
thus providing visibility to pay-
ment deadlines and allowing for

28 | 2020 ANNUAL REPORT

an homogeneous, transparent and
efficient management of invoice
settlements, charges, payments
and troubleshooting.

The development of continuous
improvement projects, through
the collaboration of the financial
and IT teams, is aimed at stan-
dardising the mechanisms for the
exchange of information with
partners and suppliers and at
increasing the level of digitization
and automation of the billing and
collection processes. Over the

last two years, IFA has displayed
over 300 improvement actions in
our management systems. These
kind of improvements have been
key for the Head Office to be
able to meet the demands of a
very complex environment emer-
ged from the COVID-19 crisis. To
this respect, the company was
able to transfer the whole of its
operations to a digital platform
from April onwards, allowing for
the smooth running of operations
and for the execution of business
process, thus preventing any ad-

Main figures and milestones

3.9
million
OF HANDLED
INVOICES

)
[z=21)

PAYMENTS
TOTALLING

6,867
million
euros

N

776 promotional
initiatives

WITH OVER

190 suppliers

%

ADDITIONAL
DISCOUNTS ON

6,200
promotional
products
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2.4 Centralised Payment

verse impact on our associates and
suppliers.

Carrying out all the operations in
a teleworking environment was a
challenge but, at the same time,
became an opportunity to empha-
size the robustness of both the
processes and the control mecha-
nisms of each transaction. In this
sense, total availability of our
company’s systems was provided
to our collaborators. The use of
collaborative tools by all teams
became widespread and the
daily office routine shifted from
a face-to-face traditional envi-
ronment to a 100% teleworking
environment, which evolved to
a mixed model once conditions
permitted.

Furthermore, the potential of new
technologies aimed at improving
process efficiency, such as the
ones provided by robotic process
automation (RPA) for the execu-
tion of accounting and administra-
tive tasks or the implementation
of specialised digitalisation tools
for end to end business processes
have been analysed throughout
this year.

Particularly, IFA is through the
final phase of implementing a
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Business intelligence

platform

@ Internal

DIMENSION

Commercial and operational
decision making.

Lines of work

Increase

business

catalogue information

External

DIMENSION

Analysis of affiliates’
and suppliers’ business
development.

contract management tool for
the automation of the drafting,
negotiation, signing, filing and
management of all company
contracts, with a focus both on
workflow security and tracea-
bility as well as on ensuring a
smooth communication between
signatories. All this automation of
processes, in addition to reducing
potential errors and enhancing the
robustness of the procedures in
force, help reduce the time that
is spent in low value tasks in order

Source

update

improvement

Ensure

consistency

to focus on tangible and added
value ones.

Additionally, the Head Office has
continue developing the existing
business intelligence platform
for it to become a reference tool
both internally (for operational
and commercial decision-making
processes) and externally (to
facilitate the analysis of suppliers’
and partners’ business develop-
ment). Our main priority areas of
work are to enhance the amount

ifa:wnde

of information comprising our
business catalogue by combining
both internal indicators with ex-
ternal ones related to the sector’s
development, and to improve the
frequency and consistency of the
updates coming from different
sources.

With regards to the communi-
cation channels used with our
associates, new improvement
and maintenance measures con-
tinue to be implemented on the
Affiliates’ site. Through a secure
access to the site, our affiliates
enjoy a web-based repository

of information that collects all
necessary documents and re-
ports regarding their operational
activity exchange with the Head
Office and with the centralised
suppliers.

During the year 2020, different
studies have been carried out to
substantially improve this tool,

so that more functionalities are
incorporated and to be able

to increase its capabilities and
scalability. As a result of these
works, initiatives, which will be
implemented gradually, have been
identified and activated to impro-
ve the service delivered to our
associates and suppliers.
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2.5 2020 Economic Performance
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Our business model

as an example of resilience
during the pandemic

In 2020, IFA Retail’s business model
has been an example of resilience,
as it has been able to improve its
market position with solid financial
results. All this in a highly com-
petitive environment such as that
of the Spanish market, which has
put even greater pressure on the
operations of our associates due
to the disruption caused by the
COVID-19 health crisis.

Our associates total market share
by supermarket channel this year
has increased by 0.7 percentage
points and stands at 15.9% at
the year-end date, according to
Nielsen consulting. This growth
involves surpassing the 21 basic
points of cumulative improvement
registered over the last five years
and it demonstrates the ability of
our business model to adapt to
the challenge posed by the 2020
health crisis. We have been able
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to provide a rapid response to
the needs of our consumers in a
very restrained environment in
terms of mobility. Our commercial
offer characterised by proximity,
the density of our store network,
fresh produce and the variety

of our product range has made

it possible for our customers to
do their shopping when required
throughout this difficult year.
This is also the result of having
reinforced the on-line shopping
channels while delivering a safe
shopping experience for both our
customers and employees in our
retail outlets.

The Group continues to strengthen its , ,

Furthermore, a collaborative
approach amongst our suppliers
has been carried out in an effort
to guarantee supply at a time

of growing demand for essential
products. Focusing our strategy
on meeting these demands has
allowed for our market share by
manufacturer brand to increase
by 1.6 percentage points from
January to December 2020, thus
closing the financial year with

a total market share of 23.9%.

It is worth highlighting the Group
sales figures for the manufacturer
brand in the whole Spanish
supermarket channel, as it has

commercial network bringing the total number of
stores throughout Spain to 6,335 at the year end

increased by 2.4 points over the last
five years. This makes IFA the leading
sustainable growth platform for Spanish
manufactured products.

Despite the 2020 crisis, the Group has
continue investing on the development
of its commercial network. The year
closed with 6,335 stores in Spain over a
retail surface area of 3.9 million square
meters, which accounts for a year-on-
year growth in excess of a percentage
point. This makes the Company the
leading retail distribution operator
with a market share by retail surface
area of 19.5% for the supermarket
channel. The density of our store
network is one of the most relevant
identity features of Grupo IFA’s com-
mercial network. It provides coverage
to 2,039 towns, that is, 39% over the
figure of the leading independent
operator in Spain, and accounts for a
market share by retail surface area of
19.5% in the supermarket channel. This
way, IFA is in a privileged position to
guarantee access to basic food service,
even in less populated areas, where it
has become an essential agent for the
improvement of the quality of life.
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2.5 2020 Economic Performance

The robustness of the Group com-
mercial stance is depicted by a
consolidated turnover of 15,046
million euros, which accounts
for a 11% year-on-year growth
thanks to a 8.1% like for like sales
increase in the supermarket chan-
nel. This new boost in sales has
not had an impact on profitability.
Despite cost overruns emerged
from the pandemic in terms of lo-
gistics, safety, health and on-line
offer, operating margins increased

= 9
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The Group
consolidates its
position as one of
the main national
employers by
creating 4,500
new jobs

during the year thanks to a boost
in sales.

Regarding the specific results of
IFA as a purchasing and services
centre, the company has mana-
ged payments to suppliers tota-
lling 6,867 million euros, which
accounts for 10.2% from previous
year. In addition, the imple-
mentation of projects led by the
Head Office aimed at improving
efficiency and cost optimization

has allowed for synergies to be
undertaken, mainly for the supply
of consumer goods and auxiliary
related materials. The same for
our logistics expenditure through
the smooth progress of our plat-
form for the consolidation of low
rotation items withing both our
own and the manufacturer’s brand
product range.

The expansion of our business in
2020 and the demands brought by
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the pandemic has consolidated the
Group as one of the leading natio-
nal employers. We have created
4,500 new jobs at the year-end
date and our consolidated workfor-
ce amounts to 87,000 employees.

And as for the international
sphere, we have continued to
strengthen our manufacturers’
growth and development platform
throughout the South of Europe
in conjunction with the leading
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Portuguese retailer, Sonae MC,
and Gruppo VéGé, the leading
Italian distributor. This has
resulted in the consolidation

of over 20 agreements, a retail
surface area of 6.9 million
square meters throughout
11,175 stores across Spain,
Portugal and Italy. Thanks to
them the total gross consolidated
turnover amounted to 32,201
million euros and the year-on-year
growth stands at 21.8%
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2020 Financial results

Centralised 6, 8 67 MILLION EUROS A+10.2°/o

payment 6,230 MILLION EUROS IN 2019 IFA Retail

Group

Retail 13’038 MILLION EUROS 12.3% 86.7% 822 MILLION EUROS IN 2019 A+13.1%
Sales by channel 11,612 MILLION EUROS IN 2019 A+ U Y OF TOTAL

channel
|2 | whole sale 2 ’ 0 O 8 MILLION EUROS 13.3%

o
channel 1,948 MILLION EUROS IN 2019 A+3‘1 /0 OF TOTAL

)]

150%  A+07pp.
Fresh produce 16 R 2 o/o v' 0.1 popo Market share in
Spain (Supermarket

i 14.5%  A+1.0pp. |
vamicwes  207%  A+L5 p.p.

- 15,046 1uii0nzuros

Consolidated Spain 13,563 MILLION é\g;%sl\iliuzl;w A"' 11 . O 0/ 0
turnover Soai

:€ Pg?tllrllg;l 32 ) 2 01 MILLION EUROS

o
and Italy 26,429 MILLION EUROS IN 2019 A+21°8 /0

o B & A
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2.6 2021-2025 Strategic Plan

2.7. 2020 Strategic Plan:
Looking ahead to the 2025 horizon

Our three-year strategic plan

has successfully come to an end.
These times of pandemic have not
prevented us from developing our
2025 horizon, which will be built
upon our fundamental pillars, but
will also contemplate the sector’s
current trends and priorities. We
continue to reassure our solid stra-
tegic foundations, what makes the
consistency and coherence of our
business model apparent.

As we have assessed the 2020 stra-
tegic plan, we cannot but empha-
sise again the competitive axis of
our strategy, which is still based
on our determination to remain
the manufacturers’ first choice
regardless of their size or location
(either big or small, national or in-
ternational) and to focus on value
creation and on improving choice
for our clients and consumers.

Above this fundamental pillar of
competitiveness, we have conti-
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nued strengthening verticality, as a
means for the Group to take on its
leading role in the sector as an in-
tegrated operator. All of it without
jeopardising the flexibility and
autonomy of our affiliates. In this
respect, in a year as complicated
as the year 2020, we endeavoured
to work as a team with the ma-
nufacturers, as it was crucial for
society as a whole to be able not
only to guarantee supply but also
to provide a wide assortment of
products to successfully meet the
demands of our consumers even
during the worst moments of lock-
down. In the same way, our own
brand strategy has worked hand in
hand with the manufacturers’. This

has been deeply acknowledged by
our customers, especially by those
who did not visit our stores prior
to the health crisis.

On the other hand, fostering
efficiency by helping to reduce
business costs to our associates
remains paramount for a sector
which is increasingly competitive
and characterised by low mar-
gins. Projects devoted to ensure
savings on energy and consumables
or the ones involving our Purcha-
sing Centre have continued to make
progress in 2020 despite the diffi-
culties. Undoubtedly, the master-
plan that has taken a leading role in
2020 has been our logistics project

The year 2020 will always be remembered.
We have strengthened cooperation and
therefore we have grown stronger

for the consolidation of our low
rotation platform, which has set
the basis for an initiative which will
be conducted both by our associa-
tes and suppliers and which aims to
comply with the 2025 sustainability
goals of the Group.

On this note, our commitment

to comply with the Sustainable
Development Goals is completely
integrated in our strategic plan,

and this year it has been reinfor-
ced with the creation of a new
department of Public Affairs and
Institutional Relations. The impor-
tance of the regulatory framework
plays a key role nowadays, as it
has an impact on our business in

a cross-cutting fashion. Therefo-
re, we will continue working hard
during 2021 to improve engage-
ment across all the areas where
we have a presence. The year 2020

ifa:wnse

will always be remembered. We
have strengthened cooperation
like never before, and so, we have
grown stronger. We aim for a hori-
zon 2025 to be built by all of us, so
that we can continue to compete
in the creation of value in an ever
more challenging environment

for our sector. We shall do this by
fostering sustainable employment
and a more healthy and sustaina-
ble planet.
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2.7 Stakeholders and Sustainable Development Goals (SDGs)

ifa

New corporate identity and
consumer communication

In terms of branding, the year
2020 has become a significant
milestone for our Group, as our
new company'’s identity was
launched in September. Our new
image upholds the values we
believe in and makes us ready to
face the future that is already
knocking at our door. We walk
side by side with our consumers,
delivering society the added
value of proximity, flexibility and
quality.
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We have revamped our image
from the inside out in an effort
to evolve and do things in the
right way. A modernised struc-
ture has been consolidated by

our expertise as a company and
our capacity to meet tomorrow’s
challenges. Our new image, more
modern and dynamic is consistent
with a company with a solid track
record and a future to lead. In the
area of communication, COVID-19
has marked our actions. During

the month of April, we launched

a campaign with a message of
support for all the professionals
within the sector who have had
their work cut out during the most
difficult moments of the pande-
mic. The promotional campaign
“By your side yesterday, today
and tomorrow” provided re-
cognition and sent a message of
support in the first months of the
pandemic, when we all needed
encouragement.

l ‘ci124/04 100

Pau Gasol

Juanma Moprales Grps 7

“Héroes de Siper” ©

Our promotional campaigns are
good proof that we have remai-
ned by our customers’ side when
most needed. For example, in
July we offered very competiti-
ve prices to over 200 top brand
products. Also, as every Septem-
ber, we launched the traditional
Ifamilia promotion, aimed at
offering 800 top brand products at
very attractive prices to support
families after the holiday period
and with the back to school pur-
chases. In addition, from June to
November, IFA Imagina campaign,
which is designed to offer children
entertainment activities including
handing out 430.000 PlayDoh gifts
was also launched.

In a year in which the use of onli-
ne environments has grown expo-

'1n-.tu.-.j_}'| o

Our
promotional
campaigns are
good proof that
we have remained
by our customers’
side when needed
the most.

Social media
channels for
our consumers

LYy Do

www.haycosasmuynuestras.com

nentially, making progress on our
digital communication projects
has been of the utmost importan-
ce. Followers of our social media
channels increase daily, as we
take a great deal of effort to meet
their information demands. During
the months of the pandemic, we
carried out special initiatives,
such as the Instagram Live, which
hosted Pau Gasol and our General
Director as “Supermarket Heroes”.

Furthermore, our website www.
haycosasmuynuestras.com offers
content of interest for the consu-
mer, such as food related matters,
recipes to make the most of ingre-
dients and other curiosities. We
also use these channels to keep
the consumers up to date with our
promotional campaigns.
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galud, familia y primera infanci,

Solidarity and commitment to
society in unprecedented times

children who come from families
with limited resources, was
implemented. A pilot was put into
force throughout 8 different socio-
educational centres across the
Madrid region and Catalonia. Over

The health crisis has had a strong boration of FUNDAL (Sport Foun- with the Gasol Foundation, 160 families with children aged
impact on our stakeholders’ dation in Alcobendas) and some which is devoted to developing 0-3 years took part in this pilot
relations. Some external on-site schools where our Head Office is educational and training habits project.

activities aimed at the promotion located. In addition, IFA hosted the by promoting and nurturing

of healthy habits amongst children well renown Menina Tennis Base a healthy lifestyle through On the other hand, with regards
and young people had to be cance- tournament to raise funds for UNI- eating, sports and psychological to internal actions, “The Safe
lled. Nonetheless, digital channels CEF at the end of the year. wellbeing. It was with them that Office Plan” was implemented
were used instead to implement a pioneering project in Spain at our Head Office. It involved
initiatives such as “The Healthy We reached another milestone called PRESAFALIN, aimed at basic hygiene, social distance,
Eating Workshop” with the colla- thanks to our partnership preventing obesity amongst organisational and spread
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prevention measures, focusing
above all among high-risk
population. In order to bolster
these actions COVID-19 tests were
carried out amongst all employees
upon their return to the workplace.

Likewise, in the last quarter of
2020 the negotiating committee
for the First Equality Plan of
IFA Retail was created, whose
objective is to guarantee equal
opportunities for both men and
women. To prepare the mandatory
diagnostic report, a survey was
conducted to all employees

and their contributions will be
included in this plan, which will
come into force in 2021.
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2.7 Stakeholders and Sustainable Development Goals (SDGs)

Associates
and Head Office
employees have
become the
best version of
themselves by
demonstrating
solidarity and

a strong social
commitment

At Group level, there is no
doubt that 2020 has been a year
where associates’ and Head
Office employees have gone the
extra mile to show their social
commitment and solidarity.

The sector was deemed as
essential from the very beginning
of the health crisis and our
employees set an extraordinary
example for many others within
the industry.

In addition, associates and
employees made numerous
financial and food donations

to the entire network of the
Spanish Federation of Food
Banks, the Red Cross and

many other non-governmental
organizations. They also
provided protective equipment
against COVID-19 both to a wide
range of organisations as well as
to judiciary and law enforcement
bodies.

The number of actions carried
out has been so outstanding that
they would not fit in these lines.
Therefore, we would like to thank
all of the people involved by
means of this report and to take
pride of being part of this Group
in such a difficult year for the
Spanish society.

Our Institutional
Relations

Grupo IFA is committed to foster
multi-stakeholder dialogue and

to that end, we maintain ongoing
conversations with our interest
groups. We play an active role in
civil society and for that reason,
we have activated the necessary
mechanisms to ensure constant
communication, active listening
and permanent interaction

with some of the most relevant
organisations both in Spain and in
Europe. Together we aim to make
progress in the UN Sustainable
Development Goals (SDGs).

In the European sphere, we are
active members of Eurocommerce,
which is the voice for retail,
wholesale, and other trading
companies in Europe. From a more
global perspective, we belong to
The Consumers Goods Forum,
supporting as members some of
their initiatives designed to look
after our planet and the human
beings.

CE208

Executive Committee CEOE
(representing ASEDAS)

ASEDAS %

At sl de Diisirilbusdones

e

Vicepresidency of ASEDAS

g™
EuroCommerce
.,

Member of Eurcommerce

AECOC

Board of Directors AECOC

Instituto Internacional

San Telmao

Advisory Board, Sant Telmo
International Institute
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In Spain, we belong to the Exe-
cutive Committee of The Spanish
Confederation of Employers’
Organisations (CEOE) and hold

the Vice-presidency of ASEDAS,

the association representing the
interest of the supermarket sector.
We are also engaged in the Board
of Directors of the Manufacturers
and Distributors Association (AE-
COC) and form part of the Advisory
Board of San Telmo International
Institute.

Additionally, we participate in

a cross-sectional dialogue with
organizations such as Ecoembes,
the Spanish-Portuguese Chamber
of Commerce, the association of
purchasing centres, ANCECO, and
several local associations, amongst
other interest groups, such as the
Alcobendas Entrepreneurs Associa-
tion, the municipality where our
headquarters is located. This helps
to portray our commitment to the
areas in which we are present.
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2.7 Stakeholders and Sustainable Development Goals (SDGs)

Our model contribution
to the SDGs

At IFA we are determined to contribute to the achievement of a sustainable development for the
prosperity of future generations. The best way to accomplish this globally is by aligning business
and government strategies to the United Nations 2030 Agenda for Sustainable Development.

G0QOD HEALTH
AMD WELL-BEING

SUSTAINABLE ™ &
DEVELOPMENT \J %™ ALS

1? PARTHMERSHIPS
FOR THE GOALS

&
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At the heart of this initiative are 17 Sustainable Development Goals (SDGs) to end poverty,
protect the planet and ensure the wellbeing of human lives. Our Group is already accomplishing
some of these SDGs and so we will persevere working hand in hand with our associates,

Head Office and stakeholders.

m Goal 1: End poverty in
all its forms everywhere.
Covid-19 and the subsequent
economic crisis have generated
significant food needs in Spain.
Both the Head Office and our
associates have carried out
numerous food donations in areas
hardest hit by the pandemic.

g -

_':;!-: Goal 3: Ensure healthy
lives and promote

well-being for all at all ages.

Our alliance with the Gasol

Foundation, which is devoted

to developing healthy habits by

promoting and nurturing a healthy

lifestyle through eating, sports and

psychological wellbeing continues

making progress.

Goal 7: Ensure access
to affordable, reliable,
sustainable, and modern energy
for all. From our Head Office
we seek to achieve energy
efficiency for our associates
by generating savings through

renewable energies, which are
increasingly acquiring a more
prominent role.

Ni Goal 8: Promote

sustained, inclusive and
sustainable economic growth,
full and productive employment
and decent work for all. We
promote sustainable growth by
fostering employment and product
supply across less populated and
aging areas.

[ | Goal 11: Make cities
Ll inclusive, safe, resilient
and sustainable. Proximity, fresh
produce and freedom of choice
are the foundations upon which
our permanent identity is built.
Our wide network of stores offers
proximity to our consumers,
therefore reducing the need for
transport and gas emissions. Over
80% of our customers come to our
stores on foot.

E@ Goal 12: Ensure

sustainable consumption
and production patterns. We
continue fostering sustainable
packaging with a higher
percentage of recycled material
which at the same time is able
to prevent food waste. Besides,
sales of food product account
for 40% of our total sales, as our
companies are great allies of
local producers.

Goal 17: Revitalize the
global partnership for
sustainable development. We are
committed to hold a permanent
dialogue and an active listening
with our stakeholders in order to
continue making progress on the
SDGs. We have fostered an
alliance with several strategic
international groups, such as
Eurocommerce and The Consumer
Goods Forum. In Spain we play an
active role in associations such as
CEOE, ASEDAS, AECOC, Ecoembes,
ANCECO o Gasol Foundation,
among others.
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3.1 Mission, vision and values

We are committed to achieving EXCELLENCE, because this is
Thre e fe ature S the only way of ensuring that our customers will increasingly rely
° on us each day.
that underpin
Our conciliatory approach always seeks BALANCE between the
Our CharaCter independence of our members and our common goals, fostering a

happy co-existence between our regional, national
and international suppliers.

We are also firmly committed to INNOVATION throughout
the whole value chain, with freedom of choice at the forefront
of our priorities.
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Our aim
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The objective of Grupo IFA is to become THE BEST DISTRIBUTION
GROUP IN THE SOUTH OF EUROPE made up of Affiliate
companies, all of which are leaders in their respective regions, and
supported by a Head Office that provides services development, innovation
and added value for every element of the chain.

We have embarked on an ambitious project that will turn the purchasing
centre into A TRUE RETAIL AND WHOLESALE GROUP
which operates in areas where, together, we are able to offer the
greatest value, without losing sight of those features that make each
company within the Group unique.

Our ultimate goal is to become a true agent for change within a sector
that requires impetus and balance, setting our sights on CREATING
VALUE AND ONWORKING TO ENSURE GROWTH AND
EMPLOYMENT in our market.




Proximity

A good reflection of this value Is
that our customers can always
find a store at hand, either In
big cities or smaller towns and
the true significance of this is
complemented by our in-depth
understanding of our consumers
as well as of their needs and
desires. This Is revealed by the
alliances undertaken by Grupo IFA
with local suppliers, especially
those specialised on fresh
produce.
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Variety

We are committed to responding
to every need, so we offer a
universal range of products,
manufacturers and prices,
representing everything from the
most innovative of products to

major brands and our own-brand.

We do this because we are
determined to achieve the
highest level of satisfaction

in our customers’ shopping
experience, and we believe that
freedom of choice is key to meet
their needs and preferences.

Quality

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

Our stores mainly showcase fresh
produce, guaranteeing top-quality
raw ingredients which come from
intense negotiations with the

best fish markets to ensure the
freshest of fish, with local markets
to obtain recently-harvested fruit
and vegetables, and with leading
livestock farms in each region.

Balance

The Group’s consistency entitles
us to balance the autonomy and
independent management of
our affiliates within a cohesive
framework that is beneficial

for all.

We also know how to keep the
balance between our local and
national suppliers to offer our
consumers the greatest choice in
their shopping experience.

Trust

This is one of the values that
underpins the most genuine and
lasting of relationships, and we
work hard to encourage it every
day through our friendly nature
and the quality of the products
available, which ensures our
suppliers and affiliates’ trust in
IFA’s model of leadership.

Versatility

Our stores come in all sizes. We
can be found both in large cities
and in small towns. We have
international, national and local
suppliers because what defines us
is not where we come from nor
does our size, but rather a shared
way of being and understanding
of the nature of our work.

Innovation

Innovation has always been part
of the DNA of Grupo IFA. We were
the first to develop the multiple
chain and cash & carry concepts
in Spain, as well as pioneering
the use of bar code readers and
implementation of the EDI system.

Since our inception, we have
supported product launches and
the work of suppliers in a bid to
add value within the various
categories, and we are working
to develop a distribution model
that will meet the expectations of
current and future generations.
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As of June 1st, 2021

B O ar O D lre C t O r S D. Joan Font i Fabrego D2 Manuela Bella D. Manel Romero D. José Abraham

BON PREU S.A.U. Diaz Orta Romagosa Dominguez Santana
Member of the Board CASH LEPE S.A. CONDIS DINOSOL
Member of the Board SUPERMERCATS, S.A. SUPERMERCADOS S. L.
The Board of Directors comprises 14 Directors and a Secretary, LSS 0 R SR R L Board

who is not a Director. It also includes a Chairman and
a Vice-chairman - who are also CEO’s - and a CEO.

|- 1

D. Roberto D. Josep Saperas D. Gregorio D. Luis Mesquita
Tojeiro Rodriguez Vergara Gilarranz Sanchez Soares Moutinho
GADISA RETAIL, S.L.U. HD COVALCO S.L. HIPER USERA, S.L. MODELO CONTINENTE
Member of the Board Member of the Board Member of the Board HIPERMERCADOS, S.A.

Member of the Board

D. Jer6nimo D. Eusebio D. Alejandro

Martin Rodriguez Rubio Martin Ferniandez Gonzalez
GRUPO HERMANOS AHORRAMAS S. A. ALIMERKA S. A.
MARTIN S. A. Vicepresident CEO

President and CEO and CEO

, , e e, D. Rafael D. Juan Antonio D. José Ramon Fernandez
D. José Maria Martin Jiménez p . . .
. . Ruiz Alonso GOmez Pérez de Barrena Bermejo
Secretary of The Board of Directors (Non-Voting Member) . .
TEOGENES RUIZ S.L. UNAGRAS S.A. UVESCO S.A.
Member of the Board Member of the Board Member of the Board
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3.2 Corporate Management i a alu lodo

aeve by praadony

As of June 1st, 2021

The Centralised Procurement Committee is made up of affiliates and Head

o
C e ntrall S e d Office managers. It carries out the continuous market and sector analysis

and has decision-making power.

o Ital ides inf i d mak dati h
Procurement Committee Board of Directors about measures to be taken for which the Board must

give final approval.

ey =

D. Fernando D2. Maria D. Joan D2, Alicia Pujol D2, Olivia D. Santiago D. Adolfo

Romero Casado Barrado Franco Sabartes i Pardo Martinez Llorca Afonso Codesido Barreiro Martinez Carnero
AHORRAMAS S.A. ALIMERKA S.A. BON PREU S.A. CONDIS DINOSOL GADISA RETAIL S.L.U. GRUPO HERMANOS
SUPERMERCATS S.A. SUPERMERCADOS S.L. MARTIN S.A.

e

D. Pere Kaiser Cozar D. Francisco José D. Jaime Diia. Paz D. Juan Manuel D. Victor
HD COVALCO S.A. Sanchez del Arco Femenias Dols Fernandez Vega Morales Alonso Pérez Diez
UNIPERSONAL HIPER USERA S.L. UNAGRAS, S.A. - UNIALCO S.L. IFA RETAIL S.A. IFA RETAIL S.A.

HIPER MANACOR, S.A.
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3.2 Corporate Management

As of June 1st; 2021

International
Procurement Committee

The International Procurement Committee is made up of affiliate members
in Spain, Portugal and Italy and Head Office managers. The Committee
ensures the operational management involving decision making processes
and tactical follows-up of the International Program. Furthermore, it is
responsible for ensuring the compliance of the terms and conditions
reached by any agreements being undertaken.
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D. Tomas D. Juan Antonio
Lince Fernandes Gomez Pérez
MODELO CONTINENTE UNAGRAS S.A.
HIPERMERCADOS, S.A. Memiber
Member

D. Juan Manuel
Morales Alonso

IFA RETAIL S. A.
President

[ it

aeve by praadony

~\

Diia. Paz D. Edoardo

Fernandez Vega Gamboni

UNIALCO S.L. VEGE RETAIL S.R.L.

Member SOCIETA UNIPERSONALE
Member

D. Victor
Pérez Diez

IFA RETAIL S. A.

Secretary

D2 Raquel
Beneitez Tejon
IFA RETAIL S. A.

International Director
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3.2 Corporate Management i a ali lodo

Fyve bEy §reatore

As of June 1st, 2021

Executive Team

D. Juan Manuel D. Diego D. Juan Ramén D. José Javier
Morales Alonso Maus Lizariturry Gonzalez Cristos Romero Esteban
Managing Director Chief Financial Officer Operations Manager IT Manager

D
4t
— =
D. Pablo D2 Raquel D. Victor D2 Ana Lorenzo
Cegarra Bulnes Beneitez Tejon Pérez Diez Morales
Head Of Human International Sales And Institutional Relations
Resources Director Marketing Director Director
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3.2 Corporate Management

Our commitment
to good governance

At IFA Retail we are committed

to the highest standards of legal
compliance, including abidance to
the rules of competition protec-
tion. In this sense, specialised
external audits of our operations
are carried out from the perspec-
tive of the Competition Defense
Law. The whole of the company’s
activity in terms of its relations
with third parties, including
partners and suppliers, is subject
to compliance with our Code of
Ethics. This code of reference for
our business practice is based on
the respect for legality, honesty in
business relationships, mutual res-
pect, trasnparency and integrity
of all IFA personnel, including the
Board of Directors, the Executive
Management team, the company’s
employees and any associates’
representatives that are part of
IFA’s operational bodies.

In addition, we are committed
to extending our ethical prin-
ciples to the third parties with
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whom we interact in the field of
our activity, for which we have
confidentiality and ethical beha-
viour clauses in all our contracts.
Permanent evaluation of our
good governance and compliance
standards are carried out in an
attempt for our corporate gover-
nance model to be in line with
current legal requirements as well
as to extend best practices to

all our internal decision-making
processes.

We also enjoy strict internal
protocols to avoid “antitrust”
risks. Through the application of
these protocols, the Group always
behaves as an independent

third party which safeguards the
information received both by su-
ppliers and member companies.
We have established the necessary
organisational and technological
related procedures to avoid access
to confidential information from
the competition. Periodical assess-
ments from the perspective of the
Competition Defense Law are also
carried out through specialised
external audits so as to assess the

IFA fosters

an ethical and
compliance culture
within the company
as well as with

our stakeholders
relationships

efficiency of our risk management
model and to strive for its conti-
nuous improvement. Independent
auditors analyse the internal
operations of the Head Office,

and In particular, the treatment of
sensitive commercial information,
negotiation processes, commercial
behaviour as well as the manage-
ment of project synergies between
partners.

Lastly, IFA Retail developed a Cri-
minal Risk Prevention Model which
was formally approved by the
Board of Directors and implemen-
ted in 2019. Its aim is to promote

ifa s

an ethical and compliance culture
within the company, as well as to
prevent, detect and react to any
illegal behaviour patterns that
may arise. All this in line with the
legal requirements of the Criminal
Law. By this, IFA Retail aims to
protect the corporate reputation
of our Head Office.

This model contemplates the
execution of a total of 83 con-
trols to mitigate activity risks.
These controls are fully monito-
red through a systematic 3-year
testing plan (2019-2021 period).
Thirty-six tests have been carried
out and so far no deviations have
been detected across the year
2020 evaluations. Likewise, the
impact of COVID-19 on the scope
and application of the Criminal
Risk Prevention Model has been
analysed and the outcomes
yielded that the specific mea-
sures adopted by the company
have been sufficient to mitigate
the associated criminal risks,

in particular those regarding the
protection of workers’ rights and
their privacy.
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3.3 Affiliates’ directory

As of June 1st, 2021

Affiliates’ Directory

JAHORRaMas

Ahorramas, S.A.

)
= GRUPO =

ALIPENSA

Alimentacion
Peninsular, S.A.

LAkl 2.4

ALIMERKA

[
»
Alimerka S.A.

o
preu

Bon Preu, S.A.U.

Cabrero e Hijos, S.A.
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Cadena de Empresas
detallistas, S.A.

AFFILIATES:

« ALMACENES EGUREN, S.A.
o AYEBSA IMPORT-EXPORT, S.L.
«D.YP. MIGUEZ S.L.

« DISPREU LOGISTICA, S.L.

« DROGUERIA ALBIZU, S.L.

« EBRO DROPER, S.L.

« HERMANOS GAVIRA, S.L.

« HIJOS DE FIDEL GARCIA, S.L.

« ORENCIO MATAS Y HNOS., S.L.

« PERFUMERIA MIRALLS, S.L.

« SUPER BONILLA, S.A.

«S. SANCHEZ ROMERO,S.L

« SUPERMERCADOS
INPESCASA, S.L.

« UDATA, S.C.L.

5 CAFES MORA,

Cafés Mora, S.L.

.
Cash Lepe
Cash Lepe, S.L.

AFFILIATES:
» MANUEL VALLEJO, S.A.

(&I

Comercial Piedra
Trujillo, S.L.U.

(onaco

Compania Nacional
de Comercio, S.A.

(/]
Condis

Condis Supermercats, S.A.

DinoSol

Dinosol Supermercados, S.L.

ECOS MANCHEGOS, S.A.

Ecos Manchegos, S.A.

Franco-Mor
Franco-Mor, S.A.

(O]
GADISA,

o=

Gadisa Retail, S.L.U.

SUPMMAS

Grupo Hermanos Martin, S.A.

@vc:lco

HD Covalco, S.L.

GROUP COMPANIES:

« 7 ALIMENTACION 7, S.A.

« ALIMENTACION ALCIRA, S.A.U.
« CARO RUIZ, S.A.

« COALIMENT ANDALUCIA, S.L.
« COALIMENT ARAGON, S.A.U.

o« COALIMENT CASTILLA, S.A.U.

» COALIMENT GRANOLLERS, S.A.U.

» COALIMENT MALLORCA, S.L.

« COALIMENT PENEDES, S.A.U.

» COALIMENT VALENCIA, S.A.U.

« DISTRIBUIDORA GENERAL
ALAVESA, S.A.U.

« ETNIC FOODS, S.L.

« VALENCIANA DE
SUPERMERCADOS, S.A.U.

ifa

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

Hermanos Ayala Sousa, S.L.U.

Hiper Usera, S.L.

<

ERcumrs. s
Ibercudis, S.L.

4B ERNABELD [ZIaEE)

Jose Bernabeu Pic, S.A.

SHOHAREMC
Modelo Continente
Hipermercados, S.A.

1 nE
MOYyasaus
Moya Saus e Hijos, S.A.

AFFILIATES:
+ SUPERMERCADOS COP., S.A.

(=
GARCIAROMO

AL IR T AT W

Roman Garcia Romo, S.A.

7
w4 5‘-

Sanchez Vazguez

Sdnchez Vdzquez
Hnos., S.A.U.

E.Leclerc®)

Scaber, S.C.

GROUP COMPANIES:

* ACA, S.A.U

« ALCANTADIS, S.L.

« ALMENDIS, S.L.

» CARBADIS, S.L.

« EUROHIPER
DISTRIBUCION, S.L.

« IRUNADIS, S.L.

* MAJADADIS, S.L.

» MIRANDADIS, S.L.

« NOVARANDIS, S.L.

« PINTODIS, S.L.

» PUERTOLLANODIS, S.L.

+ SORIADIS, S.L.

« TORIODIS, S.L.

» TRUJILLODIS, S.L.
« VALDEMODIS, S.L.
« VITORIADIS, S.L.

sorh

Superficies de

Alimentacion, S.A.

Boramnos

[ S——_—p

Supermercados Bolafios, S.L.

DANI

Supermercados Dani, S.L.

@ Teogenes iz

Tedgenes Ruiz, S.L.

&::yro
UUHAGME
Unagras, S.A.
@Uvesco)

\S

Unialco, S.L.

Union Detallistas
Espafioles, S.Coop.

Vicente Alonso, S.L.

Member of the International
Procurement Committee:

GRUPPO

F

VéGé Retail S.r.l. Societa Unipersonale

ol lodo

e bay prsatorn
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3.4 Financial figures IFA Retail, S.A if a ali lodo

e bay prsatorn

Balance sheet as Profit and Loss Statement
of December 31st, 2020 2020 FY

THOUSAND OF EUROS THOUSAND OF EUROS

= sur | e [ rsaom wo s aan | men T

NON-CURREMNT ASSETS: 2 MET EQUITY: 34,495 32,496 Net turnover: 930,321 822,350
Intangible fixed assets 127 343 INTERNAL FUNDS 34495 32,496 Sales 9016 631
Tangible fixed assets 1,977 2,251 Capital 1,849 1,849 Services rendered 921,305 82179
Investments in Group companies 62 62 Reserves 30970 29,135 Raw materials and consumables: {913,668) (806,043}
Long-term financial investments 40 44 Legal and statutory 4431 4431 Consumption of goods (9.029) (588}
Long-term accruals 1,531 - Other reserves 26,539 24704 Crther supplies (904,639) (B05455)
Tax-deferred assets 910 862 Group shares (1.501) (1,591} Personnel expenses: (7,682 (7,491)
Profit 3,267 3,103 Wages, salaries and similar (B,463) (6,307}
Social expenses (1219 (1,184)
MON-CURRENT LIABILITIES: 1,250 300 Other operating expenses: 14,099) (4,200}
Long-term debts 100 300 Bxternal services (4,042 (4143
Debts with credit institutions 100 300 Tanes (58) (58)
Long-term accruals 1,150 . Loss, impairment and change in provisions from commercial operations 1 2
Amortization of fixed assets (572} (672}
CURREN LIABILITIES: 839,398 | 827,762
CURREMT ASSETS: 870,496 856,996 Short-term provisions 1,760 1,760
Inventory 519 26 Short-term debts 5909 105,138 Revenue: 307 219
Trade debtors and other accounts receivable 807,554 855,617 Debts with credit institutions 5,904 105,138 From marketable securities and other financial third-party instruments 307 219
Associate members 07265 | THRA00 Short-term debt with Group companies 52 . Financial expenses: (249) (188}
Accounts receivable 100,283 86,810 Trade creditors and ather accounts payable 831,629 720,831 From third-party debts (249 (188)
Bersonnel 6 7 Debts from purchases or services 564417 481356
Short-term financial investments 1 1 Agcounts payable to associate members for various reasons | 260,354 234020
Short-term financial investments with Group companies . 10 Salaries outstanding 1,928 1,505 Income tax (1,091) (874
Short-term accruals 132 1,085 Current tax liabilities 147 m RESULT FOR THE YEAR 3,267 3,103
Cash and cash equivalents 62,290 257 Other government debts 4,783 3739
Cash 62,290 257 Short-term accruals 48 33

TOTAL ASSETS 875,143 860,558

TOTAL MET EQUITY AND LIABILITIES 875,143 860,558
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3.4 Financial figures IFA Retail, S.A

Statement of Changes in Equity
for 2020 FY

Statement of recognised income and expense  iousao
OF EUROS

RESULT OF PROFIT AND LOSS STATEMENT
Total revenue and expenses changed diractly to net equity - -
Total transfers to profit and loss statement - -

TOTAL RECOGNISED REVENUE AND EXPENSES

Statement of changes in total equity LA OF FUROS

m-—
FORTHEYERR. |

BALAMCE AT START OF 2019 FY 4,061 23,086  (1,591) 2,874 30,649
Total recognised revenuse and expenses - - - - - 3,103 3103
Application of funds - : . 1618 - 1618 -
Operations with shareholders:

Dhvidend pavouts - - - - - (1,.256) {1256}
BALANCE AT THE END OF 2019 FY 845 4,06 4,704 (1.591) 3,103 32,496
Total recognized revenus and expenses E - - 2 - 3,267 3,267
Application of funds - - - 1835 - (1,835) :
Operaticns with sharehclders:

Dividend payausts - - - - - (1.268) {1,268}

BALANCE AT THE END OF 2020 FY
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Statement of Cash Flows
for 2020 FY

ifaquide

THOUSAND OF EUROS

2020FY | 2019 FY
CASH FLOWS OPERATING ACTIVITIES:
Result for the year before taxes 4,358 3,977
Adjusted result 719 639
Amartization of fed assets 572 672
Change in provisions X5 (2)
Financial Revenue (307} (219)
Financial expensas 249 188
Changes in current capital 158,480 (3,534
Invertory (493} -
Debtors and other accounts receivable 47972 (35,771)
Other current assets and liabilities 587 (602)
Creditors and accounts payable 110414 32834
Cther liabilities - 5
Other cash flows from operating activities (1,045) (848)
Interest payments (249) (188)
Collection of interest 07 219
Incame tax revenue [ [expense) (1,103) (ard
CASH FLOWS FROM THE INVESTMENT ACTIVITIES: [ J
Payments for investments (81} (309)
Intangible fixed assets (30) (13)
Tangible fed assets (51} (289)
Cther feed assets - (7
Investment revenues 15 38
Other financlal assets 5 -
Group companies and associated companies 10 i3
CASH FLOWS FROM FINANCING ACTIVITIES: (100,411} 2
Collections and payments for financial liability instruments (99,143) 1,472
Other debt emissions (98,933) 1672
Group's and associated companies debt repayments (a -
Repayment ard amortisation of bank debt (2000 (200)
Dividend payments and remunerations for other equity instruments (1,268) (1,256)
Dividends (1,268) {1,256)
MET INCREASE/DECREASE IN CASH OR CASH EQUIVALENTS 62,033
Cash or cash equivalents at start of period 7 78
Cashor cash equivalents at end of period 62,790 57
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3.5 Audit report ifa ali lodo

e bay prsatorn

Audit report on Annual Accounts

St
DEI -tte =
s
ul L L
sy

T

INFORME DE AUDITORIA DE CUENTAS ANUALES EMITIDD POR UN AUDITOR
INDEPEMDMENTE

& los socionista de A Retail, $4

Dipinidn

Herrag sudada s duenlas anube de IFA Retai, .4 (% Socedad), que comprinden o Salince
& ¥ de Sciembee dp 2000, n codnes g8 pivdidan y panancis, ol dntade d8 camba ea ol
patimonie aets, o stado de Buje de efertive y I memons conespondenten ol eercicio
terminado en dicha fecha

En nuestra opinsdn, ks cuseiat anoabes adunias exgrean, & indos kos aspecios signidicaimes, b
imagen frel del patrimonso v de la s@uaciin Tnanciera de ls Sociedad & ¥1 de dickembre de 300,
aul coma de suy resulados y Tujes de efective correspendientes o slercido terminadeo en dicha
fecha, de conformided con ol marcn Acrmathm S informacian Enssdiecs que fedults de
apheaiin (gue v Henlilica en la sote 11 de L semoris) y, 05 particuler, con b preciphed 3
critesfios contables contensdos &n @l miamo

Furdlimanie de |3 opaian

Hemos Bevado & cabo neestrs sudfona & conformidad ton |8 aormativa reguladons de
actividad die sediioels de cuentes vigenie en Dipafia, Hueviras reip bedades de il
dichin morman s devinben mis adelante e la wccide Anpasabiidodes del audtor e nelecian
o i sudanna dF i1 coesta anaales de nusine inlarme.

Samaon mdepmidinres de la Sotedad e comuradsd con los feg L i ¥t d, inchad
itk di indegsend et 500 apbrablet 3 AUERTE sustodn g lis cosman ieuses o Expaila
segin o edghdo por [ normatha egulstora de ln sthided de saditesls de cusnian. En e
srtkdo, no Bemos presisde seevicies dhtindos 3 ld de ba audtoris de cuentas s Ban cosoernda

ftuaciones o clad g, de ik L] v fa citad FLT b

harpun sectacis 8 L neceiaris independincis Se moda que we haya vislo comprometids.
Conuideramon que L evidencas de saditorls que hiemea 4 prop L 1
i aditudds pacs nuritia g,

Aapectos mda relevantes de la auditoris

e aigpchint Mils Meliviabicn & i seliodis son Sqedlion que, J0gdn RuiEn paein eoledonsl,
Ban gl oorraderaton poes a4 Felgid de nCoeTecciten material min wgnalaieg B nueRra
audecels de las coentas arsaler del pertodo sctual Esios desgon ban sido tratados & o coatexio
e mpppira seciitoris de lis cuentas srualed & ity congunto, v an & formacidn de nuesna oplnidn
achire miSa, ¥ S BEprLEol usa opinkdn pof Mpirads obre eios firigal
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P Procadiem aplicad e it
Tal y cownios i icfien wn L Wota 1, I scthaded | Musstros g de autsoria
principsl de s Sochedad 3 1 i di e} in cidn del siseho &
senvicing,  fabri y ditribuidores parais | imph idsn, sl comme |3 eficasia
trlmnckin de veer gk operatias, da log costroles ool

ke v i = padE s b |W¢lﬂﬂﬂhﬂ1ﬂwh

4 \ P icscks B¢ A 30} qui Ioporan bk o
laa plantiilad de condScianes di compra v iy g hivriuir inglucrisde & nurtned
adainistradidn centralizada de los pagos & g - sagla
proveedores de blenes y servics.

El recosocimienio de estos ingresos, bajo Ly
condickoe y Dirmbsod normales de la
Sodeded, iImpEcan wne Capsista especilicy
ageinds a bxs St condiclones Timadas
e bok Pabricantes. Asimnmas, o
reatsrinle di ingEos Nl Cene

id " 1 Resclo o Jos

ghttrad e et 4 ks
iérmings y obfigackones confracbasles con los
| fabricantes y asociados ¥ hemos evakado |a
racenabibdad de i voldmenes de ventas y
mirpenes del ejercicio 2000 respectn alas

ko i complagidad debida  Is multioud y
waripdiad da térine cof s o ks

o ez b Bjercichot amerioees,
s dates con la infomacion

diferentes preveedete eon b que opers s
Sacsedad. Futes hechos motias que esle
A4PECID s un Srda e sentidn dgnifiestiva
ara rrseatra auditerls

propercissads por foeentes Inerass de b
Saschid e

Law notas By 101 de lin coantas snushis
sdjuntay, cordigran boi desghones o
darmacidn relativa @ ks ingrisss por
prestacicn die servicios de la Sooedad.

Otra nformacién: infatme da gislion

e trs swmackis comprende eschinsamente el informe de geatidn dol ejercitis JO20, tuya
i TP o o B SO 1o B
di lag cussas anusles.

Husslra eganidn de audnosia sobre las cuentan anualey no cubre ol informe de gritida. Nueitre
nidpanssbildad sobre & informe de pestitn, de conformicdad con ko onigido por W Rorsata
regulador de by privided de suditoria de cumntas, coninbe @n evakaar @ infermae sobee b
concordancia del informe de pesiidn com las cuprdal iwaled, @ panir del eonccimisnts de
wntidad pbienido en la realiacion de la suditoria de Lo citsdat cutnlin, ol coms &n avikar &
inilarear de sl ol comentdy y presentackin Sel informe de pritidn son cantarmid & b Seematsas
gus ety de splicacide. 81, basindonos en ol trabajo que himnsn realizads, concluimed gue
ERISTEN W TR LOON L g A S rlin.

Labig ls Base del wabapn realzndo, sepin ko dewcrito en o pdmafo satedian, [ Bhamsidn Gue
esetigne o Blarme de gestion concusrda con la de b cueatin anusley del epercicla 2000y &
et sk iy st aiide son conformes a ka normafie que redulta S sphic s

H:Hpclnllbi"dlﬂ die B pelrminivtradoses an delaitn oon b cuentas anuabes

ek bl soo responasbles de formular Lis coentas smaled adjuntas, de forma que
eagrpsen la imagen hel del patrimonio, de la e Fi jora y de o4 reiuitedos de W
Saciedad, de conformsdad con el mano de ind ey jorn aplicable @ &

atidad e Espaha, v del conirol inberno gue comaldefen NEGELENS RIFE SETMINIT I8 DIERATRCdn
i cusrtat anusles ibnes e moomeccdon material, debida & frsde o enior.

En b prepirscion do las cumitas arales, los ad d oA PR bli da La valssaeisn
e la capacidad de ls Sociedad para COmD amp en funconamisnts, rissiesds,
P —— gl ey i K p———

ik EnfTlabie &4 pio wies. administradanes tienen ibnosn

princph dke o T
s Bgaidar |s sociedad o de ofsar vt operackones, © blen no exists otrs Atemathva fealine.

Aesponsabilidades del auditor en relacion con L auditons do las cuentas anuales

Musiros objetivos $on obbensr una segunidad raronable de¢ que Bay cwisted asuales on su
cofjunin ¢itla Ebres de incormcciin material, debids o fraude o ernod, ¥ emibir un informe die
suditeris qus contiene nuetira opinidn,

Seguridsd rareaable & un ato grade dy wegurided pero no garentiza gue una auditcria reallzsds
de confarmisiad con e normativa reguiadons de la acthidad de aoditona de coentas wigente en
Espafa slempre detecte una incorneccion materisl cuando exivle. Lag incerrecciane potdin
deberie 2 fraude o error v 40 cosiiderin materisles i, ndnidusinests o de forma agregada,
pustds prevenie ratonablemente que influyan en laa declsiones econdenicas gue 03 ususios
tomas baskndore en lis cuentas araales.

En ¢ Angxn | de wite @dorme & sudidoris se indluye una delcripcion mas detallads de paestras
reipondabibidades en relacion con b auditoria de s cortas anuales. Esea descripoda ol pane
Iintegrante die nuesiro mdonme die suditona.

BFLEHTTE, 5. ; =
inscrita en ol ROAL o $0693 AUDITORES
P

Ol o

Wigharia Laper Tiller
Inscrto en el ROAC NE 21738

20 da aloril de 2021
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