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Innovation is a key value for Sonae and is one of the 
pillars of our strategy, ranging from our mission to 
our daily performance. Our staff is challenged, on a 
daily basis, to participate actively in the development 
of new stores as well as new and improved products 
and services, in the creation of new deals and the 
improvement of work processes. The objective 
is always the same: delivering more value to our 
customers.
 
In this space you are given the opportunity to get to 
know the most innovative initiatives implemented 
in Sonae’s retail companies in 2012. These results 
emerged from our accumulated knowledge and 
experience, from the staff’s ideas and the relentless 
pursuit for inspiration in the best outcomes in retail 
worldwide. We have travelled the world seeking new 
solutions for our customers. We have opened our 
doors to international partners and retailers so as to 
develop our retail processes in a collaborative way.      
 
I would like to give my special thanks to our staff: 
always curious, restless and irreverent they challenge 
the status quo and continuously implement innovation 
with value. With the concept of LET’S INNOVATE we 
are the leaders in Portugal and a reference in retail 
worldwide.

Luís Filipe Reis
FINOV President

Introductioniondroddoo
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Innovation 
Management

Mission

Manage Sonae’s innovation process fostering the 
participation of all staff members.

Promote the involvement of all potential stakeholders 
by promoting internal and external collaboration 
networks.

Promote and take part in experimental innovation 
projects that lead to an incremental innovation 
process in Sonae.

Objectives

Innovation Management focuses its activity in 2 major 
objectives: Let’s innovate (ensuring the participation 
of all staff members in the innovation process) and 
Open Innovation (networking with external entities).

Innovation Committee

The Innovation Committee, coordinated by the 
Innovation Management team, gathers innovation 
representatives from all retail areas of Sonae . It 
is responsible for the promotion of the innovation 
activity across the company.

Vision

Sonae is open to the world and 
is constantly looking for new 
ways to please and surprise its 
customers. 

Innovation has been a part of 
the staff’s daily activities ever 
since Sonae was founded.

Therefore, the innovation 
governance model is 
decentralised and facilitated 
by the Innovation Management 
team.

Innovation
Management
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FINOV

FINOV

FINOV (Innovation Forum), headed by Luís 
Filipe Reis, gathers those in charge of Innovation 
Management in all of Sonae’s companies.

FINOV encourages and supports Sonae’s innovation 
culture to maintain high levels of value creation.

Mission

Maintaining innovation as a priority within the 
organisation.

Encourage a culture of innovation so that all the staff 
develop a sense of responsibility and enthusiasm that 
leads them to contribute to innovation processes 
within the company.

Helping Sonae’s Management to attain a high level of 
knowledge regarding innovation. 

Act as a catalyst and controller of the training process, 
tools and innovation processes within the group.

Structure, articulate and enhance the connections 
between the group and the institutions that can 
contribute to the achievement of its objectives and 
strategy. 
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Results

The Innovation Management 
focuses its activity in two major 
objectives: Let’s Innovate and 
Open Innovation.

Lastly, the quantitative and 
qualitative results of the 
investment carried out in 
innovation are mirrored in 
“Being a Reference”. 

Let’s Innovate

With “Let’s innovate” the conditions are created for 
an involvement of the staff in the creative process of 
generating ideas.

Ignite

During Ignite sessions staff has the opportunity to 
present their innovative ideas to a wide audience.

Creative Problem Solving 

Creative Problem Solving sessions are one of the main 
tools for the internal idea generation. Sessions include 
workgroups where staff present bold and innovative 
ideas for the resolution of a given problem. 

“Carry on with this excellent creativity and innovation 
exercise” (From CPS session at Light Bazaar)

“Excellent method: simple, motivational, productive” 
(From CPS session at Marketing)  

Results
Let’s Innovate
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VISITAS RECEBIDASRTA DIDAD

Open
Innovation

Internal Sharing 
Sessions

The sharing of knowledge 
and experience is essential to 
the constant development of 
the work methods used. 

Internally, sharing takes place 
throughout training sessions 
and briefings held between 
various business areas, as is 
the case of Biz Share and the 
Experiences sessions. 

Relationships with other 
retailers and partnerships 
with academic institutions 
are not overlooked as they 
provide the company with 
an enriching source of 
knowledge and value.

Experiences

Experiences events are intended for all the companies 
of the Group and are organised by FINOV and FINCO 
(Forum of IT and Communications) to enhance 
networking among the staff . Its main objective is to 
promote the sharing of ideas, experiences, know-how 
and the best practices on Innovation Management and 
Information Systems . In 2012, this event addressed 
the subject “Productivity in the use of electronic work 
tools”. 

Biz Share

Biz Share sessions aim for the sharing of work methods 
between the various businesses to increase know-
how and help define the best practices. Addressing 
a common subject, the staff members explain their 
methods, processes and tools to one another. Given 
the different natures and maturity levels of each 
business, the learning of work methods to be adopted 
or avoided is thus ensured.

Results
Open Innovation
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VISITAS RECEBIDASRTA DIDAD

Visits Received

The dozens of visitors received by Sonae every year 
are proof of its importance in the retail business. The 
implementation of Kaisen in both Operations and 
Logistics is one of the subjects that increases the 
interest of the biggest international retailers.

We received visitors from Fujitsu+Magnolia (Russia), 
X5 (Russia), retailers from Venezuela+GS1, Renner 
(Brazil), Plus (Holland), Kroger (USA), Tesco and 
Motorola (UK), Eroski (Spain)

We also received visits from Hermawan Kartajaya 
(Indonesia), X2 Computing, Companies of the group 
Mota Engil, Unicer, Texas University, Philips, Methode, 
EDP, DHL, Nestlé, Cerealis, SGS, MEPs and Local 
politics, Compal, Renova, Chep, Vulcano, Wipro, HDL 
Spain, Kaizen Institute, Bosch, Fator 5 and Sonangol 
Investimentos Industriais, MBA Magellan students 
from Porto Business School and from University of 
Texas at Austin.

VISITS RECEIVEDRSI DEDD



10

VISITAS EFETUADASEFAS ADADAD

Visits Made

Our visits to international retailers are moments of 
learning and inspiration. During these visits we get to 
know their realities, new business models and ways 
of operating. Our objective is always to increase the 
value proposition to the end customer.

Visits to international retailers

Bricodepot Leon (Spain), Poco Domäne (Germany), 
Edeka (Germany), Kaufland (Germany), Ocado (UK) 
and Despar (Italy)

Visits to other companies

Wipro Technologies India, Factory of Sonae Indústria 
in Oliveira do Hospital, Bosch factory in Aveiro and 
Braga, Toyota, Wincor Nixdorf (Germany), Porto 
Editora, LinkedIn, Google and Stanford University

VISITS MADES SI DADED
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“I was so impressed about SONAE as the symbol of continuous innovation in Portugal. New ideas keep coming to be executed 

in the retail store. The recession doesn’t have an impact for an innovative player like SONAE.“

Hermawan Kartajaya/ Fundador e CEO da MarkPlus Inc/ Co-autor de “Fifty Gurus who have shaped the Future of Marketing

“For us it was very productive. We will discuss internally new ways of working with the good practices we have 

learnt with you.”

Luiz Felipe Nunes Barbosa, Renner, Brasil

“The team was well impressed with what they saw and heard and there are several aspects that will be 

used as a reference practice, namely concerning organisation, monitoring and prevention as well as ways 

of using technology.” 

Pedro Lima, Sonangol Investimentos Industriais, Angola

“We were impressed by the very warm welcome and open discussion. Our retail group is 

successful in the Netherlands as a full retail supermarket, and our retailers were impressed by 

the nice fresh departments, such as bread, cold cuts, and fish”

Sjaak de Korte, Plus, Holanda

VISITAS EFETUADASEFAS ADADAD
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TESTIMONIES
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“Never in my life have I thought there would be an operation like this one. We have been to Mexico, USA, Colombia and Spain... 

And we have never seen anything like this.”

Venezuelan retailers

“The visit of our Russian costumer Magnolia to Continente Vasco da Gama was excellent and the intervention of 

Sonae’s professionals was decisive to create a positive impression.”

João Carvalho, Fujitsu

The Kroger team were delighted by the visit you organized for them last week.  They came away 

truly impressed by both the formats (Continente, Bom Dia), and the store and warehouse 

operations. They rank you best in class amongst the stores they visited in Europe. 

Congratulations!”

Boston Consulting Group & Kroger

“The content of the presentations, the tours of the facilities and the hospitality of Sonae was the best of 

our trip.”

“The warehouses and logistical processes were very interesting and all questions were answered with 

expertise.”

MBA students from the University of Texas
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External Events Transportation Forum 

The First Transportation Forum, held in June 2012, 
was organised by Sonae’s Transportation team. The 
event was attended by 21 companies of this sector 
that are involved in the provision of services in the 
scope of Sonae MC and Sonae SR’s distribution needs.

The objective of this initiative was to strengthen the 
cooperation between these companies and Sonae, 
highlighting the importance of higher productivity 
induced by a continuous improvement of operations. 

The talks shared throughout the event helped to 
meet this objective. They focused on the historical 
background of this activity in Sonae, its present 
position, innovation and future challenges. In the end, 
the interest and satisfaction concerning the initiative 
were clear.

Sonae is open to the world and 
participates actively in several 
external national and international 
events. In these events our 
expertise and experience is shared 
with other retail professionals and 
with the community in general.

Keynotes speakers at national events

“Leaders Night” – Portuguese Association 
of Marketeers
European Marketing & Innovation Centres – ISMAI
5th Conference “Distribuição Hoje” (Distribution 
Today)
Seminar “Innovation in the Supply Chain”
Touch Workshop Retail 2.0
Seminar “New Consumer? New Opportunities?”
“Social Now”

Keynote speakers at international 
events

NRF 2012 – NYC
Next Generation Summit Europe - Scotland
Global E-commerce Summit – Barcelona
Oracle Retail Crosstalk - Chicago
Oracle WRA – London

Results
Open Innovation
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ISI Wise

The Innovation and Information Systems department 
(ISI) has proven expertise in the fields of technology, 
organisation and management. This led to the 
creation of an internal “Academy” for the training of 
its entire staff.

ISI Wise is a training program in which ISI’s staff have 
the opportunity to become trainers in their areas of 
expertise and trainees in the remaining areas, thus 
allowing for the levelling of knowledge among all the 
staff in this department.

In 2012, there were 12 training sessions with over 350 
registrations. 

MLearning Training

MLearning was created with the objective of 
developing, supporting and maintaining MDS’s 
knowledge management in the area of risk and 
insurance. The objective is to build a cycle of knowledge 
based on competence, critical mass, networking and 
MDS’s sphere of influence, developing strategies that 
favour innovation, the creation of new knowledge and 
its conversion into products and services.

The London Market Training, an MLearning 
program composed by seminars and lectures held 
in London together with Lloyd’s and Cooper Gay, 
uses networking to acquire and convey knowledge 
which, after assimilation, is internally and externally 
widespread. 

Results
Open Innovation
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Sonae Shots

Sonae Shots sessions are organised with the objective 
of sharing knowledge, experiences and best practices 
regarding subjects and methodologies related to the 
Planning and Management Control teams across 
Sonae.

These sessions are held in the Sonae Learning Centre 
in Maia and are presented by internal and external 
speakers who address several subjects such as 
macroeconomic projections or specific information 
regarding sectors of the economy.

The target audience are the Group’s Planning and 
Management Control teams, although the staff 
members from other teams to whom the subjects 
may be of particular interest are also invited.

Porto de Futuro 

Sonae is one of the companies participating in the 
project “Porto de Futuro”, in collaboration with 
the Cerco Group of Schools. The project entails 
the development of several activities regarding 
the provision of advisory support to the overall 
management of the school, the promotion of 
entrepreneurship and creativity in addition to the 
fostering of professional and continuous training, 
namely: 

- The choir “Singing the Future”, a project that aims to 
contribute towards the social integration and learning 
process of the teenagers of the Cluster through music, 
helping them to assimilate values such as respect, 
responsibility, trust and sensibility;

- The process of Strategic Reflection, through which 
we intend to characterise the Group of Schools’ reality 
in detail, identifying the real problems that affect the 
school community and then determine ways to act 
assertively.

For Sonae, taking part in this project is an opportunity 
to contribute to the development of the educational 
sector.

Results
Open Innovation
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Call for Solutions

“Call for Solutions Universities” was created to turn 
Open Innovation into a daily practice with direct 
results for business. It is an innovation program that 
invites senior masters students from the best national 
higher education institutions to solve challenges 
arising in the several Sonae’s businesses throughout 
an internship.

One of the examples was the challenge posed 
by Continente Online “Regional Management of 
Transportation”, with the objective of reducing the 
costs held with transportation while maintaining the 
quality levels of the service. The solution presented by 
a Masters student, based on the sharing of resources, 
greatly surpassed the proposed objectives and is 
currently being implemented in several regions of the 
country. 

With this, Sonae found solutions for internal 
challenges and students had the opportunity to work 
in a real business environment. So far, the program was 
fostered by nearly 20 business units and registered 
the commitment of 105 students. In 2012, 34 
challenges were answered by students representative 
of 10  national higher education institutions.

Results
Open Innovation
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Being a Reference

Sonae is a reference of 
innovation in the retail 
industry. Proof of that are the 
dozens of awards received 
every year. 

In addition to the awards 
given internally, every year an 
innovation survey is carried 
out to allow for the rigorous 
assessment of innovation in 
the company. 

The investment made in the 
field of innovation is clearly 
seen in the results of the 
official Enquiry on the National 
Scientific and Technological 
Potential as well as the tax 
credit awarded.

Results
Being a Reference
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Sonae is nationally and internationally recognised for 
the many innovative initiatives it implements. 

Of the several awards mentioned in this page 
we highlight the Kaizen Lean Award in Business 

improvement that sets Sonae apart for being the first 
retail company in the world to implement the Kaizen 
methodology for continuous improvement, and the 
Digital Communication Award  an external recognition 
given to “Rede Contacto” .
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To assess the Research and Development activity 
of the Portuguese companies and institutions, the 
Portuguese Government issues the yearly Enquiry on 
the National Scientific and Technological Potential.

The R&D ranking for 2010, recently published by 
the Directorate-General of Education and Science 
Statistics, puts Sonae on the second place on the 
tanking of companies that invest the most in R&D in 
Portugal.

The total amount of the investment made in 2011 
was 63,3 Million Euros. A total of 2591 workers were 
involved in R&D actions, equivalent to 414 FTE.

19
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COTEC

710

R

The COTEC Innovation Scoring places Sonae in a maturity level that is considered by COTEC to be 

excellent.

This self-diagnosis enquiry has been carried out annually since 2008 with the objective of doing a 

quantitative assessment of the evolution of Innovation at Sonae. This enquiry is filled out by the top 

management and the members of the Innovation Committee.
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SIFIDE

O Sistema de Incentivos Fiscais à Investigação e Desenvolvimento

Empresarial permite-nos obter créditos fiscais e é um importante meio

de reconhecimento da nossa atividade de I&D. A Sonae tem apresentado

candidaturas em todos os exercícios desde 2003, tendo até ao momento

conseguido créditos fiscais no total de 7 milhões de euros até 2008,

o ano mais recente aprovado pela Agência de Inovação.

7 milhões
de euros

até 2008
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SIFIDE, Portugal’s System of Tax Incentives for Research and Development 

in Business, awards Sonae tax credits - an important way of acknowledging 

our R&D activity. Sonae has submitted applications every year since 2003 

and so far has received tax credits in excess of 7 Million Euros up until 2008, 

the latest year approved by the Innovation Agency.

7 Million
Euros

up until
2008
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Chairman’s Award

The Chairman’s Award is an annual 
prize that acknowledges and 
highlights the entrepreneurial spirit of 
Sonae’s staff. This prize was created 
in 2009 and is presented personally 
by Mr. Belmiro de Azevedo. It awards 
the initiative, the autonomy and the 
staff’s ability to implement significant 
changes in the company.
The winner is chosen from hundreds 
of applicants screened through 
several stages, with the commitment 
of employees from all companies of 
the Sonae group. 

The winner for 2012 was announced in the FINCO 
event, before an audience of over 400 people. 
The winning team, comprising Nuno Castro, Verónica 
Cristóvão, Pedro Moutinho and Francesco Salva from 
Discovery Sports (Sonae SR), was responsible for 
the product development of the Peugaiter and the 
Biodegradable Drinking Bottle.
The other finalists were Nuno Limões, Filipe Cruz 
and João Braga, of the Logistics Department (Sonae 
MC) and Arnaldo Pimentel Barbosa, from Optimus 
(Sonaecom).

Chairman’s
Award

Sonae
Awards
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Sonae
Awards

Biodegradable 
drinking bottle 
and Peugaiter

Aiming to highlight the Berg brand in the year it was 
launched internationally, two new, innovative products 
were developed: the Biodegradable Drinking Bottle, a 
drinking bottle for athletes who are concerned with 
the environment, and Peugaiter, a special running 
sock that unites the concept of a sock with support 
for the leg and coverage for the training shoe in order 
to prevent the entry of strange objects that could 
compromise sports performance.

These products then ran for prizes awarded in Outdoor 
Friedrichshafen, Europe’s biggest outdoor sports fair, 
so as to raise their profile. The goal was achieved 
as the Biodegradable Drinking Bottle was awarded 
the first prize in the category High Ecological and 
Sustainable Value.

These products arose from the effort of a team 
composed by Nuno Castro, Verónica Christopher, 
Pedro Moutinho and Francesco Salva, from Discovery 
Sports, Sonae SR. 

Chairman’s
Award
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Sonae
Awards

Sonae Innovation 
Awards

The Sonae Innovation Award 
is awarded in each company 
of the Group and is presented 
to the most innovative project 
of the previous year. We 
believe that this recognition 
is a fundamental incentive to 
ensure the maintenance of 
a strong innovation culture 
across the company.

In 2012 Sonae MC presented one winner and three 
honourable mentions in its Annual Staff Convention.

The Winner was the New Continente Bom Dia Concept, 
a new concept of urban supermarket comprising a 
better store environment, an innovative layout, the 
review of the product range, a better communication 
strategy and by the optimisation of the store 
operations. At an early stage this new concept 
embodied itself in the remodelling of the Continente 
Bom Dia stores in São João da Foz and NorteShopping, 
which then became the models for all the new stores 
of this kind.

In turn, the honourable mentions highlighted the 
EDP-Continente Plan, a new savings solution which 
offered a discount of 10% in the EDP electricity bill 
and converted it into cash balance in the customer’s 
Continente loyalty card; Well’s services, consisting 
of the provision of new optometry, beauty, hearing 
screening, nutrition and clinical analysis services; 
and the TREVO project, which developed three 
intervention areas for the sustained cost reduction of 
electricity bills in the food retail stores.

Sonae
Innovation
Award MC

Sonae MC
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Sonae
Awards

New Continente 
Bom Dia Concept

The objective of this project was to strengthen the 
presence of Continente Bom Dia in the convenience 
format. To answer this challenge, a multi-disciplinary 
team was gathered to rethink and propose a 
competitive and modern approach.

The design brief was to create a local neighborhood 
supermarket format suited to respond to changing 
consumer and consumption patterns, to reflect the 
existing brand identity and to build upon its known 
brand values: price, promotion, contemporaneity, 
variety, quality and convenience.

The target market is mainly urban and active with a 
busy lifestyle and little spare time, looking for fresh 
food, quality and variety of products, quick and good 
service.

Each store is to be formatted in proximity to large 
urban centres with a sales area between 1000sqm 
and 1500sqm.
Each store is to be formatted in proximity to large 

urban centres with a sales area between 1000sqm and 
1500sqm. It was a brand new format for Sonae MC and 
symbolised a successful innovation in store design 
and shopping experience in Portugal.

A new, intuitive and easy layout that included shifting 
the fresh produce section to near the entrance 
combined with contemporary design were two 
essential elements for the success of this concept. 
The result is a welcoming atmosphere that associates 
traditional markets with a modern, urban spirit, with 
special focus on the fishmongers, cafeteria, wine cellar 
and the beauty and hygiene sections. 

All areas of Sonae MC’s retail business were involved, in 
a project sponsored by the Executive Committee. The 
result was an attractive, ergonomic and easy space 
for the customer, ensuring a fluid and quick shopping 
experience, bearing in mind that quality and comfort 
should not sacrifice the productivity of the operation, 
the economics and the rational use of all resources.

Such extensive development work between the 
Sonae MC home team and external consultants 
was carried out over a period of almost one year, to 
translate the design concept into reality. The process 
involved various departments of the retail company, 
representing every facet of the process – commercial, 
operational, space management, store concept and 
development, construction, marketing amongst 
others.

In September 2011, the concept was implemented 
in the existing stores of São João da Foz and Norte 
Shopping, both in Porto, with a tightly controlled level 
of investment, in alignment with the current economic 
climate. 

Sonae
Innovation
Award MC
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Sonae
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Well’s Services
In 2012 Well’s contributed significantly for the 
democratisation of health and beauty services in 
Portugal.

Relying on partners that are reputable and well known 
in the industry, Well’s presently provides optometry, 
beauty, audiological screening, nutrition and clinical 
analysis services. The launch of these services, made 
available to customers in several Well’s stores in 
specially conceived spaces – providing total comfort 
and privacy, - is an example of the deployment of 
innovative business models.

By offering a more comprehensive value proposition, 
Well’s reinforced its positioning in the market as 
specialist in health, well-being and optics.
The new services already represent 7% of the total 
sales volume.

Trevo

The Trevo project, from Sonae MC, aimed at achieving 
a sustainable reduction of the costs with electricity 
in stores. While maintaining the levels of thermal 
comfort for both customers and staff, the electricity 
bill was reduced by 4 million euros over the past three 
years. This result was based in three measures:

•	 Innovation in shopping – Sonae is one of the 
pioneering companies acquiring electricity in the 
liberal energy market.

•	 Reduction in consumption – through the 
substitution of equipments by solutions that are 
more efficient.

•	 Generate revenue – with 100.000 Euros in 
revenue in 2011, this is the biggest national project 
for mini-generation production with photovoltaic 
panels; we are placed 6th among retail companies 
at an European level and 15th in absolute terms.

Sonae
Innovation
Award MC
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Sonae
Awards

EDP Continente plan

Continente and EDP celebrated a unique partnership 
nationally, offering 10% discount off the electricity bill 
until the end of 2012.

In times of hardship for families, Continente supports 
its customers, seeking to come up with new value 
propositions and solutions that ease daily living. This 
partnership reinforces the mission of contributing in a 
more comprehensive way for the families’ well-being. 

The campaign resulted in a sales increase estimated 
in 30 million Euros and in the strengthening of the 
value offer of the Continente loyalty card, increasingly 
perceived as a card that goes beyond its brand. 

Sonae
Innovation
Award MC
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In 2012 Sonae SR presented 
one winner and 3 honourable 
mentions in its Annual Staff 
Convention.

The winner was iConnect, 
a central platform for 
management of teams 
and processes used by the 
Administrative Services.

In turn, the honourable 
mentions highlighted the 
Sport Zone 3G project, a new 
concept that envisions more 
interactive and engaging 
stores; and an innovation 
project in Zippy’s customer 
service that consisted in 
introducing tablets in stores 
containing digital catalogues of 
the childcare product range.

Sonae SR

iConnect

iConnect arose from the need to develop, standardise 
and centralise platforms and tools of control and 
support to the work carried out by the payables team 
from the Administrative Services.

The paradigm of “Enterprise 2.0” was adopted, 
consisting on the use of the Web 2.0 technologies in the 
business environment that promote the interaction 
and the sharing of information among users. This 
platform allowed for a substantial improvement of the 
team’s productivity levels.

Sonae
Innovation
Award SR
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Sport Zone – 3rd 
generation stores

In order to provide a pleasant store environment that 
helps customers to feel good and comfortable, and to 
enjoy finding solutions in addition to helping them to 
live the experiences that were thought out for them, a 
new generation of sports shops was developed.

In this new Sport Zone store, customers experience 
a remarkable shopping experience that is more 
engaging, interactive and functional.

By positioning the brand as a specialist in sports 
goods, the variables of price and technicality are 
conveyed with greater magnitude, ensuring free 
effective service as well as enhancing the productivity 
of our staff.

Modular spaces were also privileged, thus giving 
brands a highlight that did not exist and improving the 
awareness of the existing offer.

Zippy – Customer 
service

In order to increase the assisted sale of childcare 
products in Zippy stores, a solution for tablets was 
developed. It allows for the boosting of sales and the 
elimination of paper catalogues. 

The digital version of the catalogue, with production 
costs that are equivalent to one tenth of the paper 
edition, allows for frequent and agile updates. 

Displaying the full collection in a pleasant and intuitive 
way, the image of an young brand that is modern and 
always up-to-date is also conveyed.

This application, used in 84 Zippy stores in Portugal 
and Spain, has been welcomed with enthusiasm both 
by the staff and customers.

Sonae
Innovation
Award SR
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With the objective of creating 
long term economic and social 
value by bringing the benefits 
of progress and innovation to 
a growing number of people, 
Sonae implements hundreds of 
innovative projects every year. 

Innovation Projets

Innovation
Projects

Products

Services

Marketing

Process

Organisation



33

Products

Driven by a relentless desire 
to improve we invest highly 
in the innovation of our own 
brands across all retail formats, 
either by introducing new 
products or by improving them 
substantially.

Inspired by our trips around 
the world and having our 
customers in our minds, we 
redesigned spaces, changed 
how products are presented 
and made available created 
new store concepts.

Products

Innovation
Projects
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Textile Project

Continente’s textile project meets the need for a 
clear and strong organisation of a wide range of basic 
products that is in line with its business strategy.

The goal was to create a sales space where the 
product is highlighted and that evolves alongside with 
the collection. This area is endowed with wide visibility, 
a dynamic organization and a striking massification 
process, in which price and the products stand out.

The work carried out in highlighting lighting, adding 
rhythm and excitement to the space, was crucial 
in this atmosphere. The merchandising work done 
was also decisive, with the development of a specific 
device to convey the idea of massification without 
extra stock.

The use of most of the pre-existing equipment in 
the store ensured cost control and the possibility 
of a roll-out to other stores. This concept provides 
an atmosphere which is in line with the strategic 
guidelines for product display in the store.

Hypermarket
 of the Future 

The project “Hypermarket of the Future” aims to 
add economic and emotional value to the shopping 
experience, in a store that is also seen as a social and 
cultural hub. 

The store is designed to provide a “Hyper experience” 
intertwined with convenience. The objective is 
to emphasise the fresh produce area in addition 
to creating a sense of awe, differentiation and 
functionality in the non-food area.

The design of the space is characterised by current 
trends associated with traditional markets and 
warehouses, with the neutral colours of natural 
materials and with simple lines and urban graphics.
We made an innovative approach to the issue 
of highlight lighting; the space becomes more 
comfortable with the dimming of the light in the traffic 
areas.

This concept, implemented in the Continente store 
in Cascais, was also present in the design of the 
refurbishment project of the Continente store in 
Évora and was pivotal in the development of the 
concept used in the adaptation process to the format 
Modelo, first used in the store in Santa Maria da Feira.

Products
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Refurbishment 
of the Bom Bocado 
store in Évora

The project of the Bom Bocado store in Évora aimed 
to enhance the quality of the customer’s shopping 
experience by creating a modern and comfortable 
space.

Special focus was given to the quality of products 
namely coffee, pastries and bread. With this in mind, 
the development of different environments in the 
meal area to confer a special touch was pivotal.

The presence of natural light, the combination of 
different materials and textures and the balance 
created between sober tones and touches of colour 
were fundamental to create a space that is calm and 
specialised in addition to being youthful and informal.

Samsung areas 
in Worten stores

Aiming to enhance the shopping experience in Worten 
stores, a Samsung Experiences area was implemented 
in the Worten store of Colombo.

This space incorporates the latest Samsung 
technology platforms and applications. It was 
developed with focus on customer satisfaction 
and meets their expectations of innovation and 
experimentation in one single area, being available to 
all customers that like technology products.

This concept allowed Worten to strengthen its market 
share in the higher segments, promote convergence 
technologies and enhance the brand’s image of 
innovation.

The success of this partnership is clear given the 
32% increase in Samsung sales and an impressive 
sales growth exceeding 600% of Worten’s premium 
segment.

Products
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Continente 
Brands

Continente is always beside its customers, striving to 
present new solutions as well as valuable proposals in 
addition to increasing supply.

By employing new technological and industrial 
processes, new solutions were tested with trusted 
partners, thus allowing to propose a wide variety of 
products with the quality of the brand.

From this continuous innovation process we highlight 
the coffee machine and capsules of the brand 
Continente, the selection of regional hams, the 
cheese and ham 50% brand, the Azorean meat in 
thin pack and the new range of products “Fácil e Bom” 
(Good and Easy).

Additionally, Continente has reinforced its 
commitment toward the protection of the 
environment with the expansion of the Ecoproduct 
range. In this new range of household cleaning products 
we provide a set of environmentally friendly products 
that are effective and have pleasant fragrances at 
very competitive prices. Thanks to the recycling and 
biodegradability characteristics of these products the 
Eco-Label certificate is present in most of them.

The new product range has been welcomed by 
customers and its sales have been performing 
exceedingly well. 

Continente 
Exclusive Brands

In order to attract and maintain customer loyalty, 
Continente has released new ranges of products with 
exceptional value for money. In addition to highlighting 
the reputation of these exclusive products as brands 
that are recognised by customers, some ranges were 
created and others extended, providing solutions that 
are complete and accessible to all customers.

These products cover several business areas. In 
health and beauty we highlight the range of makeup 
products My Label (introducing new nail polishes and 
eye shadows, among other products) and the My 
Label sunscreen. In food customers can find a wide 
variety of unique and delicious chocolate candies 
of the brand “Bem me Quer” (He Loves Me), and 
premium Norwegian cod from the “Terra do Bacalhau” 
brand (Home of the Cod) under the supervision of chef 
Vitor Sobral.
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Área Viva Continente 
product range

Continente’s “Área Viva” product range was extended 
in an attempt to meet the specific dietary needs of a 
growing number of customers.

This range includes over 70 private-label products, 
aimed at specific needs as well as a more balanced 
diet, which includes food intolerance (gluten-free 
and lactose-free products) and products for diabetics 
(without added sugars). It also covers new areas, 
such as food supplements, products for athletes and 
slimming products.

 With this new approach the Área Viva products already 
account for a third of the sales of dietary products in 
this category.

“Casa Continente” 
universe

The strategy, positioning, price, range, store space 
and online presence of the Kasa universe of products 
underwent a thorough review.

A rebranding of Kasa Modelo onto Kasa was executed 
and the concept is now more aspirational and 
emotional, helping to turn the house into a place of 
rest and interaction with family and friends.

New products with distinctive design were launched, 
with new lines in the party, dinner services and 
crockery/linen ranges, closely followed by the stars of 
the TV show “Querido, Mudei a Casa” (similar to the TV 
“while you were out”).

The store space was remodelled to create a more 
distinctive environment. The display of products and 
shelving were rethought in order to better highlight 
them. Real environments, such as a bedroom area, 
were created to give customers the opportunity to 
touch and feel the items on display.

The Casa catalogue was included in Continente Online 
thus acting as a complement to sales in stores. The 
products, available through the concept of virtual 
stock, can now be delivered at home or prepared to be 
picked up by the customer in a store that is convenient 
for them. These changes have been greatly welcomed 
by customers and stores, where they were seen as a 
vital tool to support the sale of these products.
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Continente Magazine 
Lunch bag 

Following the analysis of new market trends we 
created the concept of “Marmita Lunch”.

As this is an economic and healthy option, Continente 
wanted to boost this initiative and participate in it by 
developing a product that is in line with the strategy 
used in the brand communication. The end result, 
a product that is 100% national, resulted from the 
use of past editions of the Continente Magazine, 
thus reinforcing the brand’s concern regarding 
sustainability.

The marketing strategy includes the offer of the 
amount with several discounts in the Continente 
loyalty card with the intention to generate an increase 
in sales in the stores.

By launching this product, Continente approaches 
two main courses of action: encouraging savings and 
a healthy diet.

Volleyball League 
Pro ball
Sport Zone’s League Pro Volleyball ball took two years 
to be developed, with the assistance of top Portuguese 
Volleyball athletes. The end result is a top quality ball 
that can be used in any kind of Volleyball competition, 
available to the public in general at an affordable price.

The 2011 Sport Zone Super Cup aired live on Sport TV 
and was the first official competition of a professional 
sport in Portugal in which the brand of the ball used 
was 100% Portuguese. The development of this new 
product and its use in this Cup final led to an increase 
in value and visibility of the brand Sport Zone not only 
in the world of sports in general but also Volleyball in 
particular. 
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Popota Merchandising

Popota, Continente’s mascot, is inseparable from 
the World of Toys, with active presence in the weeks 
preceding each Christmas season.

Christmas 2012 marked the creation of a line of 
toys with its image. The project was based on the 
opportunity to transpose this mascot’s world of dream, 
fantasy and fame onto merchandising products, 
increasing the commercial appeal and enhancing the 
reputation of the Continente brand.

A business plan with objectives and licensing 
assumptions was defined based on a royalties model. 
In addition to this, a standard manual for the brand, 
image rules for the packaging and the two lines 
PinkLove and PopStar were also developed.

tThe success, evidenced by over 80 Popota products 
launched in 2012, mostly in   toys but also in the textile 
section and present in the grocery, health and pastries 
sections, helped reinforce the contact and interaction 
of the mascot with the younger customers.

Nutriendi

SportZone launched Nutriendi, an own brand of 
nutritional supplements.

This development resulted from three years of 
studies concerning customers, products and potential 
suppliers to guarantee a desired level of excellence. 
The objective consisted in developing products of the 
highest quality and safety adapted to the needs of all 
athletes.

This new range meets the increasing market demand 
by all athletes and in general by those who are 
concerned with well-being, performance and recovery 
from physical exercise.
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New Product Ranges 
in Continente Online 

Continente Online began selling new ranges of 
products such as tickets, enrolments in marathons, 
mattresses, and swimming pools. This development 
challenged the existing processes and, as such, 
contributed to the development of new mechanisms, 
including those related to new logistics processes.

This led to an increase in business and in the 
additional service provided to customers. Customers 
now consider Continente Online a brand committed 
to sell new product ranges, with great impact in the 
marketplace.

 Fast Dry Wetsuit

Deeply developed Fast Dry, a new range of wetsuits 
that dry quickly. The new model has a type of 
neoprene that repels water more effectively.

The focus on the development of a product with these 
characteristics enhances the technical attributes of 
the brand Deeply.

The advantages of the development of this product 
are remarkable, namely from the perspective of the 
increase in sales and services related with the Deeply 
surf schools.
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Partnership 
with Rock in Rio

Continente and Rock in Rio-Lisboa teamed up for the 
first time, to launch a unique campaign in Portugal 
which offered 20% discount in the Continente loyalty 
card with the purchase of tickets for the event.

Throughout the three months of the campaign (March, 
April and May), Continente maintained the highest 
level of total recall of Rock In Rio campaigns, standing 
out from all the other brands sponsoring the event.

With this activity Continente increased its business, 
the awareness for the brand and earned an association 
to the world of music. Another benefit of the campaign 
was the promotion of the online store as 60% of the 
tickets were sold via this channel.

Partnership with the 
Portuguese Football 
Federation

Continente is the official sponsor of the Portuguese 
Football Federation as well as the Portugal national 
football team and entered into a partnership to 
promote, publicise and sell tickets for the qualifying 
matches of the World Cup 2014 as well as for the 
friendly matches.

In a time of great challenges, the value proposition 
to its customers was enhanced, providing moments 
of family fun that are affordable, with tickets at €10, 
€15 and €20 with 50% discount turning into the cash 
balance of the Continente loyalty card.
As a result, the average occupancy rate of the 
stadiums during the matches grew from 60% to 100%.

This action reinforces the position of the brand in 
the market, creating grounds for distinction and 
relevance in terms of communication, in addition to 
being the embodiment of the concept “Eu conto com 
o Continente.“ (I count on Continente)
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Continente 
holiday packages

The Continente holiday campaign offered its 
customers the possibility to spend week in 3-, 4- or 
5-star hotels in Portimão, Algarve, with 20% discount 
in the Continente loyalty card.

In a time when families are going through a rough 
economic period the positioning of the Continente 
loyalty card was reinforced to serve as a savings 
solution in addition to straightening the closeness of 
the Continente Brand. 

The campaign was a success from the first day, in 
which 54% of the existing room nights were sold.

Happy Choice 
Experiences gift boxes
By introducing its Happy Choice product range to 
the market, Worten debuted a new product segment. 
This is an own brand by Worten, in the market of 
experiences and that offers its clients inspirational 
and amusing moments at the most competitive prices 
in the market.

Upon launch, the brand reached a total of 14% in the 
business of gift boxes in Worten stores, reaching the 
third place of the whole market, and a market share of 
4.5% in the month of release.
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Services

Innovation in services is one of 
the most differentiating factors 
in retail.

Services associated with 
products confer them more 
added value, becoming a major 
purchase decision-making 
factor for the customer.

We have also conceived 
services that are offered 
without an added cost with the 
objective of boosting customer 
loyalty to our growing value 
offer.

“Chef Online” universe

The Universe of the “Chef Online” is now present in 
several channels: the Continente website, interactive 
ads, TV games and iPhone and iPad applications.

Throughout the broadcasting of Continente adds, 
when the red button of the Meo remote control is 
pressed customers are able to access the application 
directly on the TV and watch over 200 video recipes 
from Chef Online.

The TV game takes advantage of all the features of 
the MEO Interactive game area, highlighted by its 
design and smoothness.

In the mobile applications, the recipes can be 
researched by category of ingredients, by chef, by 
top preferred recipes or by the most viewed. The 
application allows for the addition of written or 
recorded notes and, in the event there is a missing 
ingredient, for the purchase of the needed products in 
the Continente store. 
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Online sale 
of school textbooks
We developed a website that is specifically oriented 
towards the sale of school textbooks. Alongside with 
an efficient logistics process the sales objectives for 
these products were widely surpassed.

Through this value proposition, Continente Online 
managed to achieve a strong growth of the sales 
volume for school textbooks in addition to reinforcing 
the quality of the service provided to customers. 

GeoStar Mobile
An iPhone application was developed in 2012, the first 
of the new series of GeoStar Mobile interfaces. The 
user can define their profile and have access to real-
time chat with a human operator. 

This solution allows for the viewing and reservation of 
several products in a fluid and intuitive way as well as 
to access all travel details. In addition to this, it allows 
the user to see the full itinerary of the next scheduled 
trips and get information with regards to the status of 
the flights in the main airports. 

Taking advantage of geolocation, the user can also 
have access to a weather forecast service and local 
recommendations on restaurants and interesting 
activities. 
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MDS Proximity

Proximity is a new and exclusive way of communicating 
and dealing with insurance between MDS and its 
customers. Via a private and safe portal that is 
available 24x7x365, it allows customers to view and 
change the information in their insurance portfolio, 
view all related documents as well as information 
reports and requests for new insurance in addition 
to having the opportunity to report and follow claims 
processes. 

With simple and intuitive usability we ensured 
customers had total control over their teams’ 
authorisations and autonomy in the decision-making 
process. Additionally, the automatic integration 
of data allowed for an increase in MDS’s process 
efficiency. 

Vet Net
Vetnet is a microsite in Continente Online that aims 
to respond to the most frequent questions regarding 
the health and feeding of the most common of pets: 
Dogs and cats. 

Customers can also seek advice and information as 
to the breeding that best suits their lifestyle or the 
relevant care that has to be taken in each life stage 
of the animal.

This innovation meets the customers’ needs who, in 
turn, have their doubts clarified by their trusted brand: 
Continente.
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Well’s Range 
of products in 
Continente Online

Well’s has improved their customer service through 
the sale of products in Continente Online.

Initially, the online presence relied on a range of 1000 
products composed by dermo-cosmetics, dietary 
supplements, childcare, optical and basic health 
products. Throughout the year it was broadened 
by adding Well’s orthopaedic products, via the 
development of a specific sales website. With over 
400 products in this category, new customer services 
were developed and sales for the brands increased.

This initiative resulted in an additional sales volume of 
100,000 euros in the first trimester of 2012 and led to 
an increase in reputation of the Well’s brand. 

Hotels 
in the Geostar.pt
website 

The hotel category in the Geostar.pt website 
underwent a strong reorganisation process to 
increase the search performance, boost the sources 
of products and hotels with information from Trip 
Advisor’s website and the automation of the mailing 
process for documents.

This change was spread via promotional activities, 
with the debuting of several theme pages on hotels, 
namely the apartment page and the page of hotels 
in the Algarve. These improvements allowed for 
a substantial increase in hotel reservations and 
consequently in sales.

As a result, the numbers in the Web channels recorded 
a 98% increase in the sales volume and a 64% increase 
in the generated gross margin. 
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Apple’s technical 
support centre 
in Worten

CAAA, envisioned and implemented exclusively by 
Worten in a close relationship with Apple, is unique in 
Europe.

It is a space inside the store, adjacent to the area 
where Apple products are displayed, thus promoting 
pre- and post-sale services.

The first repair centre opened in January 2012 in the 
Worten store at Colombo Centre and had an amazing 
acceptance from customer as well as a favourable 
assessment from Apple executives. As a result of this 
new service, the average assistance time was reduced 
by 75% and the sales volume of Apple products in this 
store doubled. 

Services

Innovation
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Book.it events

Since the first Book.it store was launched in 2007, the 
brand has sought to be close to its target. One of the 
activities that enabled this is Story Time, a cultural 
activity that is part of a children’s books reading 
program. 

In 2012 Book.it went the extra mile by offering 
its customers the change to take part in several 
workshops, namely painting and arts & crafts. For 
two hours the customers learnt different crafting 
techniques and exercised their artistic side. This 
resulted in real works of art that filled the store with 
colour, paint and plenty of smiles. 
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Seller Tablet 
Assistance
Worten’s staff can now offer its customers a more 
effective follow-up in the sale of accessories and 
additional services to the product, namely credit, 
insurance and extensions of warranty. With this in 
mind, the staff were given tablets that use a custom 
software and provides information that supports the 
sale.

This project (still in its pilot phase), allowed for a 
40% reduction in average duration of simultaneous 
sale with and evolution of over 30% in the sale of 
accessories and complementary services.

This fast and effective solution induced a degree 
of technological sophistication that is clear for the 
customer and represents the values of the Worten 
brand.

ColorADD in the labels 
of textile articles 

ColorADD labels were included in garments, allowing 
for the identification of colours by colour-blind people.
With the placement of this colour code, one aims for 
higher social inclusion and a boost in image recognition 
of the Zippy and Modalfa brands. 

In Zippy’s international expansion, this implementation 
becomes even more relevant and becomes an added 
differentiation factor as ColorADD is an international 
standard and it is no longer necessary to include the 
names of the colours in the labels in several languages.
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Deliveries during 
the Summer holiday 
season – Continente 
Online in Algarve

In 2012, Continente Online followed its customers in 
their usual Summer holiday trip to the Algarve.

For that purpose, a logistics process was developed to 
support the strong increase in demand. The process 
consisted in the preparation of the orders in Lisbon, 
then aggregate transportation to Algarve and later 
separation for delivery with the required quality and 
efficiency. The whole process was capitalised in an 
efficient communication with the customers.

Supported on an efficient communication with 
customers, Continente Online was able to guarantee a 
scalable proposition, with growing levels of quality and 
a substantial reduction in operational costs.
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Marketing

Innovating in Marketing is 
all about improving how we 
involve the customer in their 
rational, emotional, social and 
recreational dimensions. 

We develop new promotional 
activity and ways to relate with 
the communities in which the 
stores are set.

Zippy store 
opening campaigns

Zippy has once again surprised its customers with 
original campaigns in the opening of its stores in 
Forum Istanbul and RIO Shopping in Valladolid.

In Valladolid, the store’s shop window was decorated 
with hundreds of post-its, each one showing a discount 
to be used in the opening campaign.

The customers’ reaction exceeded all expectations in 
both sales volume and brand awareness, as a result of 
the buzz generated.

In the opening of the store in Istanbul, Zippy made 
history by creating the biggest logo ever built with 
t-shirts and which is now part of the Guiness book of 
records. In addition to this, Zippy also won the smile 
of the children of the NGO “Children of Hope”, to 
whom the 3.937 T-shirts used in this campaign were 
donated.

Thus, we managed to achieve the media attention 
needed to boost the brand in these markets.
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Opening campaigns 
of stores 
Continente Bom Dia

For the first time in Portugal, the opening of a new 
store involved the customers in the community 
before the actual opening to the public.

With the support of local organisations, councils and 
cultural spaces, the store’s management, concept 
and available services in the new Continente Bom Dia 
stores were presented to local customers.

The pilot project was implemented in the opening of 
the Continente Bom Dia store in Ramalde and, given 
its success, was applied to the remaining openings 
planned for 2012. In addition to the new store and its 
services being shown to customers, the relationship 
with customers was enhanced and the goodwill from 
the local community was boosted.

Mega Picnic 2012

The Mega Picnic is a yearly event to support national 
food production. In its fourth edition the motto was 
“Countryside and sea meet in the city”, the sea being 
the great novelty compared to previous editions.

The Mega Picnic transformed the Terreiro do Paço 
in Lisbon in a real cultural space where experiences 
are shared and rose awareness for the importance 
of supporting national production, highlighting the 
producers of the Clube de Produtores Continente 
and their products and summoning the Portuguese 
people to take part in a unique moment celebrating 
the country. 

The success of this event was reflected in the more 
than 100 news and by the more than 550.000 people 
who visited it throughout the day.
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Decision-making 
and shopping process

In order to get better acquainted with Continente’s 
customers and provide them with a better shopping 
experience, two initiatives were implemented.

“Customer Intimacy” involves staff in the observation 
of the customer’s planning, choosing process and 
shopping experience.

In “Vanguard of Research” we aim to assess the impact 
of in-store communication and display through the 
usage of eye tracking technology.

Combining these actions allows for an understanding 
of the way spaces and objects are assessed by 
customers, as well as the effectiveness of stimuli as a 
whole and within the customer’s context.

Retailtainment

The Shopper Experience project arose from the 
challenge to come up with new ways of surprising 
Continente’s customers. The concept is based on 
the assumption that the customer is given the 
opportunity to have unique in-store experiences in an 
attempt to make them briefly forget the hard times 
we are going through. The in-store theatre actions and 
the Popota Tour, an activity taking place in 80 stores, 
are an example of the variety and comprehensiveness 
of these experiences. 

In the end, we reached more than 150.000 customers 
in the 184 stores where these actions took place. The 
initiatives, with media coverage, brought customers to 
the stores and involved them emotionally, in addition 
to reinforcing customer loyalty to the brand. 
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Sense bus and minilab

In an attempt to make the customers acquainted with 
the new product ranges, Continente implemented two 
innovative initiatives: Sense Bus and Mini Lab.

The Sense Bus is a laboratory without geographical 
limitations. A vehicle was adapted to create a 
preparation area that allows for the transformation 
of food and the storage of refrigerated and frozen 
products. In this space, comprising two tasting 
areas, we gather sensorial feedback from customers 
regarding the new products of Continente’s own 
brand. The Sense Bus was present in the parking lots 
of many stores throughout the summer. 

To carry out these tests inside the stores we created 
the Mini Lab. This lab was installed in the shop floor, 
catching the attention of customers while shopping.
With the Sense Bus and the Mini Lab we were able to 
integrate two realities in one single concept. With na 
average of 135 daily visits the success of the project 
was clear.

Campaign 
for pregnant women 
and new moms
This campaign on Continente Online offered the cost 
of the delivery rate on deliveries of orders to pregnant 
women and new moms.

In addition to the initial offer of this rate for one year, 
we defined a periodic communication plan with the 
adhering customers, consisting on mailing a biweekly 
newsletter with a theme that is relevant for this 
target group. Each newsletter not only reminds the 
customers of the 100% discount in the delivery rate 
but also integrates product and content, includes a list 
of the products related to the theme that are available 
in the online store and a theme video available in the 
baby’s universe of products. Some of the themes of 
this newsletter are hygiene, feeding and safety of the 
baby.

The campaign was a success. We achieved 2000 
registrations and over 500 new, frequent customers.
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Christmas at Well’s
In the 2011 Christmas campaign Well’s innovated by 
adapting the promotional practices traditionally used 
in hypermarkets to its line of business. At the same 
time, a communication campaign was implemented 
featuring the presence of the brand and its products 
in the major women’s magazines. The in-store space 
was also changed to allow for the easy recognition of 
the articles in promotion.

The customers approved of this campaign and Well’s 
reached a sales volume six times higher than the 
levels achieved in the previous year’s campaign. 

Book.it goes out 
in the streets

In line with the recent market trends, book.it went out 
in the streets and created new contact points with its 
customers.

In light of the success achieved in 2011 with the 
participation in the Oporto Book Fair, the book.it 
publisher took part in the demanding Lisbon Book Fair 
– a presence disputed among the many interested 
publishers and which turned out to be a winning bet.

However, book.it did not limit its presence to literary 
events: the Mercado de Sabores (Flavours Market) 
and the Mega Picnic were also the chosen stage for 
book.it pop-up stores. The choice of a common van 
which was adapted for the purpose of the street sale 
met the youthful, dynamic and cultural image that 
characterises the brand.

With this highlight, book.it asserted itself as the 
publisher of Portuguese and international literary 
classics, Nobel Prizes in Literature, several children’s 
and teenagers’ book collections, collections of 
children’s interactive sound books, and cookbooks.
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Modalfa 
and Sport Zone dress 
the Olympic team
Sport Zone and Modalfa were the chosen brands for 
the development of the Portuguese Olympic Team’s 
uniform and sportswear.

The sportswear was developed by the Sport Zone’s 
creative team, with the support and know-how of 
high competition athletes. For the development of 
the sportswear the specific needs of the athletes 
were taken into account, always keeping in mind the 
Portuguese values, present in its colours and design.

In what concerns the Olympic uniform, Modalfa, was 
responsible for the whole design process, ranging 
from the design to the selection of raw materials and 
production. The choice of colours and the usage of cork 
as the raw material for some of the accessories are 
two of the major examples of the national symbolism 
that characterised the development of the uniform.

In this way, Sport Zone and Modalfa were paired up 
with internationally renowned brands, namely Nike, 
Adidas, Reebok, and designers such as Armani, Ralph 
Lauren and Stella McCartney.

Worten and Zippy 
in Facebook
Zippy broadened its online presence with the creation 
and promotion of the Zippy Portugal page on Facebook,  
gathering more than 100 thousand followers.  This 
was the start of a privileged means of connection and 
relation between Zippy and parents, grandparents and 
friends. This page is a showcase of Zippy’s commercial 
offer, and has the ability to generate sales and direct 
the customer to the brand’s website. This presence 
in social networks encourages visits to the Zippy 
stores, in addition to encouraging the subscription of 
its newsletter. The digital campaigns in childcare have 
had excellent results, namely a substantial increase in 
registrations on its website.

In turn, and with more than 540 thousand followers, 
Worten’s page on Facebook is in the Top 5 of national 
brands. Worten continuously develops integrated 
applications in the promotional plan, namely the 
Euro Campaign, Everything For The Home and the 
Christmas Campaign, among others, which allow for a 
natural and relaxed interaction with costumers.
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Worten OnLive

The Worten OnLive portal is a web-based community. 
Its users can exchange information, clear doubts and 
share experiences with technology specialists and 
other members. In WortenLab, a concept that is part 
of the OnLive, members can also try out the latest 
Worten novelties for free for a period of 30 days. 

Continente
in Social Media

With the objective of boosting its return to the social 
media, Continente’s Public Relations strategy was 
rethought. The new approach to the social networks 
included the promotion of business-related content 
that lead to an increase in visibility of the assets of 
the Continente brand (products, services, campaigns) 
and eases the approach made to target groups that 
are considered strategic.

The focus was mainly set on the development of a 
close relationship with some of the most well-known 
and influential national bloggers, namely through 
the mailing of information regarding the brand, the 
promotion of contests, brand activation and offers.

The success of this new approach was clear in the 
exclusively online campaign “Olá, Eu sou Portugal” 
(Hi, This is Portugal”), that was developed with the 
objective of highlighting the Continente brand as 
one of the most innovative brands in the way they 
communicate and enhances its sponsorships, namely 
with regards to the support given to the Portuguese 
Football Federation and the National Team. The 
number of shares in excess of 100,000 and over one 
million views are a sign of the success of this initiative.

Marketing

Innovation
Projects



57

Continente loyalty 
card in Modalfa

In an attempt to increase consumer loyalty and raise 
new costumers, Modalfa and Continente teamed up to 
take part in the largest loyalty card in the country.

This commitment between the two brands and its 
costumers relied on strong communication campaigns 
and resulted in benefits for both sides.

Customers can received discounts, earn the 
permanent bonus of 5€ for each 500€ spent, and 
spend the discounts collected at Modalfa just as in 
Continente.

Continente expands the number of partners in the 
customer loyalty program with the intention of setting 
up an ecosystem of loyalty.

Once again, Modalfa proves itself to be close to its 
customers, promoting synergies in loyalty programs 
with win-win results not only with regards to the 
savings achieved with the purchase of products but 
also to the increase in sales in a specially demanding 
environment.
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Processes

Innovation in processes is 
fundamental to ensure steady 
improvements in our staff’s 
productivity and achieve 
business profitability. For this 
reason we innovate not only in 
what we do but also in how we 
do it. 

These improvements affect 
the whole company in a 
positive way, ranging from our 
stores to the central teams and 
warehouses. 
 

Continente’s Sensory 
Assessment

The excellent quality of Continente’s own brand of 
products leads to an increase in the number of families 
choosing them. This fact derives from the continuous 
investment carried out in the sensory assessment of 
these products.

In order to promote, monitor and ensure that these 
products are of the highest quality the Quality 
Management team innovated by establishing an 
internal auditor’s database. This leads to a more agile 
process, clearly present in the more than 21 000 tests 
carried out in 18 months. 
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Strategic Workforce 
Planning

The Strategic Workforce Planning is the new 3-year 
strategic planning of human resources, based on the 
strategy that was outlined for the various businesses 
in light of the Sonae’s current reality.

It allows for the forecasting of future human resources 
needs, conferring agility to the process of identification 
of competences and talents to ease the growth of 
each business. It is a transversal process for all the 
companies of the Sonae group through the execution 
of a forward analysis regarding the competences and 
resources that the Sonae Group needs to endow its 
current workforce with.

Category review 
and range 
optimisation - CROA
The CROA project sought to define the role of 
categories in a context of strategic alignment in 
addition to seeking the improvement of the range 
review process. It enabled the achievement of 
advantages in several of the company’s processes, 
namely:

•	 The use of customer segmentation information 
in the decision-making process of product range 
definition

•	 Review of space allocation methods for the space 
occupied by products.

•	 Optimisation of the number of products for each 
type of store.

These processes allowed us to attain a higher level 
of operational, logistics and stock management 
efficiency, leading to an increase in profitability.
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Applicational 
Dashboard 

The application dashboard of the Information Systems 
and Innovation department (ISI) gathers information 
essential for daily management and follow-up of 
business processes that are vital for the company.

The development of this tool and the multiplicity 
of processes that are managed with it is part of 
the strategic vision for systems integration. The 
dashboard enables proactive monitoring in addition 
to allowing for the generation of information that 
supports the decision-making process, in addition to 
a closer and more effective follow-up of the progress 
of those processes, thus ensuring transversal and 
continuous improvement.

Comprising such diverse areas as closing accounts, 
project stabilisation and data quality control, this 
dashboard is an essential tool for the attainment of the 
desired service levels and for customer satisfaction 
which are cornerstones of ISI’s performance as 
Sonae’s partner in the creation of value.

Partnerships
for Value Creation

In order to reduce the cost of own brand products, 
the project Creating Value in Partnership, from Sonae 
MC’s Grocery Commerce Department, converted the 
traditional business model into a long-term relational 
business model.

Jointly with the suppliers the whole own brand 
development process was redesigned, ranging from its 
conception to its arrival to the store. All variables were 
studied: product characteristics, packaging, ordering 
process and production process. The optimisation 
of the stages was clear for both sides and reducing 
the time-to-market of these new products, with 
advantages for customers and all stakeholders.
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Support 
to the entire sales 
process in Worten

As the Electronics market is extremely dynamic, 
there is a need to provide the staff with tools that 
allow them to be constantly updated regarding new 
products, services and promotions.

Training in complete sales solutions for products 
whose sale is assisted consists on an e-learning course 
for all electronic units that takes place every fifteen 
days. So far, more than 2600 workers of the consumer 
electronics department have already completed this 
training.

This way, an agile means of communication between 
the commercial and operations is set, aligning the 
biweekly leaflets and promoting the sale of complete 
solutions to our customers.

H2RM
H2RM is an integrated application solution for 
advanced management of risk from MDS, Sonae’s 
insurance broker.

It was developed around the concept of Cloud 
Computing and enables the integration and 
management of information regarding the risks 
organisations are exposed to, and providing elements 
that ease the decision making process. It controls 
the implementation of mitigation measures in a 
dynamic way, measuring its evolution and deviations 
in what concerns the organisations’ tolerance to risk. 
Additionally, it allows for a comparison with peers and 
gives access to a knowledge database on risk. 

This implementation broadens the range of services 
provided by Herco (MDS’s subsidiary in Brazil) in a 
model of comprehensive solution in risk management, 
placing the brand in a sophisticated consultancy 
segment and allowing for an increase in reputation.
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Automation
of the Azambuja 
Logistics Park
The automation project of the new Azambuja Logistics 
Park, a distribution centre that supplies all stores of 
the Fashion and Sports divisions, met the need for an 
improvement in logistic processes and endowed the 
warehouse with space to grow in the future.

The solution that was adopted results in a faster 
and more agile unloading process, with less room 
for mistakes in preparation and an improvement 
in the working conditions and ergonomics. The 
transportation of goods within the warehouse is done 
via conveyor belts and the products are placed in the 
several destinations via an automatic unit separator. 

The process of closing, weighing, identifying and 
separating the boxes prepared for the stores is carried 
out in the end via an automatic box separator.

Energy efficiency 
in the distribution 
centres

Several measures were taken for energetic 
optimisation in the distribution centres, resulting in 
a significant cost reduction. The solutions focused on 
the optimisation of the existing lighting system and 
the development of solutions using natural daylight.

The illumination of the 45.000 sqm operational 
area was changed by replacing the 400 watts 
sodium vapour lamps T5 economic last-generation 
fluorescent lamps. This change led to a direct savings 
in energy costs of 20% and enabled the control of the 
energy flow according to the existing level of daylight.

With regards to natural daylight, the places with less 
light were identified and a mixed solution comprising 
translucent plates and solar tubes was implemented. 
This solution, used in the warehouses in Azambuja, 
Carregado and Madeira, led to an approximately 35% 
decrease in energy consumption. 
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Optimisation of the 
loading process of 
containers

The need to optimise the shipment of products to the 
archipelagos of Azores and Madeira in containers at 
room temperature, refrigerated and frozen, led to the 
challenge of two logistics paradigms: the fixed height 
of pallets and the exclusive use of euro pallets.

These measures, with no additional operating 
costs, reduced the loading time at the warehouses, 
maximised the volume used in the containers and 
reduced the annual shipment of containers to the 
Azores.

After being perfected and tested at the warehouse 
in Maia the process was introduced at the warehouse 
in Azambuja, enabling an annual savings in the 
shipment of containers for these two archipelagos 
that surpassed 2 million euros.

Personalised mailings 
in double sheet paper

The need to change Continente’s process of mailing 
discount coupons arose from the intention to send 
a bigger amount of discounts to our customers. This 
structural optimisation was carried out in a close 
partnership with the printing company. 

The process begins with an A3-size paper roll that 
allows for the tailoring of the deals made to the 
customers in all its length. The innovation brought by 
this solution ensures the integrity of the discounts 
and prevents mailing mistakes.

Given the increase in the amount of discount 
vouchers, the new process comprises a longer period 
of sales, thus allowing for a substantial reduction in the 
costs with paper and mailings of coupons to millions of 
customers.

 This new process led to a boost in the volume of sales.
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Optimisation of 
the delivery process 
to the Continente 
Bom Dia stores

In 2012 the Logistics department launched an 
initiative to optimise the autonomous delivery of 
goods during the night.

The new distribution model resulted in significant 
reductions in transportation costs and store 
operations, namely in the optimisation of the fleet 
(non activity hours and response to new stores), 
reduction of costs with transportation, improvement 
of the management of human resources and 
reduction of jams in the unloading process carried out 
at the stores.

The pilot was launched with a set of Continente Bom 
Dia stores. Due to the success rate achieved, we aim to 
use this distribution model in the remaining insignias.

Consignment 
business model

The process of consignment buying was created within 
the scope of the implementation of new solutions for 
the reduction of the capital allocated to the inventory.

This change implied studying and redesigning the 
whole computerised process used for the purchase 
of goods and is in line with the strategic initiatives 
that aim for an increase in profitability of the working 
capital.

The implementation of this initiative led to the 
provision of a better service to the customer through 
the broadening of the range of products without 
increasing the value of the store inventory.
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Reduction of stocks 
in Maxmat

Maxmat stores have implemented several measures 
to reduce inventory.

In order to reduce the stock of end-of-line products, 
a specific aisle was created in about half the Maxmat 
stores to enable their outflow. The articles with 
active stock were identified and new procedures were 
defined to prevent out of stocks.

The initial objective of reducing the value of the stock 
by 5% was largely surpassed as the reduction achieved 
reached 10%. Stock Management 

in Worten

The Stock Management tool is a customised database 
for the electronics business. It allows for the definition 
of a course of action with regards to end-of-line 
products, having a great impact in the reduction of 
existing out of stocks through store-to-store transfers.

It allows users to create and update daily indicators 
with customised detailing, as well as the automation of 
processes, namely the parameterisation and transfer 
items between stores.

The use of this application resulted in a decrease in 
the time spent gathering and processing information, 
ensuring that the staff is committed to the analysis, 
problem detection and definition of corrective 
measures.
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Supply in half pallets

This project arose from the need to optimise the 
process of preparation and transportation of goods to 
the stores Continente Bom Dia.

Before this project, the products ready to be shipped 
used to be placed exclusively in euro pallets, whose 
height was not entirely optimised. The solution was to 
prepare the merchandise to be sent to these stores in 
half pallets; by increasing of height of the merchandise 
in the  pallet the  volume was unchanged.

This way the transportation was optimised and the 
space occupied by pallets in the warehouses and 
stores was reduced. 

Replacements 
in Continente Online

Products out of stock have always been a challenge 
for the retail sector, especially online retail. When 
a product is out of stock, the customer cannot 
immediately select a substitute product as is the 
case in the store. With this in mind, the proposal for 
replacement becomes a responsibility of the operator 
that prepares the orders.

With this project, the process of managing the 
replacement products offered to the customers 
was systematised, thus ensuring consistency. 
Replacement algorithms were implemented to 
maximise their acceptance rate by the customers 
and reduce the decision-making load of the picking 
process, in addition to increasing productivity.

The algorithm monitoring process ensures its auto-
correction in a progressive way and poses a strong 
advantage when compared with the traditional 
process. 
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Internal logistics 
in Continente Online

With the internal logistics project of Continente 
Online one sought to increase the productivity and 
quality of its logistics processes. Supported by the 
Kaizen philosophy, the processes were simplified and 
optimised in addition to focusing on the tasks that 
have greater added value.

The service provided to the customers was improved, 
as witnessed by the 15% increase in the sales of 
this sales channel in the stores where the project 
was implemented. As such, the roll-out of the new 
practices resulting from the redesign of processes is 
underway in order to quickly implement this across all 
the stores.

Communication 
and TDI

The growing number of e-mail messages and the 
time spent handling them led Worten Spain to assess 
and review the communication procedure between 
central teams and stores. With this in mind, the 
initiatives Comunicación (Communication) and TDI 
(Dynamic Tables of Information) were implemented 
with the objective of increasing the efficiency of 
communication. 

The project Comunicación led to the creation of 
the position of manager of communications in 
addition to the development of a tailored platform. 
Communication was structured so as to reduce the 
flow of emails and increase the viewing of information 
that is pivotal for the business. 

TDI optimised the allocation of resources to the tasks 
that need to be carried out. It is a dynamic process 
that ensures the fulfilment of the existing tasks in due 
time.

The success of these projects is witnessed by the 70% 
decrease in the volume of administrative management 
in the stores, which allowed for an improvement in 
Worten’s availability to serve the customer.
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Communication 
between core 
structures and stores

The central teams’ need to share information with 
the stores gives rise to a large number of emails that 
are exchanged and a large amount of time spent in its 
handling.

The communication via email in the Continente Bom 
Dia stores was assessed and reviewed, the process 
was redesigned and the role of a communications 
manager was created.

With this initiative, emails were gathered, filtered and 
organised by the communications manager, leading to 
an increase in the level of daily efficiency of the stores’ 
teams. Throughout this process all excess information 
is erased and the content of the messages is triggered 
according to the timing and the stores’ ability to 
execute it.

The initiative was implemented in 30 Continente Bom 
Dia stores and has already lead to a 75% decrease in 
the flow of daily communications which translates in 
to daily savings of 2 to 3 hours for each store team.

Worten 
satisfaction model

To ensure customer satisfaction, Worten developed 
S.T.O.R.: Store Technical Operacional Report. 
STOR enables the assessment of nine dimensions 
related to the quality of service and for which the 
store is responsible: service provided, store space, 
communication, waiting time, supply, price, services, 
cross selling and after-sales service.

The results obtained are presented to the team that 
controls operations giving them the possibility to 
assess performance and develop corrective measures 
whenever necessary.
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Server virtualisation

The limitations of the existing datacentre, with over 
600 servers, expensive maintenance contracts and 
the limited flexibility of the infrastructure, led to the 
creation of a virtual datacentre.

This solution was implemented by sharing software, 
allowing to execute numerous operating systems in 
a single physical equipment. Each virtual machine 
represents a complete environment that is safe 
and totally isolated as is the case of an independent 
computer.

The virtualisation made it possible to improve 
the agility and flexibility of the business, allowing 
for an increased responsiveness by the IT teams. 
The possibility to install servers faster than ever 
before led to a considerable reduction in the time 
spent implementing projects. The tasks of creating 
environments and backups were also eased, thus 
reducing the risk of poorly performed changes.

The greater standardisation and lower downtime 
improved service levels and enabled the teams to 
focus on other areas.

International mobility 
portal

The growing internationalisation process of Sonae 
gave rise to the possibility to share information 
regarding the Group, its staff as well as the international 
territories in which it operates. The International 
Mobility Portal, available to all the Group’s staff, is 
an open communication space, implemented in the 
corporate intranet, which focuses on themes that are 
related with international mobility within Sonae.

Its main features are the representation of the 
strategic guidelines of the Sonae Group; the sharing 
of information regarding the countries where Sonae 
operates; the disclosure of opportunities and the 
sharing of international experiences among the staff. 
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Organisation

Sonae is constantly reinventing 
and organising itself so as to 
better serve its customers 
and to better adjust to ever 
changing market conditions. 

We strongly believe in the 
importance of training our 
staff so that they have 
all the necessary tools to 
help us build a successful 
company. Our investment in 
innovative means of training 
is a fundamental commitment 
toward the future.

Supply Chain 
Management team

The mission of Sonae MC’s Supply Chain Management 
team is to promote and lead innovative processes that 
aim for transversal improvements in the supply chain.
Within the scope of implementing measures to attain 
logistics improvements, the DGCA defines rules and 
promotes the provision of technical support and 
advice to those involved in the supply chain (internal 
and external) in addition to fostering a complete 
overview of the process.

This team identifies the standards that need to be 
implemented and followed up by and coordinates the 
different initiatives that have an impact on the supply 
chain.

It is composed by three areas – transportation of 
goods and its central storage; flows of merchandise 
store; and planning and control – and it comprises 
teams with operational and management skills as 
well as possessing the know-how and the ability to 
promote change.
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Innovation 
challenge with 
Junior Achievement 
Portugal

The Innovation Challenge consisted in the resolution, 
in only one day, of a challenge posed to teams of 
secondary school students who competed among 
themselves. These students developed creative and 
original promotions that could be implemented in 
Sonae’s several retail formats.

The workshop gathered 100 students from 5 schools 
and was accompanied by 20 of Sonae’s staff members. 
The partnership with Junior Achievement enables the 
students to understand how a company works and 
gives them the opportunity to create and develop a 
business idea in addition to boosting the discovery of 
skills that are essential in a professional environment.

Lucky Day

The Lucky Day was a joint training and team-building 
action developed by the Information Systems and 
Innovation department (ISI). The target group were 
the ISI staff and it had the support of external partners 
in technology, who gave training on the advantages of 
using Sharepoint in an appealing way and in a relaxed 
environment. 

Staff were also challenged to outline, in teams, a 
proposal for the development of this management’s 
new intranet site, thus using the knowledge they had 
just acquired.
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Sport Zone – Training 
for bicycle mechanics

With the objective of better serving the customer, 
Sport Zone trained its staff to repair bicycles.

Since at the time there was no certified training in 
this field in Portugal, Sport Zone created, developed 
and certified this syllabus together with the state’s 
Institute of Employment and Professional Training 
(IEFP).

As a result, the brand now has workers who are trained 
and ready to meet the customer’s needs within the 
area of technical interventions in bicycles.

In addition to this, the training is now part of the IEFP 
National Qualifications Catalogue and, as such, it is 
available to all of those who want to do it.

Logistics school in 
Sonae Retail School

The Logistics School was launched in April 2012 as 
a result of the close collaboration between Logistics 
and Human Resources.

It is part of the Sonae Retail School and its mission is 
to support and sustain the professional development 
of those who work in Logistics, thus contributing to a 
culture of distinction that focuses on the processes 
and the service provided to the customer. 

The school structures knowledge and the skills 
needed for the performance of functions in Logistics 
and allows each worker to deepen their knowledge 
gradually and in several areas that are considered 
strategic for business, while respecting the workers’ 
own pace.
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Department
of International 
Logistics

Improve our work

By integrating imports in its responsibilities, the 
International Logistics team took an important step 
towards its consolidation and the fulfilment of its 
objectives to improve the supply chain.

Considered pivotal to ensure a steady international 
growth, a structure was created and new skills 
developed at the level of the management of customs. 
In this sense, the international operations continued 
to create and improve the logistic conditions in the 
new countries and markets. New structures for the 
planning of the international supply chain in addition 
to risk control and management arose so as to ensure 
the solidity of processes and management.

In 2012, the role of Project Manager Officer was 
created, in line with the theme Improve Our Work.  
The assignment of these new responsibilities resulted 
from a deep strategic thinking, aiming to bring the 
benefits of continuous improvement to all employees 
from all companies across the Sonae Group.

To achieve this goal, several Kaizen-based initiatives 
will be implemented across different corporate levels.  
As such, process reengineering projects will run side 
by side with brief interventions that lead to small but 
efficiency-inducing changes in the daily work of all 
collaborators.

The global implementation of this culture of 
continuous improvement will allow us to tune working 
methods, based with the ideas and dedication of the 
entire group.
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“À nossa maneira” 
(Our way)

Improving our People

Our Way is a document that summarises Sonae’s 
corporate culture and the values, which are organised 
under four pillars: values, way of working, teams and 
managers. It was handed out to the staff in 2011 and, 
in 2012, an internal communication campaign with 
the objective of promoting the sense of belonging 
and conversion of these values into behaviours was 
launched.

The aim is to contribute to cultural change through 
inspiration and internal examples, alongside with 
the development of feelings of identification and 
belonging. In addition to this, interaction mechanisms 
were developed for staff to interact with one another, 
with room for their active contribution. 

“Improving our People” is a new model for the 
management of performance across the Sonae 
Group, present in the several countries where the 
Group is present.

This model is based on three fundamental values 
- meritocracy, pluralism and participation - and 
includes the appraisal of performance and career. The 
performance appraisal is based on a competences 
model – the People Model – in which one tries to 
acknowledge the staff in the short term when 
they show, in an extraordinary way, one of the nine 
competences defined in the model.
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For more information: 
comiteinovacao@sonae.pt

Sonae 
Lugar do Espido - Via Norte
4471-909 Maia
Portugal
Tel: +351 220104000
Fax: +351 229404634
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