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MESSAGE FROM THE PRESIDENT OF FINOV

R ETA IL BOOK OF INNOVATION 2014

Innovation is a top priority at Sonae and is present 
from the onset and throughout the development of all 
our businesses.

As a pillar of our strategy, innovation is a part of 
the missions of our business units and is reflected 
on our values. We strive to continuously stimulate 
the creativity of our colleagues, the main actors of 
the innovation of our organisation. Their creativity, 
initiative, curiosity, restlessness, boldness and 
customer-orientation are key for our success. 

Innovation at Sonae surpasses the boundaries of 
the company. We are following a path that includes 
establishing partnerships with universities and 
suppliers of products and solutions, sharing with 
them our challenges and collaborating in research, 
development and innovation projects. Our customers 
are also included in several projects, confirming their 
central role in our activity.

Today, we are recognised as a reference in innovation 
in retail, both domestically and internationally. This  
is the result of the work that has been carried out  
over the last few years and that is helping us to project 
our strategy.

We work every day to achieve more and better, to 
create value sustainably and to pave our way towards 
the future!

Our Innovation Book is the reflection of such values, of 
the contributions our colleagues and of our openness 
to the world and reveals the main innovations of 2014 
that will mark Sonae’s future years.

WE WORK EVERy DAy 
TO AcHIEVE MORE  

AND BETTER,  TO cREATE 
VALuE SuSTAINABLy  

AND TO PAVE OuR WAy 
TOWARDS THE FuTuRE!

LuíS FILIPE REIS
President of finoV*

FINOV gathers the heads of innovation in the Sonae companies. This forum closely 
follows trends in innovation management, sets policy and strategy of innovation 
and facilitates the process of recognition of the most innovative initiatives.
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NuMBERS

FTEs

The Survey on the National Scientific and 
Technological Potential is issued yearly by 
the Portuguese State to companies and 
institutions with the objective of measuring 
their investment and development activity. 
In 2013 Sonae’s total value of investment 
amounted to 83.2 million euros.

COTEC Innovation Scoring is a survey 
developed by COTEC, the Portuguese 
Companies’ Association for Innovation, as 
a tool for companies to self-diagnose their 
activity on Innovation. The result of the 
most recent edition of this survey, in which 
the top management and the Innovation 
Committee participated, place Sonae in a 
degree of maturity considered as excellent.

SIFIDE is a Portuguese State program 
that attributes tax incentives based on 
the research and development activity 
carried out by businesses. Sonae has been 
applying since 2003, having obtained 13.2 
million euros until 2012, the most recent 
year fully approved by the National Agency 
of Innovation.
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20 13 
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T HE  INNOVAT ION 
MANAG E ME NT  T E AM F OS TER S 
INNOVAT ION By  S T IMuL ATING 
cRE AT IVIT y  IN cOL L E AGuES, 

MANAG ING  RE L AT IONS HIPS 
WIT H E x T E RNAL  PART NER S 
AND  P ROMOT ING  T HE  MO ST 

INNOVAT IVE  INIT IAT IVES, 
BOT H INT E RNAL Ly 
AND  E x T E RNAL Ly.
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INNOVATION MANAGEMENT

“The single most important ingredient for long-term 
growth.”

This is how an increasing number of economics and 
management pundits refer to business innovation.

The consistent empirical evidence of that catalysing 
power of innovation, made us so fond of the practice 
that we engraved it in the company’s mission, 
incorporated it in its set of values and developed a 
structure and a process to foster and facilitate it across 
the organisation. 

There are several 2014 achievements that epitomise 
the vitality of our system, namely:

 the internationalisation of the ‘Agile Marathon’ 
format, that gathered, in Madrid, 100 competing 
students from eight Spanish universities;

 the all-time-high participation at ShineOn - the 
internal idea contest based on five minute stage 
pitches, - and the coronation of the successful 
implementation of a concept emerged from one of 
these contests with the Sonae Innovation Award – the 
My Design by MO;

 the diversification in scope and internal participation 
of our open innovation endeavors and the underlying 
enrichment of our multinational network of partners.

Our systemic approach is not only vivid but also fertile 
in tangible outputs. Some of 2014’s most relevant 
outputs are portrayed at the last chapter of this book 
- dozens of initiatives that showcase the impact and 
diversity of the results of our approach and made the 
cut between many other excellent alternatives.

These results inspire and encourage us to reach new 
highs on our innovation-leveraged quest for growth.

NuNO LOPES GAMA

Head of innoVation 
& future tecH

Innovation 
Management 

Team
VISION

Sonae is a company open 
to the world and in continuous 

discovery of new forms 
to satisfy and surprise 

its customers.

MISSION

To facilitate the creation of value 
through the generation 

and experimentation of new ideas 
and solutions, based on the relation 

with colleagues and partners.
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INNOVATION MANAGEMENT

The Innovation Committee is responsible for boosting 
innovation in Sonae’s retail companies. It is composed 
of representatives from all functional areas and the 
Innovation Management team, which coordinates its 

activity. The Committee plans the innovation activity, 
sharing it with other areas, and encourages the 
participation of all employees.

Innovation
Committee
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INNOVATION MANAGEMENT

Creating 
and Managing 
Collaborative 

Networks

We’ve held Sonae’s second edition of 
Academy2Business, which presented business 
proc esses and the main challenges to an audience 
composed of academics, including representatives 
from the university of Porto, Pedro Nunes Institute, 
university of Coimbra, Catholic university of Porto 
and Porto Business School. This event set the tone for 
the presentation of collaboration proposals between 
Sonae and the academia.

We’ve also organised the Agile Marathon in Spain, a 29-
hour long hackathon during which approximately 100 
students of Madrid universities conceived, developed 
and presented prototypes for mobile applications for 
Worten’s online business.

In a partnership with Cotec, we’ve held an event for 
sharing Best Practices in Innovation Management 
based on Open Innovation, with 16 companies that 
included EDP, REN, Brisa, PwC, PT Inovação, Efacec, 
and unicer.

We’ve launched three creative challenges to ESAD 
(Arts & Design Superior School) students for the 
MO and Berg brands, with the objective of creating 

new fashion lines, footwear and backpacks. Over 50 
students participated, presenting dozens of proposals.

In 2013, we’ve challenged students from three disci-
plines integrating the Master’s Degree in Mechanical 
Engineering of the School of Engineering of university 
of Porto to develop and present product prototypes for 
Zippy, a software application for creative workshops, a 
meeting clock and a mobile application for customers 
and employees of Sport Zone. One of these products 
has already given origin to a patent request, given its 
disruptive and innovative nature. In 2014, we’ve chal-
lenged the new classes of these disciplines to present 
product proposals for Worten brands.

We’ve visited Labiomep – Biomechanics Lab of Porto 
– introducing 17 representatives of Sonae to this 
institution and its activity, as a step to establishing a 
cooperation for product development challenges.

We’ve received dozens of visits from companies and 
institutions, including Airbus, SPAR Austria and ISNAB 
Institute, interested in learning about topics such 
as our innovation strategy, operations in retail and 
product development.

WE cREATE 
AND MANAGE 

cOLLABORATIVE 
NETWORKS OuTSIDE 

SONAE,  BRINGING 
PARTNERS,  uNIVERSITIES 

AND INTERNATIONAL 
RETAILERS TOGETHER FOR 

THE cREATIVE PROcESS 
AND DEVELOPMENT OF 

NEW cONcEPTS.

180 
students 
involved

Academy2Business: 
5 institutions

cOTEc event: 
16 companies
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INNOVATION MANAGEMENT

ShineOn:
410 ideas

BizShare Day:  
80 participants

cPS: 17 sessions, 
2400 ideas

WE MANAGE 
AND FAcILITATE 
RELATIONSHIPS 

BETWEEN INTERNAL 
AND ExTERNAL 

STAKEHOLDERS TO FIND 
THE BEST SOLuTIONS FOR 
cHALLENGES.  WE cREATE 

VALuE By GENERATING AND 
IMPLEMENTING cREATIVE 

AND INNOVATIVE 
IDEAS.

Generating 
Ideas 

and Knowledge

We’ve organised the second edition of ShineOn, a 
programme for the collection of ideas proposed by 
colleagues to answer specific challenges put forward 
by Sonae MC’s and Sonae SR’s Executive Committees. 
After selecting the finalist ideas, they were presented, 
by their authors, to the Executive Committees, top 
management and Innovation Committees, in highly 
exciting and impact-generating events. At the end 
of those events, the ideas to be implemented were 
chosen and made public. In 2014, this project obtained 
an Honourable Mention at Sonae Innovation Awards.

Given the diversity of Sonae’s work methods, we’ve 
created the concept of BizShare Day, during which we 
promote the sharing of information and knowledge 
among departments. On BizShare Day, we’ve brought 
together 80 colleagues from 20 business areas in 
a single day dedicated to the sharing of themes as 
diverse as product development, internal processes, 
marketing and office work. This is a great way to 
encourage the adoption of good internal practices, 
leading to new levels of excellence.

We’ve used the CPS – Creative Problem Solving 
– methodology for solving problems. under this 
methodology, small teams of colleagues suggest 
creative and disruptive ideas in response specific 
issues on topics as varied as cross-merchandising 
mechanisms, new products, promotional campaigns 
and internal processes.

In 2014, we’ve organised the second edition of CPS Day, 
a single day with several CPS sessions for a common 
challenge to several brands and we’ve gathered more 
than 1000 ideas from 110 participants. These sessions 
took place in Lisbon and Porto and were facilitated and 
driven by the Innovation Committee.

The Innovation Management team is often invited to 
participate in strategic workshops, with the objective 
of outlining new growth and internal development 
venues. In 2014, we’ve organised sessions in areas as 
diverse as the commercial departments for Bazaar, 
Homeware, Business Analysis, Stock Management and 
Food Retail. 



23R ETA IL BOOK OF INNOVATION 2014

INNOVATION MANAGEMENT

Financing  
and Reporting

We are continuously receiving information on the 
R&D+I activity of the various departments of Sonae’s 
retail business, as to better understand and report such 
activity. This information is processed and aggregated 
to be later used in the completion of the official queries 
we receive, such as IPCTN (Survey on Scientific 
and Technological Potential) – and CIS (Community 
Innovation Survey).

Since 2003, we’ve been submitting, every year, our 
main projects to SIFIDE (Portugal’s Tax Incentive 
System to Corporate Research and Development), 
which grants fiscal credits according to the R&D 
activity. In 2012, the approval rate was over 68%, the 
highest in recent years. After ten years of submissions, 
the total value of tax credit exceeds €13.2 million.

WE cOLLEcT 
AND REPORT 

OuR INNOVATION 
AcTIVITy TO OuR 

STAKEHOLDERS 
AND WE cREATE VALuE 

By AccESSING 
FuNDS AND INcENTIVES.

We closely follow retail trends and emerging 
technologies. We search for the connections between 
these and study how technologies may be applied 
to the retail world and how they can change it in a 
disruptive manner. We implement pilot projects to 
test new ways of operating and new services for our 
customers. We challenge.

We bring together internal competences and the 
competences of universities, research centres and 
startups. We organise work groups, with specific 
objectives, which are able to find the best opportunities 
of disruptive innovation for the company.

We bring science to the service of retail. We identify 
the internal processes with greater opportunities 
for improvement. We choose the best specialists of 
each area to innovate with us. With their inputs, we 
understand our data more thoroughly, create new 
mathematical algorithms and develop new decision-
making processes. We innovate.

We listen. We share our challenge with the Millennial 
generation. We are in tune with the freshness of their 
ideas, their disruptive vision of retail and how they 
expect the customer-retailer interaction to be. We 
share concrete challenges and we receive solutions 
that fit their and our needs. 

Experimenting 
and Developing

WE S TuDy  
AND ExP ER IMENT 
WITH NEW IDEAS , 

cONcEP TS 
AND TEcHNOLOGIES 
AND LAuNcH NEW, 

DIS R uP TIV E P R Oj EcTS.

cOTEc event: 
16 companies
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INNOVATION MANAGEMENT

WE PROMOTE SONAE’S 
INNOVATION cuLTuRE 

AND VALuES,  REcOGNISING 
THE ExcELLENcE OF RESuLTS 

OF INNOVATION.
INNOVATION AWARDS, 

BOTH INTERNAL 
AND ExTERNAL,  PROVIDE 
A SPEcIAL REcOGNITION 

TO ALL TEAMS INVOLVED.

Annually, we grant Sonae Innovation Awards and 
the Chairman’s Award. Sonae Innovation Awards 
recognise and distinguish, within each company, the 
main innovation projects and the teams responsible 
for them. The Chairman’s Award is awarded by our 
chairman, Mr. Belmiro de Azevedo, to the colleague 
or small team who, within the Sonae universe, has 
stood out through their initiative and involvement in 
innovation projects.

We compete in awards attributed by institutions 
outside the Sonae universe, trying to achieve 
recognition for our innovation within a broader 
universe. We have received several awards, from which 
one can emphasise:

 The APED’s Excellence awards recognised the 
‘Future Hypermarket’ project, in the Customer Service 
Innovation category; the ’Berg Outdoor’ project won 
the Product and Brand Innovation category; and the 
’Team Worten Team’ project obtained an honourable 
mention in the Innovation and Sustainability category. 

 The Excellence in Logistic Award, attributed by 
APLOG (Portuguese Logistics Association) and 
the Logística Moderna magazine, distinguished our 
automation project for textile and sporting logistical 
operations.

 The ‘My Design by MO’ project received the 
Marketing and Efficiency silver award of the Meios & 
Publicidade newspaper, for the Fashion & Lifestyle 
category.

Five of our innovations have been finalists of the 
prestigious World Retail Awards in recent years. 
After the ’Modelo Mega Picnic’ in 2010 and, in 2013, 
three innovations – ’Missão Sorriso’ (Smile Mission), 
‘Cada jogo, uma final’ (Each Match is a Final Match) 
and ’Natal Worten’ (Worten Christmas) – were finalists 
for these important awards, 2014 was the year  
for the Continente App to be chosen among  
hundreds of applicants to integrate the select group of 
finalist projects.

We’ve conducted several presentations on our 
Innovation Management strategy in public forums, 
of which we wish to emphasise the Chief Innovation 
Officer Summit, in London. This presentation was an 
important step to increase international exposure of 
our activity, transforming our company into a global 
reference in innovation. 

5 winners 
of external 

awards

5 finalists 
at World Retail 

Awards

Recognising and 
Communicating
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At Sonae MC’s warehouse at Azambuja, more than 
150 electric cargo handling machines are used daily. 
The process of switching more than 300 batteries was 
carried out manually, requiring workers to put in great 
physical effort, given that some may weigh as much 
as 2 tons. Due to their great weight, these were placed 
along the floor, occupying a considerable amount of 
space of the warehouse.

As a means to overcome these difficulties, in 2013 we 
developed a new project at the Azambuja warehouse: 
a robot for moving batteries. This was designed 
internally, bearing in mind our specific needs.

By placing batteries on a shelf with four levels, which 
was only made possible with this robot, we’ve managed 
to reduce the space occupied by this operation by 
approximately 75%. With great control over the 
batteries’ loading time, based on a FIFO schedule, 
we’ve extended their useful lives by reducing the long-
term costs associated with their early replacement. 
Other qualitative benefits include greater control over 
the entire process, increased safety and subsequent 
reduction of accident risk.

The investment will be recovered in less than 2 years.

AuTOMATION
OF THE BATTERy ROOM

cHAIRMAN’S 
AWARD

Through the yearly innovation awards we recognise 
our most relevant innovations, rewarding initiative, 
effort and commitment of employees.

The chairman’s Award is a prize awarded by the 
chairman of the Sonae companies, Belmiro de 
Azevedo, in recognition of the involvement of one 
employee or small team across Sonae who has 
demonstrated unequivocally their entrepreneurship 
through the development and implementation of 
innovative initiatives.

In Sonae’s retail companies the process of collection 
of applications is facilitated by the Innovation 
Management team and involves all members of 
the Innovation committee. After the selection of 
representatives of each company by the respective 
Executive committee, the finalists are evaluated 
in a personal interview with the chairman, with the 
winner chosen on the basis of the initiative, degree of 
innovation and the positive impact generated by the 
introduced innovation.

The prize is awarded in person at the FINOV event, 
the largest innovation event across the group of 
Sonae companies, with large internal and external 
visibility.

B ELMIRO
D E A Z EV ED O

cH airman

66% quicker 75% less 
space
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SONAE
INNOVATION

AWARDS
SONAE Mc

W INNER

cONTINENTE APP

We’ve developed the Continente app for smartphones, 
offering it to our customers. The Continente app is 
in line with several opportunities identified, namely 
increasing contact points with customers, facilitating 
and speeding up purchases in physical stores and 
increasing customers’ comfort. 

The Continente app has brought customers even 
closer to Continente’s loyalty card. Through this app, 
they have the opportunity to become familiar with and 
use all the advantages of Continente’s loyalty card in 
a simple and practical manner, namely checking and 
using the card balance and the discount coupons at the 
time of purchase without having their card or coupons.

With the Continente app, customers may also access 
information on products, check purchases made over 
the last 30 days, manage shopping lists and check 
promotional flyers. It is also possible to find out the 
location of the Continente stores, integrated with 
georeferencing to help customers get to the nearest 
store easily.

These advantages may be accessed by any customer 
with a smartphone. The application is available for 
three operating systems: iOS, Android and webmobile. 
Since its launch, this app already has 235 thousand 
downloads and 100 thousand registered users. It 
reached the first position in the AppStore. 

With the Continente app, the customers’ shopping 
experience is now evolving further. The Continente’s 
loyalty card programme reinforced its benefits and 
brand awareness is increasing. Customer service at the 
check-out became quicker and more productive and, 
above all else, our customers’ satisfaction is increasing.
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ão Almeida, Frederico Santos, Liliana Azevedo, Nuno Almeida, Anabela Coelho

265,000
downloads 

200,000 
users
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W INNER

yäMMI

We’ve created Yämmi, a new kitchen robot that de-
mocratises Portuguese families’ access to multifunc-
tion cooking machines.

Aware of this clear market expansion opportunity, 
we have created a new product and a new brand, 
made available and marketed in all formats. Yämmi 
includes various accessories and cookbooks, and is 
accompanied by a number of other complementary 
products and services, including a brand website, our 
own communication events and participation in many 
others, training store teams and a call centre to ensure 
the best customer service.

We went further and developed another product, 
SKINS Yämmi. Consisting on stickers with six exclusive 
designs, customers can personalise their robots quite 
easily and at a low price. They are applied by simply 
sticking them to the robot’s surface. The decoration 
may be removed, replaced, and even reused at any 

time, since peeling the skin off is simple and does not 
damage the machine. This is a creative and original 
way to create a personalised Yämmi without impacting 
stocks, quality tests or added costs! The solution found 
is low cost, immediate, made in Portugal and easily 
renewable. 

With 22 thousand units sold during the first year, 
Yämmi is currently our bestselling non-food product.

22,000
units sold

Over 3200 
trials
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HONOuRABLE
MENTION

SERVIcE cENTRES

The Service Centres project consisted on the creation 
of a location and centralised management process for 
all shared logistic supports, particularly plastic contain-
ers and pallets.

The service centres are located in Sonae MC’s ware-
houses at Maia and Azambuja, to where equipment is 
returned after being used in the vehicles that deliver 
goods to the stores.

This equipment is then made available for rental 
to those Sonae MC’s suppliers who are also clients 
of the logistics operator CHEP/IFCO. The return of 
such equipment to Sonae’s facilities prevents other 
movement flows, thus greatly increasing efficiency of 
operations. 

The starting point for the development of this 
project was the identification of the need for im-
proved logistics efficiency and transport costs, 
as well as the need for optimisation of the supply chain 
and rapid response to new market trends, based on  
the huge potential for reducing environmental impact.

With these centres, we’ve also improved ergonomic 
conditions, reducing work-related accidents, and 
created 18 new jobs. We’ve also reduced the amount 
of wood needed by about 1250m3 and necessary 
transportation by more than 145,000 km.

The project achieved a reduction of 2010 tons in CO
2 

emissions and became a part of the CarbonNeutral 
Project, contributing to the con ser vation of the 
Amazon forest in Acre, Brazil.

2010 fewer 
tons of cO

2

145,000km 
less 

transportation

Hugo Santos, Jo
sé Casimiro Ferreira
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 Silva, Luís Lopes, Natália Silveira, Luís Tomás

HONOuRA B LE
MENT ION

SIM cuSTOMER
PROjEcT

The SIM Customer Project consisted in identifying 
possible sources of tension and dissatisfaction that 
customers may feel, so that we can act on them, 
mitigating or eliminating them.

The mission of this project was to eliminate or mitigate 
these sources of tension. In an initial stage, the causes 
of discomfort during the shopping process were 
identified using the input of hundreds of colleagues 
and customers. From an initial list of 400 sources 
of tension identified, the project team selected 
and worked on 27. These sources of tension were 
grouped into 5 broader themes (customer service, 
infrastructures, communications, prices and products), 
with the objective of creating systemic solutions to 
capitalise on the inputs provided by all areas of the 
company; reviewing processes to eliminate/mitigate 

sources of tension; and finally putting forward solutions 
to differentiate and facilitate the shopping experience. 

The main objective was achieved: to increase our 
customers’ satisfaction and loyalty to ever higher 
levels. There will be room for frequent renovation by 
discovering new sources of tension so we can maximise 
our customers’ satisfaction.

78 
innovations

1000 hours 
of training
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My DESIGN By MO

In a context in which social media has become 
increasingly more important in digital communication, 
MO launched a challenge that fostered brand awareness 
and brand engagement with its Facebook community.

Through My Design by MO, MO gave fans the chance to 
create one or several designer clothing items and share 
them with their friends using Facebook. The item that 
obtained more votes (likes) was later manufactured and 
marketed, during the 2014 Autumn-Winter collection.

To operationalise this competition, a digital strategy 
based on Facebook was defined, resulting in the 
creation of an ambitious collaboration platform within 
a creative, experimental and broad participatory 
context, which has the merit of providing immediate 
satisfaction to MO fans.

With My Design by MO, the brand intended to attract 
new customers and entice current customers, 
promoting online loyalty and a close relationship 
with the customer, also increasing the fans’ brand 
engagement. Thus, MO consolidated its positioning as 

a fashion brand, taking a stand as an innovative brand, 
and obtaining very positive reviews from the media.

This project took place between late May and late 
June 2014, during which more than 8,000 pieces were 
created, collecting more than 70 thousand likes and 26 
thousand shares on Facebook. During the campaign, 
the page registered more than 76 thousand visits 
and the most popular piece obtained approximately 5 
thousand likes. An estimated audience of 2.5 million 
contacts was reached. 

My Design by MO was one of the ideas selected following 
the first edition of ShineOn, in 2013, our internal initiative 
for the collection of employee ideas that answer 
challenges put forward by the Executive Committees.

8000 pieces 
created

2.5 million 
contacts
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HONOuRABLE
MENTION

SHINEON

ShineOn is a creativity programme created by the 
Innovation Management department that involves all 
employees of the organisation in high-structured idea 
generation.

Through ShineOn, all colleagues from the retail 
companies have the opportunity to suggest creative 
ideas that answer specific challenges put forward by 
the Executive Committees. These challenges are 
essentially related to new ways of increasing sales, 
customer loyalty and launching new products and 
services, among other opportunities seen as vital to 
the company’s development.

After analysing all proposals, 12 finalists’ ideas were 
selected and their authors have the opportunity to 
present them to the Executive Committees in an 
event held exclusively for that purpose, that is magical, 
unique and memorable for all those involved. The 
Executive Committee will be joined by the Board of 
Directors, the members of the Innovation Committee 
and the employees’ direct supervisors.

Pitches are made following an Ignite format, i.e., with 
presentations of 20 slides that automatically advance 

every 15 seconds, with a maximum duration of 5 
minutes. The Innovation Management team ensures 
all finalist employees are prepared and trained to 
make sure that all achieve their potential during 
presentations.

For the two editions of ShineOn in 2013 and 2014, 
more than 300 employees put forward more than  
600 ideas. Of the proposals presented, 25 were selected 
to be implemented, with development accompanied 
and monitored by the Innovation Management team. 
under the ShineOn initiative, the company has 
witnessed the implementation of successful ideas 
such as My Design by MO, the Facebook Deals at Zippy 
and MO, the Continente Online Shopping Lists App and 
including toys in our own brand of breakfast cereal.

Norberto Amaral, Marta Cunha, João Guerra, Tiago Oliveira

300 
participants

600 ideas 
proposed
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HONOuRA B LE
MENT ION

SALES FORcE
MANAGEMENT

The Sales Force Management project emerged at 
Worten due to the need to develop and implement a 
management and continuous improvement process in 
daily operations in order to potentiate the increase of 
qualitative sales and customer satisfaction.

This initiative implied a change in the models of 
engagement of the teams, both with customers 
and with the company’s objectives and results. The 
implementation of this process led to the development 
of a set of support tools, available on a tablet, which 
supports the sales force manager and facilitates the 
management of store resources.

In July 2013 this model was implemented in ten pilot 
stores and by February 2014 it had already been 
extended to the remaining megastores in Portugal  
and Spain. 

In the first months following implementation, it 
was possible to achieve an increment in sales and a 
reduction, by a third, of complaints made against sales 
teams. The good performance indicators achieved are 
joined by a greater team spirit and by trust and close 
relationship with customers.

33% fewer 
complaints
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HONOuRABLE
MENTION

SPORT ZONE’S NEW
cONcEPT STORE

Seventeen years after the opening of the first Sport 
Zone store and after several stages of store concepts, 
we believe that there is still room to achieve more and 
obtain better results to increase the functionality of 
stores and to create exciting, vibrant spaces, which 
inspire athletes and sports enthusiasts, as well as 
those interested in sportswear.

The new store concept was developed around two axes – 
the ability to inspire and convenience at the moment of 
purchase – with the objective of offering a top shopping 
experience. Customers can easily find the articles they 
are looking for due to the clear identification of areas 
dedicated to key sports – football, running, cycling 
and fitness, to the use of furniture that places more 
emphasis on the product and to the attention paid to 
the way products are exposed – visual merchandising.

This new concept was materialised for the first time 
at the store of Oeiras Parque, where the following 
characteristics come to the foreground: recreation 
of a “stadium effect” at the entrance to the store, 
promotion of a strong digital component for in-store 
communication, equipment lightness, implementation 
of new visual merchandising concepts and creation 
of the “expert employee” concept inside the area for 
each key sport.

With this new store concept, we want to reinforce the 
idea of innovative actor as a seller in the specialised re-
tail industry, to increase Sport Zone’s brand awareness 
as an expert of destination sports, to offer greater ease 
during the shopping process and to promote a unique 
and rewarding shopping experience.
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National and international wine awards frequently dis-
tinguish wines that are not accessible to consumers, 
both due to their price or small market. Therefore, there 
was a need to democratise excellence awards, assisting 
customers with their selection of quality wines.

Continente and the Controlinveste Group thus decided 
to create a competition for Portuguese wines. The 
technical supervisor of the process is Aníbal Coutinho, 
consultant oenologist for Sonae MC, while the selection 
was made by three blind tasting panels. Compliance 
with the rules of this competition was officially certified 
by the Portuguese Institute of Vine and Wine and 
prizes will be promoted through the partnership with 
Controlinveste, giving an added dimension to this 
event and projecting it in the media. 

The uva D’Ouro Prize promoted and awarded the best 
national wine productions, democratising the access 
of consumers to award-winning wines, which makes 
the purchasing process easier. Its introduction has 
also contributed towards a greater awareness of the 
Contemporal brand and has increased the brand’s sales.

uVA D’OuRO PRIZE

Patrícia Lagarinhos, Helena Martins, Alexandra Alves, Duarte Fragoso, Rita Pereira

Our customers are well aware of the high quality of 
the Continente branded products and that they have 
the best prices on the market, which is reflected in the 
growing sales volume. Since this is a highly dynamic 
and competitive market, especially as far as promotion 
goes, we continually invest in updating what we offer. 

In 2014, we rethought and relaunched the whole con-
cept behind Continente brand yoghurts. We now offer 
new recipes, a more appealing image, new packaging, 

a new bottle shape, and we’ve created a sub-brand for 
the low-fat yoghurt segment.

The relaunch was communicated at all levels, including 
mass-media (TV, press and Continente Magazine), 
sampling events and dedicated spaces in stores, 
Continente Online and home delivery vans.

With this reformulation, we expect a substantial 
increase in sales and market share.

MODERNISATION
OF cONTINENTE

BRANDED yOGHuRTS

75
products

250 wines
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With increasing customer demand for increasingly 
thinner steaks, we saw the opportunity to launch a new 
product range. We have adapted this new range to child 
nutrition, increased convenience for customers and 
reduced the carbon footprint of these products.

We chose meats that could be sliced more thinly, 
which could be cooked quickly and were sold at fixed 
prices. Thus, the Continente Thinly Sliced Meats range 
was created, a range for those who don’t have much 
time available. The new range includes five types of 

pork with a thin cut and equally slim package: spare rib 
steaks, tenderloin steaks, leg steaks, belly steaks and 
pork stroganoff. We took this opportunity to search 
for the best food, optimising the space occupied in 
the fridge with the least amount of PET packaging to 
reduce the carbon footprint.

With this product, the brand becomes the innovation 
leader: we were the first Portuguese distributors to 
offer thin cuts in a slim package.

THINLy SLIcED MEATS

A
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The new product range of Continente dried fruits and 
nuts has a differentiating segmentation, innovative in 
the market with an appealing image to the customer 
and with new price ranges. The main objectives 
included enhancing the existing business by creating 
a clear segmentation between different types of 
consumption; creating clearly identified price levels;

standardisation of weights taking segmentation into 
account, and increasing the consumption of dried fruits 
and nuts across all seasons – currently a very high 
proportion of sales falls in the months of November 
and December.

With the repositioning of this range, we pioneered 
the segmentation of dried fruits and nuts in Portugal. 
In April 2014, the first complete month of sales after 
these changes, sales in this category saw a double-
figure increase and new products already represent 
more than 15% of sales for the complete range. 

With this differentiation, we’ve consolidated our 
leadership in the retail of dried fruits and nuts and we 
are now able to offer customer a great product variety 
and a clearer and easier purchase process.

RENEWAL OF THE RANGE
OF NuT PRODucTS

15% share 
of sales

5 new 
products
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Prepared vegetable soup mixes don’t offer advice on 
how to cook them. To ensure complete convenience 
during the preparation of soups, we’ve decided 
to introduce an innovative product, which did not 
previously exist in the market.

The new product includes all the necessary vegetables 
in the right proportions to make soup. The preparation, 
whose instructions are included in the product, is quite 
simple: the customer only needs to heat it in a pan  
with a litre of water, some salt and olive oil. Throughout 
the process, more than twenty different vegetable 
mixes were tested, all of which developed together 
with the supplier.

The launch of this new concept once again boosted 
sales for this product category. The sales of prepared 
vegetable soup mixes doubled immediately in the 
second month of sales and the new range now 
represents more than 60% of sales of prepared 
vegetable soup mixes.

FácIL&BOM
SOuP MIxES

Sales 
doubled

S
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Le

m
os

Recently, several blogs and cooking shows began 
disseminating new trends in aged meat consumption. 
This kind of meat was not available in any Portuguese 
distributers, which is why we have developed and 
begun selling a Continente-branded range of meat 
with unmistakable flavour and tenderness.

This type of meat calls for distinctive preservation 
conditions to enhance its organoleptic characteristics, 
including tenderness and taste, during the ageing 
process. The range currently has ten items, available 
with or without traditional seasoning flavors. One of the 

important features of this range is that it increases the 
product’s shelf life from 7 to 21 days. We also worked 
on the perception of prices by customers, as this a 
product of superior characteristics.

With this launch, we were the first Portuguese retailers 
to make this type of offer available to consumers. 
Despite the fact that it was only launched recently, 
this range has already shown very interesting sales 
and already represents a substantial percentage of 
beef sales.

cONTINENTE’S
AGED MEAT

Shelf life 
trebled
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Our strategic vision for the DIY section at Continente 
stores strives to promote a product range dedicated to 
homes and a simple implementation divided into four 
large areas: paint, glue, repairs and storage.

With this concept in mind, we’ve created a brand new 
area at Continente’s Cascais stores, readapting the 
category’s macro layout. We have reviewed the range 
by focusing on simplicity and coverage of this section’s 
basic needs, reducing the number of brands. The range 
now makes the customers’ choice easier, helping them 

find the products they are looking for more quickly and, 
consequently, improving their purchase experience.

The new DIY area makes a huge difference compared 
to other food retailers and even specialists, bringing  
an unprecedented presentation to our stores.

Ever since this area was created, the store has 
witnessed a significant increase in sales, higher than 
the historical average and than in nearby stores.

DIy’S NEW AREA
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Convenience stores at petrol stations are high-traffic 
places where, until recently, drugstore products were 
not sold. Therefore, we have established a partnership 
between Well’s and Galp.

We made over-the-counter drugs and pharmaceutical 
products available 24 hours a day in Galp’s convenience 
stores in motorways, using the Well’s cabinet concept. 
We’ve selected a Well’s range to be sold specifically at 
the Tangerina stores in Aveiras, Telheiras and Oeiras. 

The articles are sold in a closed cabinet, according 
to the necessary regulations for the sale of over-the- 
-counter drugs.

A Galp operation under Well’s technical supervision, 
this concept can already be found in three petrol 
stations, offering great convenience for our customers. 
Apart from an increase in sales, we have reinforced 
Well’s brand awareness and the innovative perception 
of this brand.

WELL’S SELLING IN GALP
TANGERINA STORES

3 Galp 
Tangerina 

stores

9% sales 
increase
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until recently, we produced two biannual catalogues, 
each one partially introducing the permanent range 
of home products. The approach was aspirational and 
organised according to ambiences. We felt we could 
develop a more sales-oriented catalogue, presenting 
the entire home range in a clear and commercial manner.

We’ve created the new “Lively Home”, a single annual 
catalogue for 2014-2015, which features more than 
2000 products and 100 tips and suggestions and 
showcases the trends that gave origin to Kasa brand’s 
exclusive items. As a complementary communication 
element, we’ve produced more than 27 films that bring 
extra life to the catalogue.

In its new format, the catalogue presents the organisa-
tion of the product range; it’s clearer, more direct, more 
sales-promoting and timeless in its use. It reinforces 
Continente stores as a destination for homeware, 
together with our core business in food retail.

We’ve successfully increased the sales of these items, 
we’ve reinforced Continente’s strategic position in this 
area and we’ve improved the image of Continente brand.

“LIVELy HOME”
ANNuAL cATALOG

2000 
products
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The homeware department strived to promote, at 
Continente stores, innovative spaces and decoration 
options that produce unique and outstanding spaces, 
with a great power of attraction.

We’ve transformed the promotional campaign space by 
using columns for the presentation and massification 
of items. We’ve created hanging shelves that work as 
campaign windows. We have also developed new ways 
of exposing the product range and presenting new 
items, involving all stores in the decoration process.

With the materialisation of this project, we’ve 
successfully implemented better promotional 
campaigns with inspirational environments. We’ve 
achieved greater differentiation between Continente 
stores and other supermarkets, elevating Continente’s 
home universe to the levels of a specialised retail 
store. Continente is now recognised as an expert in 
homeware and campaigns are now more visible, right 
from the store entrance.

MERcHANDISING
OF HOME PROMOTIONS

Alda Delicado, Maria João Barbosa, Branca Costa, Carlos Silva, Manuel Fonseca, Rafael Rosas, Sónia Silva, Francisco M
orais, Cristina S

ousa

Continente stores sell a great variety of cultural items, 
but we’ve realised that the customers’ perception did 
not correspond to this reality.

For that reason, we have rethought our cultural space. 
We have reviewed the equipment, decoration and 
product range to offer customers a dedicated space. 
This new concept includes spaces dedicated to the 
comfort of our customers and reinforces our growing 
focus on specialisation. The new ambience is playful and 
cosy for children, increasing their interest in reading. It 
further reinforces the store as the destination for the 
purchase of such articles.

We’ve implemented the first project to include this 
concept at Gaia Shopping Continente store. The store 
didn’t have to close down so customers’ well-being.

The feedback received from customers has been 
excellent and their overall satisfaction is quite clear. 
Sales have increased in line with previous years and with 
other stores in the region. In parallel, we’ve managed 
to bring the store’s ambience closer to one of its main 
specialised retail competitors.

NEW cuLTuRE AREA

Sales 
6pp above 

average

3% sales 
increase
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From the question “How to use QR codes in an innovative 
and creative manner to draw our customers’ attention?” 
stemmed the opportunity to create a truly enriching 
experience, merging the real and the online worlds.

We created a website (desktop and mobile versions) 
where our customers were able to create labels with 
personalised QR codes, which redirected to video mes-
sages recorded by customers. After being printed, cus-
tomers glued these labels onto gifts for their loved ones.

This action’s innovation received an award in May 
of 2014: the distinction “Digital Award”, from the 
magazine Meios e Publicidade.

The label creation website had more than 100 
thousand visitors and more than 5 thousand QR codes 
were created. The video prepared for Mother’s Day had 
more than 117 thousand views in just five days.

LIVELy GIFTS
Ricard
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Smaller Continente stores don’t have the necessary 
space for selling drugstore products. Therefore, we’ve 
developed the new concept of Well’s Store in Store, 
which was implemented in the Matosinhos Sul and 
Continente Modelo Seminário stores, becoming a part 
of the host store in a manner than hadn’t been done 
until recently. The physical barriers separating the 
Well’s store from the host store were reduced, whilst 
maintaining Well’s identity and clear delineation of 
space for customers.

The solution developed addresses space limitations 
and resource optimisation as well as allowing Well’s 
items to be sold in venues where otherwise it would 
not be possible. It also ensures permanent access 
to pharmaceutical products and drugs inside a 
supermarket, providing continuous assisted sales, 
whether through a Well’s employee or through an 
employee of the host store.

The proposal represents greater convenience, innova-
tion and service to customers with extended opening 
hours being an additional factor for space monetisation.

NEW WELL’S SPAcES
IN cONTINENTE STORES

77,000 
more 

customers 
yearly

100,000 
visits
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The commercial development of our brands is in-
creasingly related to a presence across multiple chan-
nels, allowing our customers to complete transac-
tions across all environments and platforms. Sport 
Zone’s previous website wasn’t ideal providing equal 
visibility to all products, and didn’t allow the pur-
chase of items, limiting connections with custom-
ers. Following Sport Zone’s recent omni-channel 
strategy, we’ve developed a new website from 
scratch, integrating all national stores and including 
a loyalty card.

The new transactional website offers access to the 
entire range of products and offers customers a browsing 
experience closer to a real shopping experience, thanks 
to a structure that causes the same article to be found 
through the most convenient route (by sports, brands 
or types). With the launch of this website, customers are 
now able to shop online and receive the items at home 
or collect them in the store, as well as shopping in the 
store and receiving them at home.

Results are both impressive and promising, especially 
the amount spent on average and the significant 
percentage of online purchases collected in stores, 
which allows for a greater integration between the 
online and offline channels.

SPORT ZONE’S NEW
TRANSAcTIONAL WEBSITE

Diana D
ias, P

aula Cruz, Mónica Gonçalves

To help parents better protect their children, Zippy 
launched two lines of uV protection t-shirts.

One of the lines, in pure, soft and comfortable cotton 
with SPF 30, is designed to be worn every day. The 
other, with a high protection factor of SPF 80 is made 
with a mixture of polyamide, elastane and is more 
suitable for the beach, sports and outdoors.

The greatest innovation is the methodology chosen to 
guarantee the sun protection factor. Zippy chose the 
u801 standard, considered to be the most thorough and 
demanding, as it combines and improves on previous. 
This method assesses the performance of items when 
wet, stretched and glued to the body, but also tests wear 
and tear and continuous use, thus ensuring that, even in 
the most demanding conditions, clothes maintain their 
levels of performance and protection.

ZIPPy’S T-SHIRTS
WITH uV PROTEcTION

4000
t-shirts sold

Over 1M€ 
in sales
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In the Future Hypermarket project, we have deeply 
remodelled several areas of the store to provide 
remarkable and unforgettable experiences.

One of the areas that were remodelled was the toy 
section, where we created the concept of a colourful and 
interactive toy factory, also conveying the perception 
of being toy experts. Children are guaranteed to enjoy a 
unique, attractive, fun and playful space.

The development and implementation of this concept 
involved a multidisciplinary team and took place with-

out the need to close the area, without upsetting the 
customers’ well-being and without hindering sales in 
this important section of the store.

Toy sales at Cascais Continente store, where we tested 
the Future Hypermarket concept, increased both in 
relative and absolute terms and this store occupies a 
prominent place in the sales ranking for items from this 
section when compared to other Continente stores.

TOy FAcTORy
Mário

 Costa
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Worten is the largest consumer electronics retailer in 
Portugal. However, we felt that the concept behind 
the store wasn’t showing clearly the brand’s focus on 
innovation and technology. Moreover, we saw that the 
location of several types of articles could be improved.

Therefore, we promoted a deep renovation of the store 
concept, now more innovative and technology-oriented, 
supported by new approaches to product exposure, 
customer comfort and improved visibility. We installed 
interactive equipment for the communication of addi-
tional content and we changed spaces in partnership 

with important suppliers. The new concept was based 
on customers, the market and international best prac-
tices studies, and was implemented in a pilot project in 
Cascais’ store.

There was a very significant increase in sales when 
compared to neighbouring stores. With a build price 
per square meter similar to those incurred by previous 
construction projects, we’ve managed to increase 
profitability. Communication of product characteristics 
is now clear and customers have a better shopping 
experience.

WORTEN’S NEW
cONcEPT STORE

Store area 
optimised 

by 30%

Sales 
5pp above 

average
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The creation and updating of the Continente Online 
shopping list is essential for our customers, allowing 
them to organise their next shopping experience in 
advance.

until now, whenever customers wished to update their 
shopping list, they could only do so directly on the 
Continente Online website. However, because it isn’t 
always possible given that one needs to have a device to 
access it, customers have to have a list based on paper.

With the new Continente.pt Shopping Lists app, 
customers may now create and update shopping lists 
in a very convenient way, by opening their cupboard 
doors and scanning the bar codes of the items they 
wish to purchase. When the list is complete, customers 
just need to send it to Continente Online’s shopping 
cart and finish the transaction at the website. The app 
also allows codes to be scanned in other locations, such 
as metro stations in Lisbon and Porto, which currently 
exhibit walls with Continente products.

cONTINENTE.PT
SHOPPING LISTS APP
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Our customers’ privacy and the security of Continente’s 
loyalty card are top priorities for the entire Continente 
staff. The team continuously conducts assessments 
and develops systematic security procedures, ensuring 
higher service levels.

Implemented on February 2014 as a result of the joint 
work of an international team (with members coming 
in from Portugal, Brazil and France), the objective of 
this project was to give our customers all the peace of 
mind they deserve when using Continente’s loyalty 
card. By introducing a PIN number, our customers know 
that their savings are protected at all times and in all 
circumstances. This functionality is optional and may be 
easily activated at the checkout in Continente stores.

PIN IN THE
cONTINENTE cARD

100,000 
new PINs

22,000 
downloads
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One of the central activities of Continente’s loyalty 
card program is sending out discount coupons to the 
homes of customers.

With the introduction of this system, customers who 
may have forgotten to bring their vouchers may use 
the equipment located at the store’s entrance to print 
them themselves. 

By using pre-existing equipment originally developed 
for printing service tickets to be used inside the store, 
the costs of this project were relatively low and it was 
possible to extend the concept to a large number of 
stores in a short period of time.

The coupon printing time was reduced by half and 
now workers of the Customer Service counter will be 
focused on other added value tasks. Tens of thousands 
of customers use the service each week and we 
managed to increase the rebate rate.

PRINTING DIScOuNT
cOuPONS IN THE quEuE

SySTEMLurdes Vilaça, Carlos Silva, Rosário A
lm

eida

With the long-term strategic objective of increasing 
convenience for customers, we strive to offer new 
relevant products and services often sought at our 
food retail stores.

This project involved the inclusion, in dedicated spaces 
at Continente and note! stores, of the main services 
offered by CTT, namely postal services, shipping and 
reception of packages, financial services, selling of 
postal packaging, prepaid envelopes and paying mobile 
phone bills.

In this manner, we’ve successfully obtained several 
benefits, including reinforcing the one stop shop 
concept, increasing traffic to our stores and improving 
our brands’ value proposal. The main benefit is 
ultimately for customers, who will find these services 
at nearest convenient location.

The concept has already been implemented at 
Continente Matosinhos, Fórum Coimbra and at the 
note! store at Torres Novas.

POST OFFIcES
AT cONTINENTE

AND NOTE! STORES

8 stores

€100,000 
monthly 
savings
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After having noted that information on different sports 
was broken down into several websites, blogs, forums, 
and apps, we felt the need to create a single source of 
information where customers could learn everything 
that is relevant to sports.

For that reason, we’ve developed Every Zone, a multi-
platform tool (web, iOS and Android) that gathers 
relevant information for all major sports (football, 
running, cycling and gym). In this manner, we’ve created 
a sports community fuelled by content and features of 
Every Zone, keeping in line with the increasing trend 
for online sharing, supported by content generated 
by the users themselves and where they can give and 
receive advice and record their sporting activity.

Every Zone has a general area, where the community 
content is published; an area where events created by 
Sport Zone and users are promoted; a track map; and 
four areas corresponding to the major sports, including 
functionalities such as an equipment expert; personal 
trainers with work-out videos and work-out plans, tips 
and advice.

This is the first Portuguese app of this type to be 
developed from scratch by a retail brand and it already 
has thousands of registered users.

EVERy ZONE
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until recently, if a customer failed to hand their 
Continente’s loyalty card discount coupons to the 
cashier before the purchase was completed, the only 
way to enjoy such discounts would be to cancel the 
entire transaction and run it once again, using the 
coupons this time around. It was a time-consuming 
process, for both employees and customers, so we 
decided to improve it.

The new Continente’s loyalty card coupon recovery 
service is the answer. Now, it is possible to use the 
customer service counter and apply the coupons to 

past transactions, without the need for returning goods 
and a new transaction; the coupons are immediately 
credited to the customers’ loyalty card.

Ever since this process was implemented, we have 
received very positive feedback from customers and 
store employees and, in the first six months, more than 
100,000 coupons were recovered. This allowed us to 
provide greater comfort, to save time for customers 
and our store employees, and to increase customer 
satisfaction.

cOuPON REcOVERy

100,000 
coupons in 
six months

3500 
active users
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Pursuing our strategy of association with major 
national events, supporting relevant initiatives for 
the Portuguese people and in this case using music to 
bring them closer to the Continente brand, once again 
we partnered with Rock in Rio – Lisbon by launching 
an edition of the Dá Rock Card to celebrate the tenth 
anniversary of the event in Portugal. Through the Dá 
Rock Card, we pre-sold tickets to Rock in Rio 2014. 
This card could be bought until the end of 2013 with 

a 50% discount in Continente’s loyalty card, with a 
25% discount available with the second edition of the 
promotion. We sold all 52 thousand tickets available 
and the first edition sold out after a month and a half.

Thus, we’ve strengthened Continente’s position as the 
brand that helps families, providing them with access 
to goods not normally included in their shopping 
experience.

ROcK IN RIO
“Dá ROcK” cARD
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Besides the visual stimulus offered to our customers in 
our stores, we have identified an opportunity to appeal 
to other senses closely related to wine.

This action consisted of the development of a sensory 
experience, implemented in Continente stores during 
the wine fair of September 2013. With aroma jars 
and paper strips, our customers were able to feel the 
various aromas of the main varieties of wine.

Among the main benefits of the project, it must be high-
lighted that it was an opportunity for us to transmit to 
our customers the perception that we are wine experts, 

to share knowledge, the diversification of customers’ 
experience in stores, appealing to different senses and 
developing an emotional connection to the product.

This edition of the wine fair saw a noticeable increase 
in sales compared to previous editions.

THE ExPERIENcE
OF THE SENSES

5 Aromas

52,000
cards sold
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The show food concept capitalises on the enormous 
relevance food has taken in the global public agenda. 
The spectacularisation of food-related content has 
been gaining an increasing amount of space in the 
media and globalisation has redefined this scenario, 
generating new concepts and experiences.

We took the opportunity to use digital means to give 
visibility to the events organised by the Continente 

brand with live streaming via MEO and the website for 
the event - Mega Picnic and Mercado de Sabores. The 
user could choose from several cameras simultane-
ously, deciding which content to watch. We were the 
first brand to make use of this platform to broadcast 
an event.

We reached 500,000 unique users, with about a million 
and a half hits on both transmissions.

LIVESTREAM
OF cONTINENTE’S

SHOWcOOKING

1.5 million 
views
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Christmas is a magical time of the year for both 
children and adults. Therefore, the following question 
arose: how to increase the number of visitors at Zippy 
stores during this time, while generating goodwill and 
increasing sales? 

The solution was to surprise and make an impact on 
visitors of two shopping centres where Zippy stores 
were located. To achieve this, we designed a brand 
activation at the Zippy stores in NorteShopping and 
Colombo, by creating an innovative window with a real 
children’s choir that sang happy Christmas carols for 
five minutes, three times a day.

It was an innovative and fun experience, to which no 
one – from children to adults alike – was indifferent. 
The teams in the stores where the action took place 
reported great engagement and motivation on the 
customers’ part and sales accompanied this perception.

ZIPPy’S ORIGINAL
cHRISTMAS SHOW

WINDOW

8 
performances
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With the return to school quickly approaching, we 
felt the need to create a strong and differentiated 
promotional campaign at Zippy, leveraging the 
excitement of our younger customers during their first 
weeks of classes.

Thus, Zippy’s Recess Time was created, a promotional 
campaign with zing, which brought visitors to the stores 
with immediate sales and goodwill. Thus, during the 
first week back at school, customers could enjoy a 50% 
discount for half an hour, twice a day. The beginning 
and end of each discount session were marked by the 
ringing of a school-like bell. 

Initially, the project was implemented in three pilot 
stores, having generated a significant increase in 

transactions when compared to the records of these 
stores. Store teams, who were highly motivated by 
the expressive results, were equally involved in the 
operationalisation of this action.

ZIPPy’S REcESS TIME

Bárbara Moreira, Nádia Reis, Alexandra Barnstorf

We wanted to increase Continente’s visibility as a 
brand that is passionate about food by creating a TV 
cooking show different from any other programme 
and leveraging the showfood trend. The existing 
formats gave us no leeway to give visibility to our 
products, services, values and image of a food retailer 
gastronomy expert.

Apart from being a competition that uses a school-
like format, Chefs’ Academy wants to teach how to 
cook. Over twelve weeks, twelve students entered the 
largest cooking school in the country, where they were 
taught by nationally renowned chefs. We’ve outlined 

a series of twelve 90-minute episodes, broadcasted 
on Saturdays at prime time on RTP. The program also 
featured extra episodes, such as the Christmas edition 
and the Chefs’ Academy Kids.

With 7,500 candidates, the program proved to be 
a success. It had an average share of 14.4%, and 
an average audience of 706,000 viewers. We also 
managed to export and sell this concept for a global 
market; we’ve achieved publicity and visibility at low 
prices and created a non-reproducible format, since it 
is patented internationally.

cHEFS’ AcADEMy

706,000 
viewers

50% 
increase

in conversion 
rate
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With one of the most popular Facebook pages in 
Portugal, Worten had the challenge of continuing to do 
more and do better, by increasing their online visibility 
even more.

Therefore, we’ve promoted the Secret Code campaign, 
a promotion for which codes appeared unexpectedly 
during TV and YouTube commercials. Customers who 
wished to participate had to register those codes on a 
mobile application designed for this purpose; the first 
person to discover all codes for each commercial would 
receive a fantastic prize, such as a tablet or a high-end 
smartphone.

This was a fun and captivating way to engaging the 
public with the Worten brand, promoting brand engage-
ment by interacting with friends and achieving visibility 
in several media outlets. It was a ground-breaking 
campaign with 260 thousand views and 78 thousand 
participants.

WORTEN’S SEcRET cODE

78,000 
participants

Jo
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aria

 do Céu Santos, Telma Paulo

We have involved our employees from various depart-
ments in the observation of real customers, monitoring 
their planning process, choices and purchase experience.

Employees listened to consumers in the first person 
by visiting them at home, becoming familiar with their 
consumption habits and accompanying them during 
their shopping process at their local store, be it a Sonae 
store or a competitor’s store. This project began in 2012 
and has already included the participation of 325 staff 
members from various locations around the country.

We have strengthened our culture to become closer 
to consumers and we’ve better adapted Continente’s 
actions to customers’ realities. This was also an 
excellent experience for our collaborators. These 
employees not only contribute their experience with 
the customers, but also add their own analysis and 
conclusions according to their experience in the work 
environment.

ONE DAy IN THE LIFE
OF THE cONSuMER

325 
participants
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Some of our highest energy costs at our food retail 
stores are related to refrigeration. Given that much 
of the heat generated by the refrigeration system is 
dissipated into the environment, there was a need to 
implement efficient and economically viable measures 
that promoted energy saving. 

One of the solutions found was reusing that dissipated 
energy by redirecting it to the water heating system.

We’ve applied glass covers to our freezer cabinets, thus 
maintaining the cold inside and reducing the energy 
necessary for cooling after opening and closing the 
doors. We’ve added double glass doors and LED lighting 
on all refrigeration structures and optimised working 
conditions in the refrigeration plant.

We have reduced the energy consumption associated 
with refrigeration by between 15% and 40%. Products 
are now subjected to fewer temperature variations, 
thus ensuring better quality. We have also reduced the 
amount of gas used in refrigeration plants as well as CO

2
 

emissions, therefore reducing environmental impact.

GREEN cOOL

The Labour Relations team identified the opportunity 
to reduce the response time regarding recurring labour 
issues of internal clients, by building an application that 
not only allows more efficient collection of pertinent 
information for the decision-making process in labour 
law, but also favours the continuous updating of 
content in this area.

With the new Knowledge Management application, 
each central theme of this area is organised into sub-
themes that, in turn, include doctrine, jurisprudence, 

legislation, minutes, inspective activity and FAQs 
related to each of the themes identified by the team, 
facilitating their subsequent use in similar processes.

Allied to greater ease and speed in the access and 
management of knowledge is the ending of redundant 
tasks by team members and the standardisation of 
answers to provide to clients. Themes are updated 
regularly, encouraging the team to continuously 
update their knowledge. 

KNOWLEDGE
MANAGEMENT

33% faster 
response

time

up to 40% 
energy 
savings
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The opportunity to improve structured planning of 
ongoing construction and the in-store remodelling 
information has led us to apply Kaizen methodologies 
to these processes.

The SIM Project stimulated the minds of our employees 
in various departments to bring about continuous 
change in traditionally executed processes – typically 
with low productivity. It is a methodology based on 
the SIM principles (System of Implementation of 
Improvements), based on Kaizen, and consists of 

creating maps analysing all stages of the works’ process, 
from approval to conclusion.

We’ve successfully reduced execution time for several 
tasks. Before implementing the project, the total 
estimated average period for the execution of works and 
project closing was 330 days in Continente stores and 
264 days in Continente Modelo stores, whereas now it’s 
300 and 240 days, respectively. This is a very significant 
reduction, which saves time during the planning, 
execution and closing stages of the project.

SIM PROjEcT
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Within a context of increasingly higher energy costs 
and considering that lighting represents approximately 
25% of energy costs in a food retail stores, we’ve 
developed an efficient and economically viable solution 
for saving energy and reducing environmental impact.

One of the best energy-saving mechanisms is installing 
lighting equipment with LED technology, while main-
taining the same levels of lighting and visual comfort 
for customers and employees could be a challenge.

We’ve successfully achieved these objectives at 
Alvalade’s Continente Bom Dia store, which was opened 
to the public with LED lighting used in all fixtures. This 
is a clear example of pioneering spirit, environmental 
responsibility and low maintenance costs, both at 
the company and across the national retail industry,  
and we’ve also managed to reduce power consumption 
by 28%.

LED LIGHTING

28% energy 
savings

9% reduction 
in work time
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With the definition of a new operational model, it was 
necessary to create and provide to stores a tool that 
compiled all information relating to the model, as well 
as other store management key indicators, which were 
previously scattered across different systems.

Therefore, we’ve internally developed the Business 
Indicators Dashboard, a document shared daily and 
centrally through Sharepoint, to support communication 
of the consolidated results of the previous day. This tool 
compiles the store management information in a single 
document, which may be quickly accessed and read.

With this new tool, we estimate that, on average, each 
store has gained between 30 and 45 minutes per day 
to spend on store management, thus dedicating more 
time to customers, increasing productivity, efficiency 
and sales orientation.

STORE PERFORMANcE
DASHBOARD

Hugo Filip
e Nogueira

Our logistics department used to send to suppliers 
a daily email reporting occurrences registered by 
the information management application at the 
distribution centres’ receptions. Bearing in mind the 
high number of occurrences registered daily in each 
distribution centre and due to the fact that each 
email was composed manually, this was a very time-
consuming task. 

To bypass this time-consuming and error-prone proce-
dure, we’ve developed a tool that allows us to identify, 
edit and automatically send these emails. This was 

entirely developed internally at the logistics depart-
ment, using information collected by the reception’s 
management application. A message template was 
also created.

With the implementation of this tool, we now only 
need a few minutes to identify and report logistical 
occurrences in each distribution centre. All occurrences 
are sent using the same template, which standardises 
these work practices. We have also successfully 
promoted the sharing of knowledge between the 
various members of the supply chain.

AuTOMATIc SENDING
OF EVENTS TO SuPPLIERS

13,000 
occurrences 

yearly

Gain 
of 2900 
days per 

year
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Back-office and customer service tasks were, until 
recently, performed by employees from the same de-
partments. As a result, at times, there were not enough 
available employees to perform all important tasks.

To solve this problem, we brought together Kaizen’s 
concepts of muda – activities with no added value – and 
of mizusumashi – concentration of muda in a worker – 
to release the rest of the team for customer service, 
which is considered an activity with added value.

Thus, we’ve created new teams that perform shared 
tasks between the different areas of fruits and 
vegetables, fishmonger, charcuteries and butchers: the 
preparation of workstations, reception, transportation 
and restocking of goods, organisation of back-office, 
storage of goods and treatment of restocking by-
products.

After the creation of this concept in three stores, we’ve 
tested the solution and confirmed its benefits, which 
include saving 3 hours per day/store, greater focus 
and efficiency and greater customer satisfaction. This 
project has already been implemented in all Continente 
Modelo stores.

uNO PROjEcT
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With the need to supply stock to stores with restricted 
access and bearing in mind the number of rigid vehicles 
available, we’ve identified an important opportunity for 
optimising and monetising our fleet of lorries.

We took several criteria into consideration, including 
reduction of noise pollution during unloading processes, 
reduction of the use of vehicles per delivery day, greater 
drivability for the manoeuvres near the unloading areas 
and capitalisation of existing means. The solution found, 
in partnership with Reta, a supplier of semi-trailers, is 
called City Trailer Semi-Trailer.

We’ve integrated two semi-trailers into our fleet at 
Azambuja’s distribution centre, having increased our 
loading capacity from 18 to 24 pallets and reduced the 
noise caused by night-time unloading, now less than 
60dB.

cITy TRAILER LORRIES

€700,000 
yearly

savings

Pallet 
capacity up 

by 50%
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Auditing and stocktaking of equipment in stores, 
distribution centres and central management offices 
was, until recently, quite complex and time-consuming, 
often involving manual tasks. This work was based on 
extensive paper lists and pre-assigned labels. Centrally, 
the task of inputting the information collected on 
paper onto the central system was time-consuming. 

To overcome these difficulties, we’ve developed, 
internally, a system of automation and optimisation 
of stocktaking and asset auditing processes. We’ve 
replaced paper lists with tablets and labels are optically 
scanned. Currently, data are updated online, thus 
reducing the time needed for these tasks.

The new application was quite inexpensive, is 
adaptable to different settings and the information 
collected is now more reliable. The time spent auditing 
and stocktaking was reduced by 25%, which allowed 
the team to increase asset control actions.

EASycODE
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Our aggressive promotions generate the need for 
continuous renovation of decorative elements, namely 
items communicating the prices of current promotional 
items. Decorations used to be created on a computer at 
each individual store, which often caused asymmetries 
and subsequent lapses in communication.

This project concentrated decoration production in a 
single store, implementing a rotation system among 
employees responsible for producing the visual 
communication elements. We’ve also developed a 

standard for sharing signs, in order to standardise 
communication used in all stores.

In the creation of the posters, we’ve managed to 
reduce activities that are not considered direct 
contributions to the creation of value. We’ve reduced 
costs, achieved gains in productivity of 27,000 hours/
year, standardised campaign communication in all 
stores and ensured that all stores have high-quality 
decorations for campaigns, even during the decorators’ 
holidays.

STORE DEcORATION

Stock-taking 
25% faster

27,000 
hours yearly 

savings
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until recently, we used several Excel files, which were 
quite heavy, filled with weak and inflexible information 
and did not have a real image of the product, to support 
Zippy’s wholesale sales to direct and commercial 
clients, agents and distributors.

In this context, we’ve developed EaZY_Sales, a sales 
platform for this channel that centralises information. 
The application, developed using internal resources, 
generates dynamic catalogues in multiple formats, 
such as Excel and PDF. This way, we are able to always 
keep Zippy’s product range up to date and directed at 

each market, including item specifications, images and 
prices in both Euros and the local currency.

With this development, we now have a franchising 
product selection tool, which also acts as a sales 
support tool that can be used for advance, in-season 
and flash/promotional sales, as well as restocking.. 
The project also standardises the format of orders 
and reduces the need for windows and client visits. 
Additionally, and from an employee’s perspective, it 
is now possible to robustly and transparently manage 
sale prices for franchisees.

EAZy_SALES
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Audits of prices and out of stock items carried out in 
food retail stores and Well’s stores, during the Customer 
Satisfaction programme, were made on paper and the 
data collected required manual input into the system. 
Moreover, emails needed to be exchanged between 
suppliers, the Market Studies Department and stores, 
which often resulted in a time-consuming and error-
prone process.

We’ve developed a portal with the purpose of supporting 
the conduction, monitoring and analysis of such audits. 
Audits now rely on a digital support, which allows a real-
time monitoring process, meaning that stores may carry 
out corrective actions immediately, eliminating the 
need for exchanging hundreds of emails. 

The automation of these processes has led to the 
reduction of data entry errors, has made the process 
simpler and has led to the release of resources for the 
elaboration of more in-depth analysis and with a greater 
visibility for the business.

AuDIT PORTAL -
cuSTOMER SATISFAcTION 

PROjEcT

7000 
products

Gain 
of 130 days 

per year
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We found an opportunity to improve the incentive sys-
tem to properly reward our employees’ performance.

For that reason, we’ve changed the way we pay 
bonuses to employees at these stores, introducing 
them to Worten’s DNA. The incentive system now 
includes awards according to sales objectives in terms 
of KPIs, as measured transversely by the company. 
Formulation of goals began to take into account  
the sales skills of each individual and of the team  
as a whole.

With this new system, we achieved a significant im-
provement in sales, greater attention to sales focusing 
on customers and an increase of bonuses to be 
received by store employees at the end of the month.

DNA SySTEM
OF INcENTIVES
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We developed a new methodology that aims to better 
prepare, follow up and measure the results of the main 
launches of technologically innovative and disruptive 
products across the board.

This methodology consists on the prior identification, 
and coordination between the various departments 
in the company and suppliers, of the dimensions and 
criteria that need to be worked on for each launch, 

the definition of common goals, both quantitative and 
qualitative, specific for each launch and, subsequently, 
the evaluation of the results obtained and using 
learned lessons in future projects.

The launches of PlayStation PS4, the Moulinex food 
processor and the latest Samsung smartphones were 
made using this new methodology, with significant 
increases in innovation awareness and market share.

360º EFFIcIENT
MEDIA LAuNcHES

80% sales by 
salespeople

Marketshare 
90% up on 

average
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With the implementation of the Kaizen methodology 
in Worten stores in Spain (Kaiwin), we have detected 
the need to control and accompany the actions to be 
carried out in the minimum time possible.

This project consisted of improvements to the TDI 
communication platform in Worten stores in Spain. 
To this end, we have created, on this platform, a 
module called Improve Our Work (IoW: continuous 
improvement program) to inform store employees 
of all kinds of information related to Kaiwin and IOW. 

We have also created an email account to which store 
employees may send their own ideas and suggestions 
for improving the company.

Currently, all stores are aligned with the Kaizen 
philosophy, having implemented its fundamental 
principles. This translates into better organised stores, 
providing better working conditions for employees. 
Ideas are collected monthly by the Kaiwin team and are 
later analysed by the Decision Committee, responsible 
for selection and implementation.

IDEA BOx
AND GEMBA WALK

Given the variety of communication channels between 
distribution centres and stores, the process of mediating, 
analysing and assessing the treatment of complaints 
and claims made by the different members of the supply 
chain, using the store liaison software was not sufficient.

Therefore, we’ve developed a database, updated each 
month, that allows the consultation and monitoring 
of the above indicators. This is handled by the store 
liaison team, using data originating from occurrences at 
distribution centres, transportation, stores, commercial 
management offices, procurement offices and quality 
team offices. 

Changes in work practices were mostly related to the 
creation of records in the store liaison software, the 
creation of records by the procurement offices, replacing 
email exchange, and reinforcement of the idea that 
stores must exclusively use this software for any contact.

With the implementation of this project, we’ve improved 
our in-store customer service and standardised work 
practices and services provided.

DATABASE FOR
cOMMuNIcATION BETWEEN

DISTRIBuTION cENTRES 
AND STORES

Developed 
3 best 

practices

Marketshare 
90% up on 

average
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until now, in order to gain some insights regarding the 
safety and maintenance of Worten stores in Spain, we 
needed to carry out small internal audits, conducted 
by the store manager. There was no transversal 
information regarding levels of safety, maintenance, 
image and process control of each store, neither 
regionally nor nationally.

Therefore, we’ve developed a store evaluation system, 
through which we can verify the status of each store, 
based on points awarded for each factor that contributed 
towards safety. The central management involved is 
now able to see, at any given moment, the status of 

each store and whether or not there are specific actions 
to be implemented. There are also reports for each store 
and evolution reports on indicators. 

An evaluation procedure was also defined taking into 
consideration the following parameters: safety, 5S 
(Kaizen), maintenance, check-out operations and 
store image.

With the implementation of such procedures, there 
was a generalised improvement in stores, specifically 
in safety and maintenance processes, making them 
more pleasant and comfortable for customers.

STORE EVALuATION
MODuLE

47 Worten 
stores 

in Spain
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In the current context of growing competitiveness, 
we consider our human capital to be a critical and 
differentiating asset of our organisation, which forces 
its management to be increasingly more demanding 
and complex. With a growing volume of information 
and the need for access to meet increasingly shorter 
deadlines and for increasingly agile formats, we have 
implemented HR Analytics, a dashboard solution 
that enables the consolidation of indicators for 
management support and development of our people.

up until recently, the publication of human resources 
management indicators was scattered across different 
reports, with different publication times and formats. 
The production of data was cumbersome, manual and, 
therefore, error-prone.

The new solution allows access to information in 
a single format, available anytime and anywhere. 
Available online, it allows users to autonomously, 
quickly and efficiently focus on human resources 
strategic indicators. 

HR ANALyTIcS

100 users
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At Sonae Management & Leadership Academy, we 
bring together collaborators, speakers and schools 
in an event guided towards reflection and debate, 
dedicated to talent management and leadership.

We welcomed Ricardo Monteiro, CEO of Havas 
Worldwide as a keynote speaker; Tiago Forjaz, chief 
dream officer of Might World as a moderator for the 
Talent Fest panel and seven outliers, who shared their 
stories and explored the different stages of the talent 
journey – Discovery, Confirmation, Transpiration, 
Inspiration, Mentorship, Achievement and Recognition 

– Alexandre Farto (aka Vhils); Filipa Elvas (marathon 
runner); Inês Gonçalves (researcher at INEB); Joana 
Carneiro (conductress); João Medeiros (editor at Wired); 
José Paixão (architect at Arrebita!Porto) and Ruben 
Alves (film director). The event also included a space 
with stands presenting the study programmes of top 
management schools.

The event was characterized by sharing sessions, 
during which speakers talked about their personal and 
professional perspectives and experiences. It was an 
enriching, unexpected and experiential event.

FOSTERING TALENT DAy
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In October 2013, we organised our first hackathon 
at the university of Porto, an event that gathered 
around 100 students of this institution for 29 hours 
non-stop and brought together creativity and the use 
of new software development technologies for the 
development of prototypes of mobile solutions for 
Continente’s online store. 

After the huge success of the first edition, we decided to 
take this concept to Spain, where our specialised retail 
brands already have a very significant presence and 
turnover. The new challenge was aimed at proposing 

and developing new mobile apps for Worten’s online 
operations in Spain, and was attended by 90 students 
from several Madrid universities. Within a creative, 
enthusiastic and relaxed environment, we held a 
software development marathon at the Madrid Science 
Park, developing ground-breaking apps.

The event was marked by the quality of the 20 
proposals envisioned and developed, surprising the 
jury, which was composed of several elements from 
Sonae and from the Madrid Science Park.

AGILE MARATHON
300 

participants

90 students
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The Contacto Programme is an annual initiative with 
the objective of identifying and recruiting young people 
for positions in Sonae Companies. This year, we sought 
a distinctive and differentiating approach for the 
selection process for the Contacto 2014 traineeships, 
by launching Sonae Innovation Quest.

Participants were organised into teams of two 
and three persons, guided by a mentor, and were 
challenged to design and develop a business ideas for 
our companies, also emphasising their interest and 

motivation to eventually become a part of Sonae. The 
initial challenge was followed sby Assessment Day, 
during which activities were streamlined to evaluate 
the proposed idea and also the profile of each of the 
group members.

The winning groups from Portugal and Spain were then 
invited to participate in Contacto Day 2014, the final 
assessment moment in front of a senior management 
jury, which annually selects 30 young people to 
become a part of Sonae Companies.

cONTAcTO 2014

30 
candidates 

selected
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