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Murat Ülker

Dear Stakeholders,
We continue our sustainability efforts with the
responsibility of being a leader in Turkey and being one
of the world's leading biscuit producers. In 2017, Ülker
succeeded in transfering its experience in sustainability
to global scale with pladis.
Our sustainability programs in compliance with
international standards set an example for both our
global brands and Yıldız Holding’s companies.
Accordingly, we formed our sustainability platform
among the Yıldız Holding companies in 2017 and
accelerated sustainability efforts by gathering them
under one roof.
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• Zero waste to landfills through 100% recycling
• Reducing logistics-related carbon emissions by 20%
• Increasing training hours per person by approximately
40%
• Reducing the use of paper by 20% in our parcels and
boxes
• Zero lost days due to workplace accidents
• To continue projects with leading organizations in the
field of public health
• Reducing employee turnover rate to 3.5%
Why is our targets for 2024 important for us? Because
we are aware of the importance of world resources
which should not be wasted and the importance of a
livable environment. We believe that as a sector we are
obliged to manage our business in accordance with
these conditions. We believe it is important that ensuring
sustainability, working efficiently, producing while
protecting and developing the natural resources is
among our material issues. For this reason, we continue
with our investments in sustainability. In doing so, we
support local development projects for sustainable
supply chain, particularly for hazelnut, wheat and cocoa
which are among the main raw materials of our
products. Supporting Turkish farmers and local
production is among the priorities of our sustainability
investments.
#yurdumunülkerçiftçisiylebüyürülker
In the work we have done so far, we are getting results
that encourage us further in terms of our sustainability
targets. In the upcoming period, we will continue our
efforts to contribute to the sustainable development of
our industry and our country in line with our
sustainability strategy and 2024 targets. I would like to
thank all, who has contributed to our journey.
#mutluetmutluol
Best regards,

Murat Ülker
Chairman of the Board of Directors

We have a lot to realise in our sustainability journey,
which we shaped in line with the United Nation’s
“Sustainable Development Goals”. We will be reaching
our 10-year targets in 2024 when we celebrate the 80th
anniversary of our foundation, then we will be setting
new targets and we will continue to achieve them.
I would like to share with you some of our 2024
sustainability targets for Ülker Biscuits.
• Growth with zero emissions increase
• Reducing carbon emissions by 40% per unit of
production
• Increasing energy efficiency by 25%
• Reducing water consumption by 30% per unit of
production
SUSTAINABILITY REPORT 2017
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Mehmet Tütüncü
Dear Stakeholders,
While doing our business, we aim for sustainability
leadership so that farmers, employees, the land, and our
customers are all satisfied, and that we leave a world
where the next generations can live happily.
In the past year, we achieved important
accomplishments with our sustainability efforts under
the motto: “This is Our World”. We continued to work
towards the targets we have set for the year 2024 and
according to tour sustainability principles at six different
areas.
Our successful performance on the global stage has
been recognized with inclusion to sustainability indices.
We continue to be listed on the FTSE4Good Emerging
Markets Sustainability Index, which is jointly owned by
the London Stock Exchange and the Financial Times. We
are also listed in Borsa Istanbul Sustainability Index since
2015.
During this year, the success of our “This is Our World”
sustainability model was also recognized when it
became one of the finalists in Turkey at the European
Business Awards for the Environment, which is an award
by the European Commission for companies making
important contributions to sustainable development.
With our success in the category of management we are
entitled to represent our country in the The European
Business Awards for the Environment in Europe.
As the first company in Turkey to target growth with
zero carbon emissions increase, we succeeded in
keeping our emissions at the same level as in 2014 while
we grow.
This year, 4 factories were included among the factories
with ISO 50001 Energy Management System Certificate.
Thanks to the improvements we made during 2017, our
investment in infrastructure, and our environmental
awareness efforts, we saved 10,200 MWh of energy,
which is equivalent to the annual electricity use of 1,100
homes. We have reduced our energy consumption per
ton by 3%.

This year, we have worked on more than 850 R&D
projects and more than 2,000 R&D experiments on a lab,
pilot and industrial scale in our pladis Turkey Chocolate
R&D and pladis Turkey Baked Products R&D centers.
One of our main focuses is to increase employee
awareness and employee participation in sustainability
projects. We therefore provided Sustainability 102
trainings in 6 of our factories, a continuation to the
Sustainability 101 training offered in previous years. The
training looked at possible solutions to global problems
and employees also participated in training sessions on
the product’s life cycle. Employees enjoyed the training
sessions, which were amongst the most successful that
Ülker Bisküvi have ever provided.
Wishing to continue working together to reach our
targets at Ülker Bisküvi and leave a better future.

Mehmet Tütüncü
ÜLKER CEO

We also aim to reduce our water use per ton by 30% as
compared to 2014. We have accordingly taken a step
towards our 2024 target by already achieving 27%
reduction in water use, as compared to 2014. This
amounts to a saving of 300 million liters of water,
equivalent to the amount used by a city of 3 million in
one day.
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About the Report
In the third sustainability report we publish, we are
sharing information on our targets, performance and
progress in corporate governance, environmental and
social areas in a transparent way. We prepared the
report in accordance with the GRI Standards: Core
option and used the GRI Food Processing Sector
Disclosures and Sustainability Accounting Standards
Board (SASB) Processed Foods Guidelines as a
reference. We also demonstrated the link between our
operations and the Sustainable Development Goals and
shared our contribution to these goals.
This report covers our operations in Turkey for the
period between 1 January - 31 December 2017.

You may contact us regarding your questions,
opinions and suggestions on this report and our
sustainability activities via
surdurulebilirlik.plat formu@ulker.com.tr.

About Ülker
Bisküvi
As Turkey’s largest food company, with 6 factories in
Turkey and 3 abroad, we provide hundreds of products
in biscuit, chocolate and cake categories to Turkey as
well as other consumers from all over the world, such as
Middle East, Central Asia, Europe, Africa, America and
Russia. Established in a small workshop 74 years ago,
our brand is now amongst the leaders of biscuit sector.
With 6 factories in Ankara, Karaman, Esenyurt\İstanbul,
Gebze\Kocaeli, Silivri\İstanbul, Topkapı\İstanbul and
Egypt, two factories in Saudi Arabia and a new factory in
Kazakhstan acquired in 2017, we are currently producing
at 10 factories. We focus on becoming a global brand
that focuses on adding value to the society. We
maintained our successful performance in 2017 and
reached 575,000 tons of sales volume and a turnover of
TRY 4.8 billion.

4
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Capital Structure

About pladis

%41,52

Publicly traded

We maintained our successful
performance in 2017 and reached 575,000
tons of sales volume and a turnover of
TRY 4.8 billion.

%51

pladis Foods Limited

pladis was established in 2016 following the gathering of
Yıldız Holding’s core snack businesses Godiva
Chocolatier, United Biscuits and Ülker under one
umbrella. As a global company with 26,000 employees
in 180 countries pladis has a wide range of products rich
enough to meet different consumer expectations and
needs. With a turnover of TRY 14.3 billion in 2017, pladis
constitutes the biggest part of its main partner Yıldız
Holding.

%7,48

Members of the Ülker Family
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WE CARE FOR MAKING PEOPLE HAPPY AND BEING
HAPPY WHILE DOING OUR JOB.
Our Sustainability Principles
Value Chain

Employees

Leadership

We pioneer change while embracing new and different
ideas. We take the necessary steps in terms of
environmental sustainability by fully internalizing
efficiency and excellence through our sustainable
water management, as well as raw material supply
operations that utilize zero waste and carbon-neutral
applications.

While we pursue the best practices in the sector we
operate in, we aim to do even better. We help all
stakeholders in the value chain to meet their basic
needs, and move forward especially with farmers and
producers. By combining corporate and sustainable
community values, we allow them to be integrated
within our business models.

Our employees are the most important element of Ülker
Bisküvi's sustainability efforts. We develop sustainable
approaches for our employees, just as we do in other
areas of our business. We are aware that we can achieve
success only with the collective efforts of all our
employees. We respect individual differences yet strive
as a single team for the same goal. We present a
human-centric approach and allow us to create an
environment for the development of new skills. We avoid
hierarchy in our internal communications and value each
one of our employees.

We act as a responsible pioneer in the industry. By
striving in our business with the determination to
succeed and work hard, we are able to exceed the goals
we set for ourselves. We follow global developments, set
rules, and provide innovative and uniquely
transformative leadership.

AVRUPA

BİRLİĞİ

Environment

ÇEVRE
ÖDÜLÜ

YÖNETİM KATEGORİSİ

FİNALİSTİ

ÜLKER “BU DÜNYA BİZİM”

Innovation

Social Responsibility

We aim for leadership in
the areas in which we
operate. We work very hard
and challenge ourselves
with the motivation of
being the first to provide
the best. We continuously
generate value for all of our
stakeholders and investors
by internalizing a respectful
understanding of
competition in accordance
with the values of our
company.

We emphasize a
healthy and active
lifestyle by providing
transparent
information to all of
our customers and
stakeholders. While
promoting a healthy
society we also focus
on facilitating and
simplifying life.
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RESPONSIBLE
CONSUMPTION
AND PRODUCTION

GOOD HEALTH
AND WELL-BEING

LESS
SALT

ZERO HUNGER

LESS
FAT

LESS
SUGAR
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Under “This is Our World” motto we have six areas,
which are Environment, Value Chain, Employees,
Innovation, Social Responsibility and Leadership. In line
with our stakeholders’ expectations, we aim to be one of
the first companies that comes to mind regrading
sustainability. In our leadership journey, we use the
targets we set for 2024 and our sustainability principles
in six areas, as a reference. With the steps we take to
achieve our targets we also contribute to the Sustainable
Development Goals.

While identifying the company priorities, our “G0AL21”
strategy and vision plays a decisive role.

Under the leadership of The Board of Directors, all our
employees and managers are continuing to work
towards our sustainability targets in line with a road
map. Progress towards achieving the targets are also
included in the performance indicators of employees,
managers and CEO.

INNOVATION

EMPLOYEES

Strategy
and
Vision

External
Trend
Analysis

We learn the priorities of our stakeholders with the
stakeholder analysis conducted in accordance with
international standards. We evaluate all stakeholder
groups on the criteria of responsibility, impact level,
degree of proximity, representation, dependency and
impact on policy and strategic intent, and we identify
the most important stakeholders. Stakeholder opinions
and expectations are obtained through an online
questionnaire, and with the external trend analysis global
trends and sector priorities are also included in the
analysis.

Priorities for Ülker Bisküvi

VALUE CHAIN

LEADERSHIP

Manager
Opinions

Healthier and more
nutritious products

High

SOCIAL
RESPONSIBILITY

G0AL21
Targets
and
Strategy

Material
Issues

Stakeholder
Analysis

Promotion of balanced diet
and active lifestyle
Sustainable agriculture and
raw material supply

R&D and Innovation
Pioneering the development of
sustainability in food sector
Food safety and quality
Water risks and water management
Risk management
Climate change and energy

Biodiversity conservation

Medium

Since the day we were founded, we consider
sustainability as an integral part of our business. Our
main goal is to make our farmers and employees who
produce our products, and our customers and
consumers who guide us with their choices happy. With
Yıldız Holding’s “Make Happy, Be Happy” motto our
work is structured under world, society and products.

Stakeholder Analysis

Importance for Stakeholders

Sustainability Approach

ENVIRONMENT

Occupational health
and safety
Business ethics

Fair and transparent
corporate governance

Employee productivity and
satisfaction

Responsible sourcing
Packaging management

Waste and wastewater
management

Responsible marketing
Product labeling

Low

Social development programs

Low

Medium

High

Importance for Ülker Bisküvi
More detailed information on Materiality Analysis can be
found in the Materiality Analysis section of the 2016
Sustainability Report.

Communication with Stakeholders
Material Issues
Our material issues are amongst the most important
factors guiding our sustainability approach. Our material
issues updated regularly with the contributions of our
stakeholders shape our strategy and strengthen our
communication with stakeholders and enables us to
better respond to future shareholder expectations. We
are conducting materiality analysis in two stages, as
material issues of stakeholders and Ülker Bisküvi; and we
identify the common issues as our priorities.
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We also include the views of sustainability platform
members and senior management into the analysis.
Issues are updated every year by considering financial,
environmental, social and reputational risks and
responsibilities, as well as global trends and regulations.

You can view our main stakeholder groups and
communication channels in Appendix 1.
A list of our members and business partners is in
Appendix 2.

We believe that challenges such as climate change,
depleting natural resources and social issues, that exist
in the sector and the entire world, can only be solved
together. Similarly, we also know that we can only
develop as a company and achieve our goals by listening
to our stakeholders. This is why we place so much
emphasis on establishing a strong dialogue with all of
our stakeholders in our journey towards sustainability
leadership.
We work together with different stakeholder groups on
sector and international initiatives. We cooperate with
organizations such as food associations, the World Coca
Foundation (WCF) and the Processor Alliance for Cocoa
Traceability and Sustainability (PACTS) and we aim to
proceed with the contributions of stakeholders at all
stages and to increase cooperation by actively
participating in different platforms.
SUSTAINABILITY REPORT 2017
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Table 2: 2024 Sustainability Targets

LEADERSHIP

SOCIAL
RESPONSIBILIT Y

EMPLOYEES

INNOVATION

VALUE
CHAIN

ENVIRONMENT

FOCUS AREA

TARGET

PROGRESS (2014 BASELINE)

Growth with zero emissions increase

Our emissions have remained unchanged
since 2014.

Reducing carbon emissions by 40% per unit of
production

Carbon emissions per ton production is 304
kg of CO2

Increasing energy efficiency by 25%

10,200 MWh of energy savings were achieved.

Reducing water consumption by 30% per unit
of production

We reduced water consumption by 27% per unit of
production

Zero waste to landfills through 100% recycling

The percentage of waste sent to landfills has
decreased to 8%.

Installing solar panels on the roofs of eligible
plants

Feasibility studies are continuing to identify the plants
to install the panels.

Obtaining Green Building certification for the
Gebze factory

The certification process is ongoing.

Reducing packaging returns by 50%

Packaging returns were reduced by 48%.*

Reducing the environmental impact of
products through life cycle assessments

Life cycle assessment has been completed and provides
guidance for the reduction of the environmental
impacts of products.

Reducing logistics-related carbon emissions

RELATED SUSTAINABLE DEVELOPMENT GOAL

RESPONSIBLE
CONSUMPTION
AND PRODUCTION

CLIMATE
ACTION

AFFORDABLE AND
CLEAN ENERGY

CLIMATE
ACTION

RESPONSIBLE
CONSUMPTION
AND PRODUCTION

CLIMATE
ACTION

Reduction of around 1050 tons of CO2

by 20%

Reducing the use of plastics in our flexible

We reduced the use of plastics by 110 tons in our flexible

packages by 20%

packages.*

Reducing the use of paper by 20% in our

We reduced the use of paper by 266 tons in our parcels and

parcels and boxes

boxes*

Increasing training hours per person by
approximately 40%

We achieved an average of 19 hours of
training per employee.

Reducing employee turnover rate to 3.5%

Employee turnover rate was 9%.

Increasing employee satisfaction to 85%

According to our employee survey, in which 96% of our
employees participated, engagement rate was 77% with a 2
point increase.

Zero lost days due to workplace accidents

We reduced the number of accidents with lost days by 27%.*

Increasing the unionization rate to 100%

We reached our target in 2016 by increasing the
unionization rate to 100%.

Using 8,000 tons less saturated fat in the
baked goods category and 2,000 tons less
Reducing fat in chocolate products by 3,000 tons

We reduced the fat in chocolate products by 0.23%.*

Reducing complaints from the sales and

We continue to work in the areas of responsible marketing,
food safety and quality

To continue projects with leading
organizations in the field of public health

DECENT WORK AND
ECONOMIC GROWTH

ZERO
HUNGER

We reduced the amount of saturated fat by 0.72% in the
baked goods category.*

saturated fat in all fat products.

distribution channels by 20%

INDUSTRY, INNOVATION
AND INFRASTRUCTURE

RESPONSIBLE
CONSUMPTION
AND PRODUCTION

LIFE
ON LAND

PARTNERSHIP
FOR THE GOALS

The sustainable hazelnut agricultural project
Supporting the World Cocoa Foundation
Membership of Food Drink Europe and EUFIC

*Progress compared to 2016.
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Sustainability Risks
Management
Global trends such as climate change and population
growth have significant impacts on the food sector. We
therefore need to closely monitor and manage the risks
and opportunities that these trends implicate for the
sustainability of our business. It is for this reason, risk
management includes the assessment of financial risks,
as well as sustainability risks. Within the framework of
sustainability, material issues that affect our business are
identified. The entire process from the field to the
customer is evaluated in terms of the financial and
non-financial risks that may arise.
Risk management activities are carried out by the Risk
Committee under the Board of Directors. The risk
committee regularly monitors the risks identified in the
risk matrix, areas of impact, likelihood of occurrence,
responsible units, initial actions to be taken and the
types of risks.
Risks are mapped with a culture of risk that affects all
employees, in which each unit identifies the relevant
risks. Risks followed and prioritized by the risk matrix
also include environmental, social and governance risks.
We follow risks such as exchange rate and interest risk,
raw material prices changing due to climate change,
partnership and new investment risks within different
geographies and compliance with human rights.
As a company dependent on agriculture, the main risks
we face are climate change, human rights and working
conditions in agricultural production. Our work in the
field of human rights, and the supply of sustainable raw
materials, allows us to consistently provide our customers hygienic and high-quality products that are
manufactured in fair working environments, sold at
affordable prices, and compatible with international
standards.
We have established a comprehensive framework for risk
management by setting out the risks, impacts and

12
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You may access Ülker Biscuit Code of Conduct
from this link:
http://ulkerbiskuviinvestorrelations.com/_assets
/pdf/surdurulebilirlik/code_of_conduct.pdf
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SOCIAL
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LEADERSHIP

Chairman of
Board

Deputy Chairman
of Ulker Biskuvi
Executive Board

Ethical Principles
While we work with the motto “Make Happy, Be Happy”,
we adopt ethical business practices that benefits all our
stakeholders. We consider our Code of Conduct as our
guidance in all our processes. Defining our basic responsibilities to the world and to our stakeholders our Code
of Conduct lays out the basic framework necessary for
fair business. Transparent management in line with our
ethical principles is core to our strategy.
The Code of Conduct also includes regulations for
anti-bribery and anti-corruption. The Code prohibits
corruption, bribery, facilitation payments and anti-competitive behavior. In addition, the transparency of
donations to NGOs and associations is also covered
under Code of Conduct.
It is important for our employees and suppliers to adopt
our principles to ensure full compliance with Code of
Conduct. We subsequently provide trainings for our
employees and suppliers on Code of Conduct related to
issues such as anti-corruption and anti-bribery. We are
also expanding the scope of employees and suppliers
who receive training every year. This year, 4,897 employees and 141 suppliers were trained on ethical principles.
Training on ethical principles increased by about 10
times, compared to the previous year.
In addition to trainings, we have communication lines to
ensure compliance with the Code of Conduct. Our
employees can access the Code of Conduct via our
website or Human Resources and forward their questions about ethical issues. Violations can be reported to
etikbildirim@ulker.com.tr All notifications that are
reported to this address by the employees are kept
confidential, delivered to the Ethics Committee held
once every two months and resolved with the contributions of different departments like Human Resources, Law
Office and Internal Audit according to their content. In
2017, 7 incidents were reported to the ethics line and all
were resolved. No public prosecutions regarding crimes
or alleged breaches of our Code of Conduct, including
corruption, bribery and anti-competitive behavior, have
occurred.

INNOVATION

STAKEHOLDERS

Sustainability activities are managed according to the
vision and principles of Yıldız Holding and the unique
structure of Ülker Bisküvi. The Sustainability Platform is
responsible for determining the policies, strategies and
goals regarding sustainability and informing
stakeholders accordingly. Activities are carried out in an
integrated way with various functions such as R&D,
human resources, corporate communications, financial
affairs, operational excellence, quality, HSE (Health,
Safety, Energy, Environment), marketing, procurement
and the supply chain. In addition to this, the Platform is
also responsible for coordination of the separate
business lines and for ensuring overall cooperation.
The platform also audits the execution, reports it to the
Board of Directors and updates and follows up on the
sustainability strategy and objectives of the Board of
Directors.

timelines of sustainability factors. We build our risk
management approach based on the identification of
potential factors which can impact our company,
management of these risks based on our risk profile and
provision of adequate assurance against these risks. We
aim to achieve sustainable profitability and growth with
our effective risk management system, increase our
competitive strength, comply with legal regulations and
make sound decisions by identifying opportunities and
threats. While managing these risks, we proactively
establish the necessary mechanisms; strengthen our
resilience against risks with systematic sustainability
efforts and audits.

VALUE CHAIN

Head of Sustainability
Platform - Head of Turkey

R&D
Group
Director

Corporate
Communications
General
Manager

Operational
Excellence and
HSE General
Manager
- Platform
Coordinator

VP of
Supply
Chain

Human
Resources
General
Manager

Human Rights Policy
When operating in different geographies, we adopt an
approach which respects ethical principles and basic
human rights in all our operations and supply chain. We
use our Human Rights Policy, which is based on OECD
Guidelines for Multinational Corporations and
International Labor Organization Agreements as a
guidance. We are translating our policies into the
languages of the operation areas. Our policies have been
translated into Arabic for our activities in Egypt and
Saudi Arabia and have been shared with all stakeholders,
particularly our employees and suppliers.

FEEDBACK

Purchasing
General
Manager

VP of
Marketing

EMPLOYEES

Sustainability Management

ENVIRONMENT

VP of
Financial
Affairs

You may access Ülker Bisküvi Human Rights
Policy from this link:
http://ulkerbiskuviinvestorrelations.com/_asse
ts/pdf/surdurulebilirlik/ulker-human-rights-pol
icy.pdf
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INTRODUCTION

Environment

Environmental Management

We are working to improve the environment and the
environmental conditions which we see as our natural
capital, knowing that our activities depend on the earth,
water and nature. We consider future generations by
conducting our activities in a manner that respects the
society and the environment. In line with our 2024
targets, we are making progress in the fields of climate
change, energy, natural resource management,
packaging and waste management and biodiversity.

Our operations are managed according to global
standards. All of our factories have ISO 9001 and ISO
14001 certification. In 2017, our Ankara, Esenyurt, Gebze
and Karaman factories became ISO 50001 certified. We
are planning for our Silivri factory to achieve ISO 50001
certification in 2018.

Progress (compared to 2016)

Target

Our emissions have remained unchanged since

Growth with zero emissions increase

2014.

Increasing energy efficiency by 25%

10,200 MWh of energy savings were achieved

Reducing carbon emissions by 40% per unit of
production

Reduction on carbon emissions of 3% per unit ton
as compared to 2016.

Reducing water consumption by 30% per unit of
production

We reduced water consumption by 17% per unit of
production

Zero waste to landfills through 100% recycling
Reducing packaging returns by 50%

Obtaining Green Building certification for the
Gebze factory
Reducing the environmental impact of products
through life cycle assessments

We are designing our activities in line with the United
Nations Sustainable Development Goals and the Paris
Agreement in order to effectively manage risks and
opportunities in line with global developments that are
closely related to the food industry.

AFFORDABLE AND
CLEAN ENERGY

decreased to 8%.
Packaging returns were reduced by 48%.

1

Installing solar panels on the roofs of eligible plants

RESPONSIBLE
CONSUMPTION
AND PRODUCTION

The percentage of waste sent to landfills has

CLIMATE
ACTION

Feasibility studies are continuing to identify the
plants to install the panels.
The certification process is ongoing.
Life cycle assessment has been completed and
provides guidance for the reduction of the
environmental impacts of products.

ENVIRONMENT

VALUE CHAIN

INNOVATION

Our environmental policy is our principal guide in
environmental management. We aim to create
awareness in the field of environmental sustainability by
providing the necessary training and providing
information for the institution.
We prioritize the contribution of our stakeholders,
especially our employees, in order to reach the
environmental targets we have established. We are
making improvements according to their feedback. The
goals we have set as part of GOAL21 provide a guide to
achieving operational excellence.
The Sustainability Platform, which directly reports to the
Board of Directors, is responsible for monitoring
environmental performance and the realization of the
objectives. In line with the 2024 targets, performance
indicators for all employees and operations are
monitored and regularly reported to the Board.
Results obtained from this study are used to reduce the
environmental impact of products as far as possible by
R&D and innovation units during the product
development processes.
Life cycle assessment is crucial for measuring the
environmental impact of our products

In this context, we have completed the life
cycle assessment of our Biskrem and
Çokokrem brands and considered the entire
process from production from raw materials
to the disposal of waste. Results obtained
from this study are used to reduce the
environmental impact of products as far as
possible by R&D and innovation units during
the product development processes.
Our environmental management policy and our
commitment to the environment can be accessed from
the Ülker Investor Relations website.

Management
System

Environmental
Management
System

Ankara
Esenyurt
Gebze

Energy
Management
System

EMPLOYEES

SOCIAL
RESPONSIBILITY

LEADERSHIP

Climate Change and Energy
Climate change is an influential factor for many global
trends and is considered to be one of the biggest global
problems of our times. Reducing the impacts of climate
change and carrying out appropriate activities
necessitates all stakeholders working together
cooperatively. Within this scope, the private sector, the
public, as well as international and non-governmental
organizations and individuals all have a part to play. At
Ülker, we are implementing long-term transparent
energy and carbon management that are designed to
proactively counteract the risks posed by climate
change. We also implement climate change targets in
the performance evaluation system of managers and
employees.
As we grow, we aim to keep our carbon emissions at the
same level as they were in 2014. Since we have set that
target, we grew without increasing our carbon
emissions. We are not only monitoring our scope 1 and
scope 2 emissions, we are also monitoring scope 3
emissions.
Due to the improvements we made during 2017, such as
our investments in infrastructure campaigns to raise
environmental awareness within the company, we have
saved 10,200 MWh of energy, which is equivalent to the
annual electricity use of 1,100 homes. This performance
has also meant a financial saving of TRY 841,000. We
have reduced our energy intensity value to 0.969 MWh /
tons this year, from 0.996 MWh / ton of last year.

Air Emi s sion s
We also monitor the greenhouse gases
emissions of our factories in addition to other
air emissions. Our emissions, which are well
below the specified limits, are regularly
monitored. We aim to reduce our SO2 and NOx
emissions per unit product by 3% until 2024,
which were 0.006878 kg and 0.1182 kg per
product in 2014.

Karaman
Silivri
Topkapı

: Has certificate
: Certification process ongoing
1Reference year of the target is 2015.
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We completed Sustainability 102 trainings in 6 factories with employees more than one
thousand in 24 sessions before the end of the year. Employees who were looking for solutions to
the problems of the world in the participatory workshop organized within the scope of the
training had knowledge with practical trainings about the product life cycle. 96% of
out-of-employees and 94% of in-scope-employees are satisfied with this work. The trainings
were one of the most effective in the history of Ülker Bisküvi and the ones that the employees
were happy to attend. Our employees reflected their predictions and dreams about the
sustainable future into the drawings.
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LEADERSHIP

Waste and Wastewater Management

The population increase and depletion of natural resources
makes efficiency in resource management inevitable. An
important responsibility for companies operating in the
food sector is to ensure the sustainability of these
resources so that everyone has access to food and water.
We are subsequently continuing to work on improving our
performance in these areas in line with our 2024 targets.
We aim to reduce our water use per unit by 30% as compared to 2014.
We have accordingly taken a step towards our 2024 target by already
achieving a saving of 27% in water use, as compared to 2014.

Water use per unit production (m3/ton)

As we believe that waste management is an important
part of the responsibility culture of production and
consumption, we are concentrating our efforts on
achieving 100% recycling and zero waste being sent for
landfill. In addition to recycling, we recycle a significant
portion of the waste as animal feed, thus reducing the
volume of our total waste. Our total amount of recycled
and recovered waste consists of 92% of all of our waste.
Thanks to our efficient waste management, we have
reduced the amount of waste sent to landfill to 8%.
Besides our solid waste, we also monitor the amount of
wastewater we produce. Waste water is discharged in
accordance with legislations. We are working to improve
the quality of the waste water that we discharge. In line
with our 2024 targets, we aim to reduce the total waste
water volume by 3% compared to 2014 by increasing the
quality of waste water.

2,5

Packaging Management

2

2.21

1,5

1

2.08

0,5

1.88

0

2014

2015

2016

1.63

2017

We use water efficiently, one of the most important
areas of natural resource management, and we
determine areas where consumption is excessive and
carry out further improvements. In addition, we raise
awareness among our employees about water
consumption through in-house awareness activities.

Total water use (thousand m3)
1.200
1.000
800
600

1060

400

965

200

846

0

2014
18

THIS IS OUR WORLD

2015

2016

Packaging, which has an important place in the
protection of products and prevention of food waste,
also acts as a tool of communication that provides
consumer information about the product. Packing
management has a great impact on reducing the
environmental impact of the supply chain and the waste
produced by the consumed product. The proportion of
raw materials used in packaging, the reduction in
packaging waste and the optimization efforts are the
areas we are focusing on. We are particularly continuing
our work towards the target of reducing packaging
waste by 50% by 2024, compared to the value in 2014.
Our packaging waste proportion in 2017 was 1.06%. This
means a 48% reduction compared to 2016.
Our life cycle analysis includes our packages and we
measure and analyze our environmental impact caused
by packaging. We aim to be a pioneer in this field by
developing packaging standards. We are conducting
various optimization works on the thickness, size and
weight of the packaging and parcels. We provide
increased spatial efficiency by avoiding unnecessary
packaging and unnecessarily large packages. As a result
of our efforts onpackaging, we have saved TRY 850,000.

772

2017
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Biodiversity
Biodiversity is highly important for many reasons for the
continuity of food industry. We are continuing our work
in the field of biodiversity to protect the productivity of
agricultural areas. One of our priorities is to maintain
biodiversity with reference to the protection of Life on
Land of Sustainable Development Goals, and thus raise
awareness of the issue within society.
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Ülker Ankara Memorial Forest, which we seeded together with our employees in 2011 and grow together every year, is
another important contribution to biodiversity. We continue to grow our forest. The Memorial Forest today
contains more than 26,000 cedar and pine trees in its ecosystems. The cleanliness, safety and control of the
forest are provided with our employees regularly.

LIFE
ON LAND

Within the framework of Sustainable Hazelnut
Agriculture Project, launched together with an
internationally recognized foundation in 2015, we have
carried out researches and pilot implementations in
order to protect hazelnut variety in Giresun, develop
sustainable methods for the production of hazelnuts and
ensure correct propagation of hazelnut fields that
considers the whole ecosystem. Turkey is the biggest
producer of hazelnuts in the world according to the
United Nations Food and Agriculture Organization
(FAO) and we are currently working on the protection of
this title for the future and so guarantee the fundamental
part of the taste of Ülker products. This year we
published a report titled “Towards a Sustainable
Hazelnut Production in Giresun”, which includes the
work we have conducted in partnership with local
governments, non-governmental organizations and
farmers. We are working on including all the regions
where hazelnut farming is carried out within the
framework of the project in the time ahead.

We continue to advocate for the Giresun Hazelnut, one of the highest quality ranked hazelnuts in the world,
by protecting it and spreading its sustainable agricultural practices. In collaboration with an international
foundation, we initiated our “Sustainable Hazelnut Agriculture” project with the sustainable agricultural
practices in pilot orchards.

In the project which we investigated the effects of
biodiversity of Giresun tombul, an indigenous species,
with an international foundation cooperation, we put
in the foreground the development of social and
economic levels of hazelnut producers.

We created a common synergy for a happier future coming together with our farmers for "Sustainable Hazelnut Agriculture"
project.
20
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Value Chain
We aim to ensure ideal conditions in the entire process of
our products on their journey from the farms to tables and
make our stakeholders happy. Throughout our network,
which we call our value chain, we inspire towards a more
sustainable production by our approach which is based on
respect for human and employee rights, becoming
empowered along with farmers and producers and
improving environmental impact.
The primary raw materials we use in our production come
from four continents. From Turkey to the Middle East,
America, Asia, Europe to Africa, over 300 different
products that we produce at our plants are supplied to
millions of consumers in seven continents. Within this
broad spectrum, Sustainable Development Goals provide
an important framework for improving environmental,
social and economic conditions in the supply chain,
without compromising our quality and competitiveness. In
line with the 2nd Goal, we subsequently provide support
for increasing productivity in agriculture, improving
socio-economic conditions of farmers, and reducing the
environmental impact of agricultural production.

ZERO
HUNGER

We manage our value chain operations with a holistic
and proactive approach. We define all potential risks in
this context as critical risks that can affect the continuity
of our business, and take the necessary precautions.
Along with our own activities, we have created the
Supply Chain Policy which shapes our expectations in
the operations of over 2,300 suppliers on areas such as
basic human rights, working conditions and environmental protection, and ethics. We expect our suppliers to
demonstrate compliance with our Policy, which is based
on international agreements such as the International
Labor Organization (ILO) Conventions, The United
Nations (UN) Global Compact and the UN Convention
on the Rights of the Child, that focuses on responsibility
throughout the value chain. We also encourage our
suppliers to disseminate these practices in their own
activities.
We carry out inspections that monitor issues such as our
quality, product safety, environmental internal audits and
risk analyses. We expect our suppliers to adopt the
quality standards we have set and to ensure the continu-

ity of these standards. In 2017, we carried out a total of
188 quality inspections, including raw material and
packaging material suppliers.
The distribution and storage processes of our products
are also based on our quality and food safety standards.
We have an audit and evaluation system to monitor the
practices of our warehouses and distributors, receive
feedback and to improve our standards. We have
completed 261 audits within this scope.
We select the suppliers that we audit according to their
priority level based on their respective risk categories
and success levels. Suppliers who have received international certifications for their activities and/or have four
years of successfully evaluated operations are exempt
from this audit framework. In this way, we encourage our
suppliers to participate in international certification
systems and improve their sustainability performance.

The agricultural production faces many serious issues in
all regions of the world such as declining production due
to climate change-induced meteorological phenomena,
reduced productivity due to erosion, drought and
uninformed fertilizer and pesticide usage, as well as
increasing migration from rural to urban areas. In
addition to this, as the global population rises and the
increased demand for food in the developing countries
is induced by growth in wealth, there is simultaneous
growing pressure agricultural production, as this causes
other problems like deforestation and biodiversity loss.

Graph 6: Main Raw Material Consumption Rates
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Amount of primary raw material
used in production (ton)

2015

2016

2017

Wheat

229.386

167.416

251.000

Hazelnuts

5.067

6.356

6.290

Cocoa beans

38.560

26.951

34.725

Palm oil

66.759

60.719

59.976

Sugar

129.263

112.541

85.000

Total

469.035

373.983

436.991

INNOVATION
İNOVASYON

We regard farmer welfare as a key factor in procurement
safety, productivity and business success. We
acknowledge our responsibility to contribute to and
support the socio-economic development of our farmers
and producers. In this respect, we prefer local suppliers
in the purchase of wheat, the raw material that we use in
almost all categories of our products, and we support
contracted farmers by prioritizing and securing
purchases from them. At the same time, we are
continuing our efforts to disseminate Ali Aga, a highly
fertile species which are resistant to diseases and
drought, within the framework of improvement practices
we carry out with Bahri Dağdaş International
Agricultural Research Institute, and to reach towards the
ideal wheat for biscuits.

Sustainable Agriculture and Raw
Material Supply

We are taking steps towards sustainability in production
via applications that promote operational efficiency by
using agricultural raw materials efficiently and that
prevent waste. Thus, we are contributing to reducing
food losses in the production and supply chains,
including post-harvest losses, in line with the 12th
Sustainable Development Goal. We are also making
progress towards our goal of reducing the quarantine
and extermination rates of returned raw materials and
finished products by half.

DEĞER
VALUE ZİNCİRİ
CHAIN

RESPONSIBLE
CONSUMPTION
AND PRODUCTION

You may access our Supply Chain Policy on Ülker
Investor Relations’ web site.2

As a food company which is one of Turkey's largest
buyers of agricultural raw materials, we put emphasis on
the sustainable supply of agricultural products to
provide solutions for these issues, as they also influence
the continuity of our operations and the quality of our
products. We actualize best practices on agriculture and
raw material supply and we support agricultural research
and sustainable production organizations in line with our
“This is Our World” approach.

ENVIRONMENT
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ÇALIŞANLAR
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As one of Turkey's major buyers of hazelnuts, we
support hazelnut agriculture through purchases from
local producers and the Sustainable Hazelnut Agriculture
project. Within the framework of this project, where the
problems regarding hazelnut agriculture in Giresun were
identified and suggestions on improving the status while
supporting the biodiversity in the area were developed,
capacity building and pilot gardening activities aimed at
contributing to the social and economic levels of
producers were also carried out. You can access to
detailed information on the project from the Biodiversity
section.
We are also working to contribute on sustainability in the
cultivation of cocoa, which has an important place
amongst our primary raw materials. We have been a
member of the World Cocoa Foundation since 2012,
which aims to contribute to improve the socio-economic
conditions of cocoa farmers. We continue to support the
foundation that carries out research on sustainable
production methods for cocoa and contributes to
increasing the welfare of cocoa producers through
projects focused on capacity building.
We share our experiences we have acquired through the
program supported by Yıldız Holding under the PACTS
(Processors’ Alliance for Cocoa Traceability and
Sustainability) umbrella to support sustainability in the
production and supply of cocoa. The PACTS program,
run in the Ivory Coast by world's leading cocoa
producers, aims to educate cocoa farmers, help them
adapt to innovative production methods, and increase
productivity by scientific methods in cocoa agriculture,
rather than traditional methods, through practices such
as training. While farmers acquire valuable skills via the
PACTS program, other projects promote local
development. Within the framework of the project, we
support practices to facilitate access to drinking water
and meet the lighting and energy needs of the locals by
using solar energy via Yıldız Holding.

Palm Oil
Hazelnuts

2 http://ulkerbiskuviinvestorrelations.com/_assets/pdf/surdurulebilirlik/Ulker_Tedarik_Zinciri_Politikasi_ENG.pdf
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Logistics Management

Target

We owe it to our efficient logistics management that we
provide our customers with our freshest products in a
safe manner. Logistics management is also important in
terms of achieving cost reduction and limiting our
environmental impact along our value chain. We adopt a
systematic and well-organized approach to make
continuous improvements in this journey extending from
factories to customers from all corners of Turkey and
actualize green logistics practices which are more
environmentally friendly.
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Progress (compared to 2016)

Reducing

Reduction of 1,050 tons

logistics-related

of CO2e approximately

carbon emissions by
20%
Reducing logistics-related greenhouse gas emissions is
among our 2024 Sustainability Goals. Within this
context, we improve the efficiency of our logistics
network by
• making less use of small vehicles,
• using lorries instead of trucks,
• improving pallet efficiency,
• optimizing vehicle occupancy rates and
• evaluating direct transport options from factories.

40,000,000

31,600
31,400

39,000,000
31,200
38,000,000

31,000
30,800

37,000,000

30,600
36,000,000
30,200
35,000,000

30,000

2015
Total km travelled

2016

With our innovate applications in logistics, we have
reduced greenhouse gas emissions approximately by
450 tons CO2e in our distribution channels despite the
fact that the total distance we have covered increased
by about 2.7 million km and the total weight of products
we transported increased by 20,000 tons, compared to
2016.

In shipments, we have increased the use of
double-decker lorries from 12% to 45% since
2014. We have expanded our fleet with 150 new
double-decker lorries with Euro 6 engines
which emit less carbon. Discontinuing
secondary shipments by 3,000 vehicles
(shipments between warehouses), we have also
increased direct customer shipments from
production facilities by 10%, while reducing the
use of small vehicles by 5%, compared to 2016.
26
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2017

Total annual GHG emissions (ton CO2e) originating from logistics
Switching to the slip-sheet method which allows
transport of McVities products without the use of pallets
was one of the important changes we made to our
logistics processes during the reporting period. The new
application brought us savings worth 2.1 million TRY.
Along with this, we achieved vital advantages in terms of
logistics and operational costs by starting to work with
local suppliers in the procurement of 129 technical
materials which were previously imported, thanks to the
efforts of our colleagues at the purchasing department.
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INTRODUCTION

Innovation
In a rapidly changing world, we are witnessing a
remarkable transformation in many areas such as
consumers’ expectations from food and food producers,
and their purchasing habits under the influence of new
technological developments. While consumers seek to
achieve a healthier life and they are also expecting the
companies of their choice to adopt a more responsible
production. We strive to respond to the changing
customer expectations by developing an approach
focused on quality and value-creation to streamline our
business activities on the back of our strong production
heritage. Based on our business approach on Make
Happy and Be Happy, and the Sustainable Development
Goals, we continue our investments to ensure
sustainable innovation management. We regard our R&D
and innovation capabilities as a valuable tool that allows
us to cement our current or potential partnerships,
provide growth potential in all markets through
innovative products
Hedef and encourage us to reach our
sustainability and G0AL21 targets. We seek to inspire
consumers towards more balanced diets and to adopt
healthier lifestyles with our wide range of innovative
products that we offer.

A Growing R&D Capacity
In order to integrate innovative ideas into our activities,
we manage R&D and innovation processes by involving
all departments, particularly production, supply chain,
marketing and sales. In alignment with the Sustainable
Development Goals, we support innovation by growing
our workforce in this area and increasing our R&D
investments.

Our R&D and innovation
expenditures have
increased by over 13% in
2017, compared to the
previous year.

THIS IS OUR WORLD

pladis Turkey Biscuit R&D Center focused on 14 projects
throughout the year. Within the scope of the ongoing
projects, one of the applications to the Scientific and
Technological Research Council of Turkey (TÜBİTAK) Technology and Innovation Funding Programs
Directorate (TEYDEB) for funding was accepted by the
jury.
We have worked on more than 850 R&D projects, and
over 2,000 R&D trials on a laboratory, pilot and industrial
scale in areas ranging from product development,
current product improvement, cost reduction, quality
improvement, alternative raw material approvals and
technological support during the reporting period. In the
same year, we launched around 100 new and relaunched
products onto the market, thanks to our R&D efforts.
Ensuring the sustainability of premium quality in our
products with a zero-error approach remains at the
forefront of our R&D activities. Within the scope of these
practices, we performed sensory analyses on products
by reaching out to over 1,000 consumers through 103
consumer tests and 15 quantitative descriptive tests
conducted by our Consumer Technical Research
department.

For more information about our R&D and quality
projects, please refer to our 2017 Annual Report.
http://ulkerbiskuviinvestorrelations.com/en/fina
ncial-and-operational-data/annual-reports.aspx
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In this context, we examined our existing packaging
practices and identified areas where we could use less
material in OPP packaging and boxes. Through improvements on our OPP packaging processes at the Karaman
factory, we achieved savings worth TRY 329,000, as well
as savings over TRY 330,000 through optimizing
product inner and outer packaging. In a similar way, we
saved more than TRY 1.2 million and 130 tonnes of paper
through innovative projects we developed at the Topkapı
factory. As Ülker Biscuits, we reduced the use of plastics
in our flexible packages by 110 tons and decreased the
use of paper in our parcels and boxes by 266 tons,
compared to 2016 levels.

We implement innovations that reduce our
environmental impact through
interdepartmental cooperation. We are
running projects to reduce the weight and
size of boxes and parcels with the joint
initiatives of the Packaging R&D and the
Global Purchasing departments.
A Developing Innovation Culture
We aim to create an open culture of innovation and
entrepreneurship to create an environment where
innovation processes are supported by employees,
creative ideas are promoted, and all departments are
actively involved. We also attach great importance to
incorporating the innovative ideas of all our stakehol-

EMPLOYEES
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ders, especially our consumers, into our processes. We
develop practices that promote the innovation culture
based on our “We Culture.”
Among these, “Akıl Küpü” (Kaizen Ideas) is one of our
well-established practices. Through the “Akıl Küpü”
(Kaizen Ideas) system, we have been offering our
employees the opportunity to share their suggestions
regarding our activities since 1990. This year, we received
5,099 recommendations from our employees through
the system and we implemented 11% of them. We are
proceeding our efforts with the aims to increase the
number of suggestions received from employees by 40%
and to realizing 20% of these proposals by 2024.
On the “Innovation, Inspiration and Ideas” Idea Stars
platform, under the Yıldız Holding umbrella, our employees get the opportunity to realize their innovative ideas
from processes to business models and provide creative
solutions for problems. While our employees shared over
150 ideas via Idea Stars in 2016, this figure rose to 410
the following year.
Other practices that nourish the innovation culture
across the company, and contribute to employee
satisfaction and motivation are as follows:
• We organize "Ideation" meetings with the marketing
teams to implement ideas on product innovations.
Through these meetings we have collected 60 applicable ideas this year.
• The best practices are shared at the annually held
"Stars of the Year and Quality" event. In this context, we
reward projects developed under the category of
“Innovation.”
• The opinions of our employees are assessed by an
independent international consultancy within the
framework of the employee engagement survey “The
Sound of the Stars”, which is implemented biannually. In
the survey, there is also a special section on innovations
where we prompt employees to share their opinions.

INDUSTRY, INNOVATION
AND INFRASTRUCTURE

Under the leadership of our R&D and innovation team
that consists of 54 employees, we carry out our
processes in our modern R&D centers. In this context, we
continue to invest in laboratory and technical equipment.
We aim to proceed with our pilot equipment
investments in 2018, while 2017 saw the integration of a
new R&D laboratory infrastructure and additional office
sections. The new laboratory infrastructure has already
contributed to improvements in accelerating new
product trials and reducing costs.
Furthermore, pladis Turkey Chocolate R&D Center
became the first pladis Turkey R&D center in Turkey
under chocolate category, with the approval of the
30

Ministry of Science, Industry and Technology in 2016.
The R&D Department for pladis Turkey’s Baked Goods
(Biscuits, Cake) department was also certified in 2017
after having met all the requirements to become an R&D
center. Our R&D centers started to work on new projects
through research funding earmarked for R&D centers.

ENVIRONMENT

Furthermore, pladis Turkey Chocolate R&D
Center became the first pladis Turkey R&D
center in Turkey under chocolate category,
with the approval of the Ministry of Science,
Industry and Technology in 2016.
Innovation and 2024 Targets
Innovation plays a vital role in reaching our 2024
Sustainability Targets. We continue to promote practices
that focus on reducing packaging use. Thus, we reduce
our environmental impact by reducing waste while
increasing efficiency and savings.
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Employees

GENDER
EQUALITY

%

88

%

12

In scope
Out-of-scope

Employees by Gender

%
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Performance Management

Employees by Category

Employees are one of the most important components
of “This is Our World” structure, under which we bring
together our sustainability projects, which form the basis
of our way of doing business. The Growing Together
with Society concept under “Make Happy, Be Happy”
motto defines our relations with employees. Our
employees whom we see as ambassadors of change for
embracing sustainability are our most valuable asset,
enabling us to deliver better customer service.
To grow together, we attach great importance to
providing a work environment that is fair and respectful
of human rights, supporting diversity, empowering
women, and creating equal opportunities for all
employees. At Ülker Bisküvi, women make up 26% of our
workforce.
We are now a large family of 5,506 employees, 12% of
whom are out-of-scope employees and 88% of whom
are in-scope employees. It is among our responsibilities
to provide a safe working environment for every
employee who is a part of this picture, to communicate
with them in a way that strengthens cooperation and to
invest in employee development. Because our corporate
culture involves development of employee skills,
establishing effective communication and talent
management. This way, we are contributing to the larger
picture of a stronger society.

ENVIRONMENT

74

%
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We can only achieve our business targets and establish
effective communication with our customers through
high employee performance. For that purpose, we have
a performance management system that allows
employees to see their performance and areas of
improvement in the most comprehensive way possible
and maximize their contributions to the business.
Employees go through interim performance assessments
throughout the year to see where they stand in terms of
the competencies defined within the system. At the end
of the year, they get their performance scores after a
final assessment. The competencies are leadership,
supporting the team, being result-oriented, innovation,
anticipating the future, adding value, celebrating
success.
While 57% of our employees had a performance
assessment this year, all out-of-scope employees and
53% of in scope employees had a performance
assessment.
Performance management provides employees with new
career and rotation opportunities. To allow employees to
utilize their skills to the fullest in a department that best
fits their strengths, we offer them internal recruitment
system, rotation and project tasks.
Our environmental, social and corporate management
targets directly impacts the performance evaluation
system that we use for executives. Within the context of
target-oriented performance assessments, we consider
the progress of employees regarding the targets they
are responsible for as key performance indicators.

DECENT WORK AND
ECONOMIC GROWTH

Talent Management and Training
Male
Famele

Target
Increasing training hours per
person by approximately 40%

We achieved an average of 19 hours of training per
employee.

Reducing employee turnover rate to 3.5%

Employee turnover rate was 9%.

Increasing employee satisfaction to 85%

34

Progress (compared to 2016)

According to our employee survey, in which 96% of our
employees participated, loyalty rate was 77% with a 2 point
increase

Zero lost days due to workplace
accidents

We reduced the number of accidents with lost days by 27%.

Increasing the unionization rate to 100%

We reached our target in 2016 by increasing the
unionization rate to 100%.

THIS IS OUR WORLD

To maintain our competitive edge, which is a defining
factor in running a successful business, we invest in
talented employees to bring the latest developments in
the industry to the company. We attach importance to
drawing new talents to the company and retaining them.
As of 2017, 27% of our employees have been working in
the company for five to nine years and 33% for more
than 10 years.
Our employees form the basis of our strength as a
company and helps us grow together. Our Us First
system allows internal recruitments. We announce all
approved open positions to employees first. In particular,
executive positions are being filled using internal
resources (internal recruitment, promotion). The
employee turnover rate was 9%, decreasing by 18%
compared to last year for all employees.
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Employee training is the most important tool within the
talent management that makes the “Make Happy, Be
Happy” motto possible. We always see ourselves as a
company on a learning curve, and we are always trying
to understand how we can develop more and adapt to
the developments in our sector. Through our training
sessions delivered at Ülker Bisküvi, we aim at increasing
the skills and competencies of employees.
Career management processes are also a tool for
employees to develop the talents and skills which they
feel they need to improve and which the company also
needs. On that basis, we provide our employees with the
kind of training that will enable them to communicate
more confidently and efficiently with our stakeholders,
especially our customers and suppliers, to follow up
global and local developments in the industry and to

Employees by Employement Duration

%

33

%

27

%
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0-5 years
5-9 years
10 years on more

develop their professional skills. Training includes
personal development catalog training, leadership
journey training, first level executive training, orientation
training, technical training, language courses,
occupational health and safety (OHS) and hygiene
training, sustainability and operational excellence
training. This year, we provided an average of 19 hours of
training per employee. We also make sure that not just
employees but also our subcontractors we work
together with benefit from the training programs we
offer. This year, we provided an average of 13.5 hours of
training per subcontractor.
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We continued this year to issue the "Sustainable Notes" digital bulletin for all our
employees to follow the sustainability trends in the sector. The bulletin contains
information related to sustainable development goals in all areas, especially the
food sector, from Turkey and around the world.
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Employee Rights

We completed 24 sessions of
Sustainability 102 trainings at 6
factories with more than 1000 employees
before the end of the year. At the
workshop held within the training,
employees looked at possible solutions to
global problems and received hands-on
training on product life cycle. 96% of in
scope employees and 94% of
out-of-scope employees stated that
they were satisfied with the workshop.
Employees enjoyed the training sessions,
which were amongst the most successful
that Ülker Bisküvi has ever provided.

We manage employee rights in a transparent manner on
the basis of their skills, experience and performance.
While determining the wages and benefits of the
employees, we consider the principle of “equal pay for
equal work”, and take into account the market
conditions and performance without discrimination. We
manage the rights of out-of-scope employees through
the Flexible Benefits Platform while collective labor
agreements form the basis for establishing the benefits
of in scope employees. Thanks to the “You choose
Flexible Employee Benefits Platform”, which allows
out-of-scope employees to determine their benefits, our
employees are able to customize the benefit package
offered to them according to their individual needs.
Employees submitted 230 complaints concerning
general employee rights, working and recreational area
conditions and employee satisfaction, and 96% of these
complaints were answered.

The Average Number of Training Hours per
Employee

We attach great importance to establishing communcation channels to develop a dialogue with employees
based on mutual trust and to increase engagement. To
grow together, strengthening the ties of cooperation is
only possible through strong communication.

Dialogue with Employees

25

22

20

15

10

17

19

5

0

2015

2016

2017

This year, we decided to focus on impacts rather than to
increase the number of training sessions. We started an
impact assessment and evaluation project, taking an
important strategic step to assess the impact on
employees and the society of the investments we make
in talent. Within the framework of a pilot project, we
launched in 2016 a training program called Star
Operators made up of technical training sessions for
700-800 in-scope employees carried out over a time
period of one year using the Social Return on
Investment (SROI) method to perform a social and
environmental impact assessment. We will also be able
to understand the changes in employee performance
with the new performance monitoring system we have
introduced.
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Akıl Küpü (Kaizen Ideas): This system is an internal
communication tool for improving employees’ innovation
and entrepreneurial skills. With the Akıl Küpü (Kaizen
Ideas) system, we involve employees in the product
development processes and allow them to share their
ideas. We received 5099 suggestions via the platform
and we realized 11% of them in 2017.k ve önerilerin %11’ini
2017 yılı içerisinde hayata geçirdik.
Young Platform: We are building a bridge of ideas
between all our employees, from top management to
our trainees, thanks to the Young Platform which we
have formed to better understand the talents from the
new generation, increase their loyalty and enable them
to share their ideas.
Master & Apprentice Meetings: With the Master and
Apprentice meetings that bring together employees
born in 1988 and afterwards and their managers, we
make 360 degree sharing possible.
The Voice of the Stars Employee Loyalty Survey:
Through the “The Voice of the Stars Employee Loyalty
Survey” where employees can share their needs,
anticipations and suggestions on any topic concerning
Ülker Bisküvi, we elicit employee opinions on leadership,
performance, rewards, communication and talent
management. The employee loyalty rate was 65% at the
survey filled out by 90% of the employees.
SUSTAINABILITY REPORT 2017
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Occupational Health and Safety
Providing healthy and safe working conditions is among
our sustainability targets. Our occupational health and
safety (OHS) approach is based on our "zero accident"
target. We are committed to providing a safe working
environment for our business partners and employees,
and we take care to take all necessary measures under
the OHS Legislation and ensure that our employees have
the necessary knowledge in this regard.
We handle OHS issues within the framework of our OHS
policy under the supervision of the Operational
Excellence, the Health Safety Energy Environment
General Manager and senior executives who are
members of the Ülker Sustainability Platform.

We have achieved a more than twofold increase in
average OSH training per employee since 2015 bringing
it to the current level of 4.9.
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We organized special events to improve the OHS awareness and culture in our factories. We achieved effective
results and made a difference in OHS training with the out of ordinary and fun OHS Theater. At the same time, OHS
experts of other factories joined the audits in our factories and had the opportunity to share their experiences with
their colleagues.

OHS Training Hours per employee
6
5
4
3
2

2,19

4,9

3,17

1
0

The OHSAS 18001 Occupational Health and Safety
Management System ensures that we manage OHS at all
our factories according to international standards. We
organize training sessions at our factories to make OHS
practices more common and increase awareness of
employees. At the same time, we organize theater plays
aimed at increasing awareness, OHS workshops, slogan
contests at our factories and prepare informative OHS
videos and handbooks. We eliminated lost days due to
workplace accidents by 27% thanks to the measures we
have taken. The accident frequency rate was 2.0 with a
17% decrease compared to the last year while the lost
day rate was 0.0014 with a 18% decrease. The accident
severity rate decreased by 12% to 1.36. As in the past
four years, there were no cases of occupational diseases
and fatal accidents this year.
2016

2017

Amount of working person

6026

5506

Mortal accident amount

0

0

Occupational disease rate

0

0

Lost day rate

0,0017

0,0014

Accident frequency rate

2,8

2,0

intensive accident rate

1,55

1,36

2015

2017

2016

We offer a dietician service at the
Healthy Life Center to inform employees
on how to lead a healthy life and
motivate them towards this goal.
Employees are also educated within the
Health Conversations series organized
by the Sabri Ülker Foundation where
they learn valuable lessons on a healthy
diet.
We also follow certain indicators to improve the
occupational health and safety performance of 421
subcontractors who are an important part of our
workforce.

Subcontractors OHS performance

Accident Frequency Rate
4
3,5
3
2,5

3,8
2,8

2
1,5
1
0,5

2,0

0

2015
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2016

2017

2016

2017

Number of Subcontractors

2.536

1520

Number of Fatalities

0

1

Occupational diseases rate

0

0

Number of accidents

39

55

Number of absence

3.352,5

1.457,5

Number of lost days

447

194

Lost day rate

-

0,0003

Accident frequency rate

1,07

1,82
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INTRODUCTION

Social responsibility
As one of Turkey’s leading food companies, we grow by
adding value to the society. In the line with our motto
“Make Happy, Be Happy”, we work to find long-term
solutions to social problems for the future generations.
Our success as a company is related to the welfare and
happiness of the community. Through our social
responsibility projects which we carry out according to
our Empower pillar, we contribute to Sustainable
Development Goals on a global scale. We focus our
social investments areas that create value for our
business and manage our social investments integrated
with our business strategy. Sustainable agriculture,
responsible marketing, and to provide high nutritional
value foods are among the key areas we focus on.
Farmers who learn new techniques, and develop their
expertise will develop more quality products and
maintain the sustainable farming. We believe that, due to
our responsible marketing strategy consumers will begin
to prefer more quality products with a high nutritional
value and all these investments will contribute to the
public health.

ZERO
HUNGER

GOOD HEALTH
AND WELL-BEING

Target

RESPONSIBLE
CONSUMPTION
AND PRODUCTION

Progress
(compared to 2016)

Using 8,000 tons less
saturated fat in the
baked goods category
and 2,000 tons less
saturated fat in all fat
products.

We reduced the
amount of saturated
fat by 0.72% in the
baked goods
category

Reducing fat in
chocolate products by
3,000 tons

We reduced the fat in
chocolate products
by 0.23%

Reducing complaints
from the sales and
distribution channels
by 20%

We continue to work
in the areas of
responsible
marketing, food
safety and quality

Our success as a company is related to the
welfare and happiness of the community.
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Responsible Marketing
Consumers consider the social and environmental
impact of the products in their purchase decisions.
Today’s companies aware that being a good brand is not
just about profitability. Companies review their activities
in order to meet changing customer expectations.
Sustainability is closely related to responsible marketing.
In this line, companies which aim to sustainable growth
should meet the changing demands and expectations of
their customers and adopt responsible marketing
practices. Our products are the link between us and
consumers & society. We produce our products at the
highest standards and market them in a transparent way
for our consumers in order to continue to consume our
products without comprising healthy choices as part of
a healthy lifestyle. We act responsibly, sticking to the
understanding that “Our priority in communication is to
preserve and improve public health” during our
marketing and communication activities. Both our
advertisement campaigns and sponsorship activities
emphasize the importance of a healthy, balanced and
active lifestyle.

Consumer Relations
We commite to our founder Sabri Ülker’s principle of
being number one in production, competition and
quality and ensuring high customer satisfaction. We
respond customer expectations in the best way possible
and continuously improving customer satisfaction levels.
We appreciate feedback from our consumers, record all
notices for evaluation and make the necessary
adjustments. We resolved 99% of 4903 feedbacks
received by the Customer Communications Center.

ENVIRONMENT
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INNOVATION

among our principles to develop products with reduced
sodium, sugar and fat to support consumers’ healthy
and balanced diets.

Products with a high nutritional value,
products with reduced sugar, fat and
sodium and products with no added
sugar make up 28.5% of our total
turnover.
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Ülker Children’s Art Workshop
We believe that one way of happiness is through art.
Therefore, we have been running the Ülker Children’s Art
Workshop which introduce art to children at a young
age and make it a part of their daily lives since 2011. We
hosted approximately 17,000 children at the Ülker
Children's Art Workshop held as part of Contemporary
Istanbul, the international contemporary art fair at Lütfi
Kırdar International Congress and Exhibition Center
between 14-17 September 2017.

Food Quality and Safety
We produce our products according to the food
regulations and the laws. As Ulker we closely follow the
latest technologies in the food industry and use the
latest techniques to increase the quality of our products,
and ensure high customer satisfaction.
All of our products are subject to advanced control
systems at the plants, which are all nationally and
internationally certified. To ensure continuous
improvement of our standards, our factories are audited
periodically through internal and external audits
throughout the year.
At our plants, we periodically analyze all our products
in terms of consumer health and safety, both in our own
laboratories and in independent laboratories at fixed
intervals according to the risk analyses.
Our products are audited throughout the year within
the program of the T.R. Ministry of Food, Agriculture and

Istanbul Modern – Your Thursday
On the basis of our goal to make art, which is a part of
social progress, more accessible, we make it possible for
people to visit Istanbul Modern every Thursday for free.
Every Thursday between 10.00 - 20.00, people get the
chance to see all exhibitions at Istanbul Modern for free,
take part in cultural activities and watch movies.

Livestock.
All our products are produced in IFS, BRC and ISO

Nutritional Products for a
Good Life

22000 certified plants. Our plants are subjected to IFS, BRC,

Healthy foods and heathy eating options are among the
leading trends in the food industry. Consumers who pay
more attention to healthy eating than ever before prefer
products with low calorie, high nutritional value, reduced
sugar, fat and sodium. This makes the ecological,
organic, fresh and ready-to-eat food market a potential
for growth. In line with changing trends, our R&D and
Innovation Departments develop our product range that
can meet consumer expectations. As Ülker, we are
thinking beyond land, fields and farms to create a
sustainable food system. We adopt the concept of
conservation of natural resources used in the stages of
transfer, storage, processing and consumption of food.
On the basis of our farm to table approach, we strive to
provide healthy and nutritious products for our
consumers and establish a sustainable food system all
the way from the procurement of raw materials. It is

Baking (AIB) twice a year.

ISO 22000 inspections within the context of food safety.
All our plants are audited by the American Institute of

All our plants are subjected to Global SQSE and Central
Quality Compliance with Zero Defect audits each year.
We had no cases of non-compliance this year
regarding the health and safety impact of our products.

A Happy Society
We focus on culture and art as part of our social
projects. With our “wherever in the world, everyone has
the right for experiencing a happy childhood”
perspective, we facilitate the access of children to culture
and arts activities. We believe that creative, intellectual,
who are aware of their talents and areas of interest will
be useful members of the society in the future.

Baksı Museum – Free Entry Tuesdays
Since 2013, we have been a committed sponsor of the
Baksı Museum in the Bayraktar village of Bayburt known
for combining modern art with traditional handicrafts.
Every Tuesday, we offer visitors free transport from the
city center to see the Baksı Museum for free.
Approximately 10,000 people have visited the museum
with the support of Ülker.

Sustainable Hazelnut Farming
Project
By collaborating with an international NGO, we adopted a
holistic approach for assessing the current state of
hazelnut farming in Giresun and identified the problems
that stood in the way of sustainable farming practices and
prepared the “Towards a Sustainable Hazelnut Production
in Giresun” report. Detailed information about the project
can be found under the heading Biodiversity in the
Environment section.
SUSTAINABILITY REPORT 2017
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ENVIRONMENT

arship

FINALIST OF MANAGEMENT

CATEGORY

ÜLKER “THIS IS OUR WORLD”

INTRODUCTION

Leadership
Our sustainability goals include to leave a livable world
for future generations and to survive for many years as a
company and to maintain our leading position in the
sector.
We work on to establish a sustainability model that set
an example on a global scale by developing a strategic
outlook and management perspective that align with the
UN 2030 Sustainable Development Goals.
We continuously strive to develop our sustainability
credentials within and beyond our brand since 2014.
Ülker’s “This is Our World” sustainability management
model set example to our global brand pladis. Ülker is
the flagship of Yıldız Holding with both its sales volume
and profitability. Our sustainability strategy was
provided a guidance to the Yıldız Holding’s operating
companies.

Target

Progress

To continue projects
with leading
organizations in the
field of public health

• The sustainable hazelnut
agricultural project
• Supporting the World Cocoa
Foundation
• Membership of Food Drink
Europe and EUFIC

In line with stakeholders’ expectation that we show
leadership to the food industry in sustainability, we
continue to contribute to sectoral and international
initiatives. We proceed to develop and strengthen
partnerships with Food Organizations, World Cocoa
Foundation (WCF) and Processors’ Alliance for Cocoa
Traceability and Sustainability (PACTS).
In the journey of leadership in sustainability, we aim to
proceed with the contributions of stakeholders at all
stages and to increase cooperation by actively
participating in different platforms. Our members of
the Sustainability Platform are invited to activities
organized by the private sector, non-governmental
organizations and universities and share the
sustainability management model adopted for the first
time by a food company in Turkey. The “This is Our
World” sustainability management model sets a
precedent for companies which are taking the initial
steps in that regard or wish to continue their
sustainability efforts in a systematic way.
In 2018, we initiated the Social Impact Analysis, we will
assess our social and environmental investments in
this context. As an assessment model that makes
continuous progress possible, the Social Impact
Analysis allows companies to create social investment
programs in a way that they create common values
and measure them beyond being a beneficiary-based,
one-off measurement tool. With the social impact
analysis, we aim to reshape our social responsibility
areas by calculating the benefit from such
investments.

Mehmet Tütüncü, Ulker CEO, shared his experiences at the panel titled "Global Applications and Trends in Food
Systems" as a speaker at the Sustainable Food Conference.
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PARTNERSHIP
FOR THE GOALS

This year, with our sustainability
management model “This is Our World”, we
gained to be the finalist of Turkey in EU
Environment Awards by a major success,
which companies that make important
contribution to sustainable development
are rewarded. With this achievement on
management category, we won the
opportunity to represent our country in
EU Environment Awards Program.

Environment and Energy Manager Ahmet Burak Başpınar,
Yıldız Holding Sustainability Platform General Manager
Begüm Mutuş and Communication Specialist İrem Taşçıoğlu
represented Ülker at the award ceremony.

Mete Buyurgan, Ulker Turkey CEO, shared his vision at the panel titled "Parameter of Changes in Food Industry:
The CEO Agenda" in Sustainable Food Conference.
SUSTAINABILITY REPORT 2017

47

Appendices

ANNEX 3: Environmental
Performance Indicators

ANNEX 1: Methods for Stakeholder
Communication
Employees

Satisfaction surveys, OHS committee meetings, announcements and notifications,
internal publications, activity reports, sustainability reports, training, workshops,
web sites, industrial relations boards, employee support hotline, Akıl Küpü,
(Kaizen Ideas) stakeholder analysis

Sectoral Organizations and
Associations, Non-Governmental
Organizations and International
Organizations

Memberships and board memberships, active participation in meetings and

Distributors and Suppliers

One-on-one interviews, activity reports, sustainability reports, quality audits,

Governmental Organizations
Media

2015

2016

2017

Electricity

137.164

141.275

143.622

Natural Gas

316.332

304.825

310.367

Diesel (Generator)

1.856

2.496

1.477

Total

455.352

448.597

455.466

Production (ton)

465.231

450.307

472.630

Energy consumption
per ton (MWh/ton)

0,979

0,996

0,964

collaborative works, activity reports, sustainability reports, announcements,
seminars, conferences, websites, stakeholder analysis

related policies and documents, websites, stakeholder analysis
Shareholders and Investors

Energy Consumption
(MWh)

Greenhouse Gas
Emissions (Tons CO2)

2015

Scope 1

64.561

72.177

70.241,5

CO2

64.382

71.984

70.047,1
158,2

CH4

144

156

N2O

35,1

37

36,2

correspondence, participation in conferences, brokerage firms / bank reports,

Scope 2

75.729

69.415

73.553,7

periodical notifications, activity reports, sustainability reports, websites,

CO2

75.489

69.203

73.315,4

perception studies, stakeholder analysis

CH4

26

26

26,7

N2O

214

185

211,6

140,290

141.592

143.795,2**

0,302

0,314

0,304

202

4.535

3.737

One-on-one interviews, annual reports, sustainability reports, stakeholder analysis
One-on-one interviews, press conferences, annual reports, sustainability reports,

Total

Greenhouse gas emissions
per ton production
(ton CO2/tons)
Scope 3*

Ülker Customer Communication Center, website, activity reports, sustainability
reports, news, announcements, social media, consumer surveys, stakeholder analysis

Universities

Engagement in collaborative works, activity reports, sustainability reports,
website, internship programs, career days, conferences, stakeholder analysis

Economic Research Foundation

ANNEX 2: Memberships and
Partnerships

Turkish Quality Association (KalDer)
International Investors Association (Yased)
The Union of Chambers and Commodity Exchanges of

Ankara Chamber of Industry

Turkey (TOBB)

Ankara Chamber of Commerce

Turkish Food & Beverage Industry Association (TÜGİS)

Ankara Commodity Exchange

Foundation for the Development of Technological

Istanbul Chamber of Industry

Education and Training (Tegev)

Istanbul Chamber of Commerce

Independent Industrialists’ and Businessmen’s

Istanbul Commodity Exchange

Association (MÜSİAD)

Gebze Chamber of Commerce

Sugar Products Manufacturers’ Association (Şemad)

Kocaeli Chamber of Industry

Food Safety Association

DEİK – Gulf Business Council

Istanbul Exporters’ Association

DEİK – Middle East Business Council

GOSB Industrialists’ Association

DEİK - European Union Business Council

ILSI Europe

DEİK – African Business Council

The European Food Information Council (EUFIC)

DEİK – American Business Council

World Cocoa Foundation (WCF)
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2017

General assembly, material disclosures, press releases, individual meetings and

announcements and explanations, websites, social media, stakeholder analysis
Consumers

2016

*Business flights were included in 2015 Scope 3 data, where the data of the last 2 years contains both business flights and employee
commuting.
**F-gases are not included in the 2014 baseline greenhouse gas emissions data. Excluding F-gases the emissions in 2017 amount to 137,031
tons of CO2. On that basis, it can be concluded that total greenhouse gas emissions remained on the same level as they were in 2014.

Amount of waste by type

2017 (ton)

2017 (%)

Amount of hazardous waste

152

%1

Recovered as by-product

4394

%27

Sent to landfills

1267

%8

Recycled

9552

%59

Recovered for energy

113

%1

Other

515

%3

Amount of waste water
(thousand m3)
Wastewater Discharge
Parameters

Ülker Production
Plants Average

Suspended Solids (SS) (mg/L)

150

Chemical Oxygen Demand (COD) (mg/L)

520

pH

7,2

2015

2016

2017

676

592

605

Annual air emission values
between 2014-2016 12

NOx

SO2

58

4,4
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ANNEX 4: Social Performance
Indicators

2015
Number of New Employees by Gender and Age
over 50 years old

2015
Employees by Category and Gender

Female

2016
Male

Female

2017
Male

Female

100

566

95

534

125

532

Number of in-scope employees

2135

4040

1075

3692

1292

2556

6848

6026

2017

Outsourced
Regular Outsourced
Regular Outsourced
Regular
Employees Employees Employees Employees Employees Employees

Employed for 5 to 9 years

191

1030

124

911

135

1333

Employed for 10 years or more

257

1366

257

1471

246

1571

2015
Executives by Gender and Age

Female

2016
Male

Female

2017
Male

Female

3

0

2

0

1

32

102

25

133

under 30 years old

107

461

67

204

76

258

Number of new employees

167

690

99

308

101

392

2015

0

4

0

1

0

3

3

17

2

20

3

13

under 30 years old

0

0

0

0

0

0

3

21

2

21

3

16

23

2015
Parental Leave by Gender
Number of Employees Taking a parental eave
Number of employees returning to work after
the end of the parental leave

Employees who Quit Work by Gender and Age

Male

Female

Male

Female

Male

156

218

86

232

49

109

101

218

61

232

30

96

over 50 years old
between 31-49 years

2016
Male

Female

Male

Female

12

27

10

39

10

8

335

540

427

372

166

185

285

479

291

325

81

185

632

1046

728

736

257

378
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Female

Male

Female

Male

85

500

91

514

125

532

In-scope employees

59

1908

52

1767

165

2381

Total number of employees

144

2408

143

2281

263

2872

Training

2015

2016

2017

Total Training Hours

114.789

132.098

107.125

-

-

9.851

Male

Total

50

Male

2017

under 30 years old

Number of transferred employees

Female

2017

Female

Female

2017

19

2016

2015

2016

Male

between 31-49 years

24

Male

226

Total training hours given to subcontractors

over 50 years old

Total

Female

0

Out-of-scope employees

Employees by Employment Duration

Male

60

5506

2016

Female

between 31-49 years

Employees Subjected to a Performance
Assessment

2015

Male

2017

Male

Number of out-of-scope employees
Total number of employees

Female

2016

1.678

1.464

635

8

31

27
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GRI Standard
GRI STANDARD

DISCLOSURE

PAGE NUMBER/ LINK

OMISSION REASON

GRI STANDARD

PAGE NUMBER/ LINK

GRI 101: Foundation 2017

Stakeholder
Engageme

General Disclosures

102-40

48

102-41

10

102-42

9

102-43

8-9
8-10

Organizational
Profile
102-1

4

102-44

102-2

4,5

Reporting
Practices

102-3

http://www.ulkerbiskuvi.com.tr/en-US/Form-Gonder.aspx

102-4

4,5

GRI 102: General
Disclosure 2017

GRI 102: General
Disclosure 2017

4

http://ulkerbiskuviinvestorrelations.com/en/about-ulker/shareholder-structure.aspx

102-46

4,5

102-6

4,5

102-47

9

102-7

4,5

102-48

-

102-8

34 - 39

102-49

-

102-9

24-25

102-50

4

102-10

-

102-51

4

102-11

12

102-52

4

102-12

48

102-53

4

102-13

48

102-54

4

102-55

52-55

102-56

56-57

102-14

1-3

102-15

8

Ethics and
Integrity

Economic
Performance

102-16

6-7

102-17

12

102-18

12

102-19

12

102-20

12

102-21

GRI 201: Economic
Performance2017

9

102-24
102-25

GRI 204: Procurement
Practices 2017

102-26
102-28
102-29

8

102-30

12

102-31

12

102-32

12

102-36

http://ulkerbiskuviinvestorrelations.com/en/corporategovernance/remuneration-policy.aspx
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204-1

24

AntiCorruption

http://ulkerbiskuviinvestorrelations.com/en/corporate-governance
/corporate-governance-compliance-report.aspx

201-1

Procurement
Practices

102-22
102-23

OMISSION REASON

GRI 200: Economic Standard Series

Governance
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102-45

102-5

Strategy

52

DISCLOSURE

GRI 205: AntiCorruption 2017

205-1

12

205-2

12

205-3

12

GRI 300: Environmental Standard Series
Materials

GRI 301:
Materials 2017

301-1

25
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PAGE NUMBER/ LINK

OMISSION REASON

GRI STANDARD

49

302-3

49
17

Water

GRI 103: Management
Approach 2017
GRI 303: Water 2017

103-1

19

103-2

19

103-3

19

303-1

19

303-3

19

GRI 103: Management
Approach 2016

GRI 305:
Emissions 2017

103-1

17

103-2

17

103-3

17

305-1

49

305-2

49

305-3

49

305-4

49

305-5

17

305-7

17

Effluents and
Waste

GRI 306: Effluents and
306-2
Waste 2017

38

103-2

38

103-3

38

403-1

38
38

403-3

38

Training and
Education

GRI 404: Training
and Education 2016

404-1

37

404-2

37

404-3

37

Diversity and
Equal
Opportunity

GRI 405: Diversity and
405-1
Equal Opportunity 2016

34

Customer
Health and
Safety

416-1
GRI 416: Customer
Health and Safety 2016 416-2

43
43

Food Processing Sector Disclosures
PAGE NUMBER/ LINK

GRI STANDARD
49

OMISSION REASON

Product
Responsibility

G4-FP5
G4-FP6
G4-FP7

Environmental
Compliance

GRI 307: Environmental
307-1
Compliance 2017

103-1

GRI 403: Occupational
403-2
Health and Safety 2016

Emissions

GRI 103: Management
Approach 2017

OMISSION REASON

Health and Safety

302-1
302-4

PAGE NUMBER/ LINK

Occupational

Energy

GRI 302:
Energy 2017

DISCLOSURE

42-42
43
42-43

There is no environmental violation.

Supplier Environmental
Assesment

GRI 308: Supplier
Environmental
Assesment 2017

308-1

26

GRI 400: Social Standard Series
Employment

GRI 401:
Employment 2017

54
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401-1

50-51

401-2

50-51

401-3

50-51
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56

THIS IS OUR WORLD

SUSTAINABILITY REPORT 2017

57

Notes

CONTACT
Environment and Energy Manager

Ahmet Burak Başpınar
ahmet.baspinar@pladisglobal.com
Reporting Consultant

S360
Design

rekare; creative design works
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www.surdurulebilirlik.ulker.com.tr

LED
100% RECYC

