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Present in 13 countries, Auchan Retail bringsl
together all food retail formats (hypermarkets, 
supermarkets, convenience stores, drive-throughs, 
digital) with 2,060 points of sale. Auchan Retail 
puts its customers at the heart of all its strategies 

which combines physical stores with the digital 

the best price. New-generation retailers, actively 
committed to good, healthy and local products,
Auchan Retail’s 163,098 employees contribute, 
through a responsible approach with customers, 
farmers and suppliers, to enabling everyone to live 
better by eating better.

On October 22nd 2019, ELO sold 50.1% of the
share capital of Oney Bank to BPCE, which hask
consolidated this entity since that date. Oney 

services. Creator of split payments 14 years ago, 
Oney is now the leader in France and in three 
other European countries with a 100% digital and 

Alongside its 1,700 retail partners and e-retailers 
in nearly 13,000 physical or virtual points of sale, 
Oney supports the projects of more than 7.8 million 

New Immo Holding
for all real estate business lines. Its creation in 2021 

services, within two distinct entities in order to 
broad-en its growth and development prospects. 

of real estate assets of nearly 300 shopping 
centres and 23 development projects located
in ten countries across Europe. The second is 

through service provi-sion mandates entrusted by 

Auchan Retail or other companies owning the AFM
(Association Familiale Mulliez), to manage, animate, 

spaces with a triple positive impact. Nhood has 
1,082 employees.

holding

ELO, formerly Auchan Holding, brings together 
two companies with complementary business 
lines: Auchan Retail, new generation retailer; New 
Immo Holding, which includes Foncière Ceetrus 
and Nhood, a new mixed use real estate operator. 
With the support of ELO, each business line is 
taking a responsible approach to strengthening its 
positions on its core markets, by making profound 
trans-formations to achieve their vision, thanks to
their 164,180 employees. ELO also holds an equity 
in-vestment of 49.9% in Oney Bank, which since 

and ELO to speed up its growth and increase its 



2021

736 M€

NET

2021

2,181 M€

(1)

2021

1,817 M€

Nhood

1,082
Employees

AUCHAN RETAIL

 163,098  
Employees

1.7% 98.3%
holding

including 108,793
employee shareholders

REVENUE

31 Md€

164,180  

Presence in 
14 countries 

 

France

Other

Western
Europe

Central and 
Eastern Europe

19%

28%

< 1%

53%



Food, digital, environmental and economic transitions, the mass retail sector is currently being shaken up. 
To respond more fully to the new expectations of consumers and citizens, Auchan Retail is fundamentally 
transforming its business model and practices by taking into account two major newcomers: phygital and a 

the store’s purpose and operation within its living area to improve the quality of life of its inhabitants and, on 

AUCHAN 2022, IS BUILT AROUND 
TWO .

BRINGING PEOPLE TOGETHER AND PROVIDING ENRICHING EXPERIENCES TO IMPROVE THE 
QUALITY OF LIFE OF RESIDENTS

Double the number of local products on sale in stores

around the world

carry a nutritional label

generated outside hypermarkets and supermarkets (vs 2018).

BEING THE BENCHMARK PLAYER ACTIVELY COMMITTED TO GOOD, HEALTHY AND LOCAL PRODUCTS 
THROUGH THE SELECTION AND THE DESIGN OF A UNIQUE, FAIR AND RESPONSIBLE OFFER

Auchan Retaill

 
local production, culinary trends, traceability and maximum 
transparency. In order to become the reference for consumers 
looking for a local and varied diet, Auchan Retail accelerates 
the listing of local products. The company makes firm 
commitments in terms of respect for the environment and 
animal welfare, in particular through demanding, sustainable, 
balanced agricultural partnerships that share value with 

quality of products are also being developed;

  with its customers and partners of a reassuring and 
responsible range of Auchan food and non-food products. 
This is reflected in the redefinition of the composition of 
its own-brand products by relying in particular on the
recommendations of experts, customer opinions and ratings 
as well as the rigorous selection of suppliers.

Auchan Retaill
Auchan Retail 

 
(producers, specialist brands) by welcoming them to its sales 
areas. But also, storage, preparation and manufacturing
platforms to supply the other Auchan points of contact, from 
the supermarket to the city centre click & collect, within the 
same living area;

 
present by creating shopping routes and innovative services 
for residents to anticipate their desires and needs.



LEVER 1  
PASSIONATE 
EMPLOYEES

OBJECTIVES FOR 2022

100% of the packaging for Auchan brand products is reusable, recyclable or compostable

Elimination of plastic as rapidly as possible from fruit and vegetable departments and food services departments. 

iv    25% reduction in energy consumption in stores (vs 2014)

50% of decarbonised energy supply

20% reduction in carbon emissions from the transport of goods

To support the implementation of Auchan 2022, Auchan Retail places operational excellence at the heart of the company thanks 
to the deployment of the “Renaissance” approach in parallel with its corporate project. In order to restore economic results 
and regain room for manoeuvre, Auchan Retail has launched an initiative in all its countries called “Renaissance” which helps to l
focus the company’s operations towards operational excellence, to make the company more agile and to free up the resources 

Auchan Retail 

supports them by ensuring the meaning
and consistency of all its actions in each 

of each individual, favours openness to the 
customer and the local, and promotes the 
passion for the product, within an aligned 
and demanding organisation that knows 

LEVER  2 
CSR EMBODIED  
BY ITS 
EMPLOYEES

 

 

 

holding

New Immo Holding 
real estate assets and services, within two distinct entities in order to broaden its growth and development prospects

 Ceetrus, a company attached to New Immo Holding. It owns a portfolio of real estate assets consisting of nearly 

estate company Ceetrus has given a mandate to the mixed use real estate operator Nhood to animate, regenerate and 
transform its real estate stock with a priority given to the triple positive impact

 Nhood, a new mixed use real estate operator acting through service provision mandates entrusted by real 
Auchan Retail or other companies owning the AFM (Association Familiale l

Nhood brings together all the real estate business lines (marketing, asset management, development and promotion) 



SECTOR
TRENDS

STRENGTHS

2 STRATEGIC PILLARS

2 KEY LEVERS

AUCHAN 

Auchan, a brand emblematic of the democratisation of consumption, is pursuing its historical 
ambition: to improve the quality of life of inhabitants. 

Passionate employees

Corporate project 
that engages players 

Food transition: 
Healthy and 
sustainable food

Food chain 
traceability

New eating habits

Digital transition: 
Digitisation of 
consumption patterns

Personalised shopping 
experience

Environmental 
transition: 
Climate change

Environmental impact 

Animal welfare

Economic transition: 
Prices accessible to the
greatest number in an

A multi-format presence
tailored to customer needs
Innovative digital services 
and applications

 Presence in 13 countries

 2,060 physical points of 
contact, supplemented by 
digital services

structure

 Stable family share 
ownership

 Operational excellence
approach (“Renaissance”) 

Committed employees

 163,098 employees

 108,413 employee 
shareholders

 Percentage of female 
managers: 50.4%

 Percentage of employees
4.4%

Strong local roots.
Constructive relationships 
with our partners (suppliers, 
manufacturers, etc.) and 
in particular with the 
agricultural world

 972 responsible agricultural 
production chains
worldwide at the end of 2021

Private label food 

deployed in all countries

LogisticsSourcing/Procurement

is good, healthy and local through 

 Partners Responsible agricultural 
supply chains

 Local producers/Farmers

 Suppliers of Auchan own-brand
products

 Industrial partners

Covid-19 
pandemic crisis, 

accelerator 

Business model



Digital stores and services, warehouses 

VALUE CREATION

stakeholders around its vision of being a retailer committed to society and the planet. The Covid-19 

agencies
 Moody’s ESG Solutions: Rating 62/100 (+25 points vs. 2019)

 CDP score: B (C in 2019)

SUSTAINABLE DEVELOPMENT GOALS

Strengthened environmental commitments
 Energy consumption in stores vs 2014: -24.5%

 
overall electricity consumption: 16.9%

 

 
48%

Protected share capital
 92%

 Percentage of employees having completed training: 87%

 Percentage of internal promotion from non-managers to 
managers: 37%

 Revenue: €30.5 bn

 Digital: 7.2% of revenue (+42% increase in two years)

 EBITDA: €1.5 bn

 Savings under the Renaissance programme: €221 m ; 
881 M€ since 2019

 Standard & Poor rating

Fight against 
food waste and 
plastic pollution

Control 
our carbon 
footprint

Our social 
commitments

Encourage 
healthy 
eating

2022

Bringing people together and providing 
enriching experiences to improve the 

 Customers/Inhabitants

 Employees

 Social partners

 Business partners

 Local national and
international authorities

 Investors

 Associations

 NGOs

throughout 



Nhood acts as a real estate operator that animates, 
regenerates and transforms sites into new living 
spaces with a triple positive impact.

The urgent need to transform our business 
models, with and for retailers; Nhood provides

The urgent need to transform the city,

and use, integrated into urban policies.

Societal:
associative third places, neighbourhood pilot hubs, 
transitional urban planning, resilience, consultation 
and co-construction;Economic: economic 

Environmental: 

Nhood, present in ten countries
.

362
390 sites managed

2,435 million m2

788,8 million visitorss

11,491 retailer

1,082

212  owned and leased

227
and leased sites

1,792 2

owned and leased

788,8 million visitors

8,681

362

390 sites managed

2,435 2

11,491 retailer

1,082

foncière

holding

OUR MISSION

IN A CONTEXT WHERE TWO 
CHALLENGES CONVERGE

PRIORITISING LIVING PLACES 

MANAGED BY TEAMS 

B
E
T
T
E
R

S
P
A
C
E
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100%100% 49,9%

Unlisted company made up of family and employee shareholding, 
ELO Auchan Retail
and New Immo Holding, and holds a 49.9% equity investment 

holding

foncière



LOCATIONS AS OF DECEMBER 31ST, 2021

AUCHAN RETAIL
NEW IMMO 
HOLDING

Hypermarkets Supermarkets Convenience
stores

Digital points
(1)

TOTAL TOTAL

FRANCE 136 276 41 234 687 93

Spain 76 71 155 5 307 33

Portugal 31 23 32 31 117 13

Luxembourg 3 0 11 4 18 4

Italy  41

WESTERN EUROPE 
(EXCLUDING FRANCE)

110 94 198 40 442 91

Poland 72 27 26 0 125 24

Hungary 19 5 1 5 30 18

Romania 33 5 408 0 446 24

Russia 95 136 0 0 231 132

Ukraine 17 8 0 15 40 8

Tajikistan 0 1 0 0 1

CENTRAL AND EASTERN 
EUROPE

236 182 435 20 873 206

Taiwan 20 1 1 0 22

Senegal 1 20 14 1 36

REST OF THE WORLD 21 21 15 1 58

TOTAL 503 573 689 295 2,060 390

MAIN PRESS RELEASES ELO 2021

August 27th, 2021 
ELO publishes its half-year 
results. Despite the impact of 
numerous health restrictions, 
ELO shows a further increase in 

September 1st, 2021 
ELO announces that it has entered 
into exclusive negotiations with
Indotek Group to accelerate the 
development of Auchan and 
Ceetrus in Hungary

October 22nd, 2021 
Auchan Retail announces the
sale to the Taiwanese group
PX- Mart of the activities of 
Auchan Retail Taiwan operated 
under the RT Mart brand

November 4th, 2021 
ELO announces that the terms 
of the renewal of a syndicated
credit line of €800 million are 
conditional on the success of its
actions to combat climate change

November 18th, 2021
Auchan Retail announces the 
appointment of Yves Claude as
Chairman and General Manager 
of Auchan Retail

(1) Drive Auchan Piétons, etc.
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33.244
31.08831.351

2019 2020 2021

> REVENUE

1.673
1.875

2019 2020 2021

> EBITDA

-1.255

358907

2019 2020 2021

> NET INCOME

1.817

2021

53.1%

18.8% 27.6%

0.5%

Western Europe excluding France Africa

Central and Eastern Europe

> REVENUE BY GEOGRAPHICAL AREA 
 IN 2021

98.3%

1.7%2021

Auchan Retail New Immo Holding

> REVENUE BY ACTIVITY
 IN 2021
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2021

39.8%

33.3%

22.6%

3%

1.3%

France

Euro zone excluding France

Central and Eastern Europe

Asia

Africa

> CURRENT INVESTMENTS 
 BY GEOGRAPHICAL AREA IN 2021

75.4%

24.6%

2021

Auchan Retail New Immo Holding

> CURRENT INVESTMENTS 
 BY ACTIVITY IN 2021









P

P

P

P

CSR ACTION

 1

CSR ACTION  2
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Social and societal 
commitments 

Reduce our
carbon footprint

Fight against 
plastic pollution 

Encourage 
healthy eating 
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Contextual analysis

PRIORITISING THE CHALLENGES
Materiality matrix

CONSULTATION WITH STAKEHOLDERS
Conducting corporate and country interviews

and distributing a questionnaire

IDENTIFYING THE IMPACTS OF THE CHALLENGES
Understanding how the challenges impact

Segment analysis
Study of international 

standards
Internal documentary 

study

CSR CHALLENGES IDENTIFIED AND VALIDATED BY THE STEERING COMMITTEE

P

P

P

P

P



CHALLENGES TO BE MONITORED ESSENTIAL CHALLENGES STRATEGIC CHALLENGES

Duty of care 
and CSR risk 
management

Attractive working 
conditions and 

employee well-being

Product 
transparency 
and traceability

Fight against
corruption

Healthy products
and nutritional quality

Economic and social impact

Local and seasonal products

Greenhouse gas emissions
from transport and buildings

In-store waste management

Water management
Managementt

of unsold non-food items

Dialogue with unions
and employee representatives

Adaptation to diets
Sponsorship and philanthropy

Impact of product
life cycle

Elimination of plastics

Professional equality
between women and men

Awareness of
responsible consumption

Embodying the CSR strategy

Sustainable
and fair relationships

with suppliers

Reduction of packaging
and zero waste

Training and
development prospects

Communication
on CSR actions

and strategy

Financial
accessibility for

quality products

Dialogue
with stakeholdersAnimal

welfare

to hypermarkets and warehouses

Inclusion of
people in

vulnerable situations

Support for changes
in sustainable practices

Food waste 
reduction

Fight against 
discrimination 

and diversity 
within the company

Impact of products
on natural environments

Carbon impact
of products

Elimination of
controversial
substances

Protection of 
personal data

Employee health
and safety

High
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IMPACT OF THE CHALLENGES ON AUCHAN RETAIL’S BUSINESS High
Low

> MATERIALITY ANALYSIS RESULTS

Types
of production

Responsible
consumption Governance Sustainable

relationships
Store

management
Responsible

employer
Performance level as perceived
by stakeholders



P

P

P

P

P

P

P

P

P

P

P

P

P

P

P

P

P

P



P

P

P

P

P

P

P





Risk universe: 
sector history 
and business 
knowledge 

Negative/positive 
events

Main impacts 
and consequences 

Quotes

Main risks 

Non-main risks = 
causes and 

consequences 
not analysed 

Main exposures 

Control of the entire value chain 

Products - Impact on safety and hygiene 
in the processing chain of marketed food products

Environment - Unsustainable agricultural practices or production methods 
and selection of raw materials

Human rights and fundamental freedoms - forced labour/working 
conditions of migrants and posted workers/child labour 

Environment - Climate risk

Environment - Lack of traceability of raw materials 
and ingredients used in the composition of the products distributed 

Products - Health impact associated with storage, 
management in warehouses and delivery of products to customers

Environment - Non-respect of animal welfare 

Employees - Occupational health and safety 

Employees - Failure to respect work-life balance

1
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Gross risk Net risk

> CSR RISK MAPPING FOR 2021
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CSR ACTION

 1

CSR ACTION  2

CSR ACTION
 3



CSR ACTION

 1

CSR ACTION
 3





CS

R STRUGGLE 1

P

P

P

P

P

P

P

P

RAW MATERIALS

3. Select raw materials 
 with low impact

4. Ensure clear transparency on 
 the origin of our raw materials

DISTRIBUTION
7. Enhance in-store quality 
 and manage our withdrawals 

USE
8. Have our products 
 assessed and monitored 
 by customers 

END OF LIFE
10. Reduce food 
 and non-food waste 

 9. Reduce plastic packaging 
  and demand recyclability 

DESIGN
2. Develop 
 products for all types 
 of food and lifestyles 

1. Design healthy and 
 sustainable products

5. Guarantee the safety and 
 compliance of Auchan products 

6. Reduce the carbon footprint 
 and favour local producers 

MANUFACTURING AND  
TRANSPORTATION 

Our
10 commitments
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dedicated training, MOOC, video illustrators, work on the
product range, product rotation, etc.

area dedicated to short-date discounted
products, recipes from “leftovers”,

booklets dedicated to waste, raising awareness
of the impact of waste

to associations, local food banks,
zoos or animal shelters

transformation of products 
in stores, use of innovative 
projects and partnerships, 
etc.

work with suppliers on use-by
dates, inter-professional

organisations, membership
of the Consumer Good Forum From production To customers
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CSR ACTION
 3



Scopes 1&2 Scope 3

Greenhouse gas emissions
related to store operations

Refrigeration
equipment

Greenhouse gas emissions
upstream and downstream of the store

Trajectory 1.5°

Neutral

Well Bellow 2°

2030

2043

Energy
consumption

Goods
transport

Product life cycle
(Private labels 

or National brands)

P

P

P



Other suppliers 
and national 

brands
Home

deliveries

Customers
going

to stores  Worldwide 
Products 

Department 
warehouses

Country
warehouses 

Stores

> MAPPING OF AUCHAN RETAIL’S CARBON EMISSION FLOWS – 
 TRANSPORTATION UPSTREAM - DOWNSTREAM     

Suppliers
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Cheese Self Service - 21%
Charcuterie Self Service - 18%
Animal feeding - 10%

Everyday sweet grocery - 9%
Gournet sweet grocery - 6%

Daily Salted Grocery - 5%
Homemade Salted Grocery - 5%

9%5%
2%
2%

5%

5.5%

21%

18%

10%

9%

6%

2021

Non-alcoholic Drinks
Catering Self Service

Homemade Maintenance

Bakery Patisserie Self Service

Fish Food Self Service
Snacking Self Service

Baby Food and Childcare

Alcohol and Beers (no wine)
Fruits & Vegetables Trade Self service
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CSR ACTION  2
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Risk universe: 
sector history 
and business 
knowledge 

Negative/positive 
events

Main impacts 
and consequences 

Quotes

Main risks 

Non-main risks = 
causes and 

consequences 
not analysed 

PARAMETERS
TAKEN INTO

ACCOUNT
IN THE

IDENTIFICATION 
AND ASSESSMENT 

OF RISKS

RISK ANALYSIS 
TOOLS

Types of direct 
(products sold) 

and indirect purchases

Product sales amount Auchan Retail
 supply countries

Risk mitigation 
means (charter, audits, etc.)

Auchan Retail
countries of presence

Auchan Retail
purchasing channels

The risks considered relate to violations of human rights and fundamental freedoms, the health 
and safety of people and the environment

• 

• These risks were then assessed (using statistical databases and literature reviews) in order 
   to be ranked and to identify the major risk areas for Auchan Retail



High-stakes purchasing families
> 5,000

< 50

1 2

3
4

• China

• Russia

• France

• Bangladesh

• India

• Spain

• Forced labour

• Child labour

• Toxic substances at work

• Building integrity

• Excessive working hours

• Unsustainable forest
 management

• Discrimination & non-diversity

• Consumer electronics and 
appliances

• Toys – childcare

• Leisure time

• Household

• Textiles

• Fruit and vegetables

• Dairy & egg products

• Meat & meat products

COUNTRY OF ORIGIN RISKS NATURE OF PRODUCTS



Non-respect 
of animal welfare Forced labour Occupational safety

Child labour
Abuse of power

during negotiations 

Code of business 
conduct Ethics charter CSR policy

Labour and 
environmental audits HR policies

Occupational safety
Non-respect 

of animal welfare 
Abuse of power 

during negotiations 
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Own
operations

Auchan
direct -

food

Auchan direct 
- non-food

Indirect
purchases

Purchases
beyond 

Tier 1

There are no longer any high-priority risks

deforestation, 
workplace safety and climate change caused by soybeans, 
pulp and palm oil

China and Russia 
and relate in particular to forced labour in Russia 
on the nature of purchases (site equipment)

Spain
and relate to animal welfare, consumer safety, 
abuse of power during negotiations

China,
India and Bangladesh and relate to working conditions
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Raw data (revenue, 
kilometres travelled, 

weight, etc.)

Emission 
factor

GHG 
emissionsx =



List of format/
materials France DPW Luxembourg Spain Portugal Poland Hungary Romania Russia Ukraine Senegal Theoretical

Paper-
cardboard

1 1 1 1 1 1 1 1 0 0 0 1

Brick 
(cardboard /
alu / plastic)

1 1 1 1 1 1 1 1 0 0 0 1

Glass 1 1 1 1 1 1 0 1 0 0 0 1

Ferrous metal 1 1 1 1 1 1 0 1 0 0 0 1

Non-ferrous
metal

1 1 1 1 1 1 0 0 0 0 0 1

Wood 0 0 0 1 1 0 0 0 0 0 0 1

Transparent
PET - Bottle

1 1 1 1 1 1 1 1 1 1 0 1

Colored PET - 
Bottle

1 1 1 1 0 0 0 1 0 0 0 1

Opaque PET -
Bottle

0 0 0 0 0 0 0 0 0 0 0 0

PET - Rigid
(not bottle)

0 0 0 0 0 0 0 0 0 0 0 1

PET - Flexible 0 0 0 0 0 0 0 0 0 0 0 0

HDPE - Bottle 1 1 1 1 0 0 0 0 0 0 0 1

HDPE - Rigid 0 0 1 0 0 0 0 0 0 0 0 1

HDPE - 
Flexible

0 0 0 0 0 0 0 0 0 0 0 1

LDPE - Rigid 0 0 0 0 0 0 0 0 0 0 0 1

LDPE - 
Flexible

0 0 1 0 0 0 0 0 0 0 0 1

PP - Bottle 1 1 1 0 0 0 0 0 0 0 0 1

PP - Rigid 1 1 1 0 0 0 0 0 0 0 0 1

PP - Flexible 0 0 1 0 0 0 0 0 0 0 0 0

PS 0 0 1 0 0 0 0 0 0 0 0 0

EPS 0 0 0 0 0 0 0 0 0 0 0 0

PVC 0 0 0 0 0 0 0 0 0 0 0 0

Other 0 0 0 0 0 0 0 0 0 0 0 0

1: Recyclable - 0: Not recyclable - Unlikely material/format combinations; zero recyclability 

> RECYCLABILITY CHANNELS PER COUNTRY AND FORMAT/MATERIALSR
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