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PRESENTATION

PRESENTATION

With over 30 years of experience, we 
are the leading vehicle rental company 
in the Spanish market and pioneers in 
the Portuguese and Italian markets. We 
are specialised in meeting the demands 
of the tourist sector: our philosophy is to 
offer an integrated service in European 
tourist regions, based on excellence and 
on customer satisfaction.

2014 was marked by the continuity 
of our economic growth and the con-
solidation of Goldcar as an expanding 
international company. Our turnover 
increased by some 12%, which was 
mainly achieved by the inauguration of 
new branch offices in Italy and Spain.

This year also saw a commitment to 
new business models. We launched our 
franchise model this year through which 

we have opened new branch offices in 
Malta, Pamplona and Andorra. Thanks 
to this model, we can offer our know-
how and constant support to our fran-
chisees, thus ensuring that their busi-
ness is successful.

Another of the year’s significant 
achievements was the acquisition of 
80% of Goldcar’s share capital by the 
investment group Investindustrial. The 
arrival of Investindustrial delivers a sig-
nificant boost to our international ex-
pansion.

Here at Goldcar we firmly believe in the 
promotion of responsible and sustain-
able economic growth. This commit-
ment to sustainability and transparency 
has led us to draft our first Corporate 

Social Responsibility Report.

This report, drafted according to the 
standards of the Global Reporting Initi-
ative’s G4 Guide, introduces our efforts 
in economic, social and environmental 
domains and is aimed at our stakehold-
ers. The drafting of it included an anal-
ysis of corporate social responsibility 
issues that are relevant to our activity 
and to our stakeholders.

For 2014, we would like to highlight the 
efforts made to improve the correct gov-
ernance of our organisation. To this end 
we have deployed internal mechanisms 
to promote professional ethics and poli-
cies aimed at preventing corruption.

The team is a key factor in Goldcar’s 
business growth. With this philosophy 
we encourage the professional devel-
opment of our employees, provide a 
work environment based upon mutual 
respect and dispose of an Equal Oppor-
tunities Plan to promote this element 
throughout the organisation.

Here at Goldcar we are committed to 
a hands-on involvement with the com-
munities in which we operate. This 
year, we provided our support to, and 
collaboration with, social, cultural and 
sports initiatives wherever we carry out 
business. We sponsored various sports 
events such as the International Kart 
Championship in Valencia, and have 
supported several social projects such 
as the TEDx Lucentum St conferences 
on entrepreneurship and innovation.

Goldcar is turned towards the future 
and we wish to continue our progress 
towards business sustainability and ex-
cellence.

One of our short-term challenges is 
the continuous improvement of our 
services in order to ensure the highest 
possible degree of customer satisfac-
tion. This improvement will include 
the development of a new system for 
measuring customer satisfaction, which 
will allow us to identify and implement 
solutions for improvement.

On the subject of sustainability, next 
year we will be formalising our adhe-
sion to the United Nations Global Com-
pact. By committing to one of the most 
important worldwide social responsibil-
ity initiatives we will be strengthening 
our commitment to the sustainable and 
responsible management of our organ-
isation.

We encourage you to read this first 
Goldcar Social Responsibility Report, 
and we hope that you find it extremely 
interesting.

Juan Carlos Azcona
CEO
jcazcona@goldcar.com

mailto:jcazcona@goldcar.com
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KEY NUMBERS 
FOR 2014

GOLDCAR ACTIVITY

SUPPLIERSECONOMY

TEAM

THE ENVIRONMENT

CUSTOMERS

52

620

11.9% 87.1% 77.5%

68.9% 37.3%

1,300 23,776

9 8.7 116.5 3,721 46.5t

227.8

7,880,349

M €

28,950

months kWh/
thousands of €

g CO2eq/km m3

Number of 
branch offices

Electricity  
consumption  

related to turnover

 
Turnover

Workforce on 
31st December

Average vehicle 
rental fleet

Volume of water 
recovered per year

Number  
of suppliers

International 
customers

Women in
the workforce

Days of 
rental

 
Greenhouse gas 

emissions generated  
by Goldcar’s rental fleet

Increase in 
turnover

Workforce with  
permanent contracts

Average age  
of the fleet vehicles

Total consumption 
of paper

Domestic  
suppliers

Followers on  
social media 

(Facebook and Twitter)
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MAP OF PRESENCE OF BRANCH 
OFFICES/COUNTRIES FOR 2014

THE LEADING HOLIDAY RENTAL 
VEHICLE GROUP

The primary activity of Goldcar, which was founded in Ali-
cante in 1985, is the rental of chaufferless vehicles with a spe-
cific focus on the tourist sector. The Group has branch offices 
in the main airports, railway stations and holiday destinations 
domestically and internationally throughout southern Europe.

Thanks to the inauguration of our 
first branch office in Faro (Portugal) in 
2011, and the opening of new branch 
offices in Portugal and Italy between 
2012 and 2014, we have consolidated 
our international expansion process. Next year, in 2015, we 
will continue to expand internationally via the opening of new 
branch offices in countries around the Mediterranean basin.

2014 has also seen the deploy-
ment of the franchise model that 
was initiated with the opening 
of new branch offices at Malta 

airport, in Pamplona and in Andorra. This model will allow us 
to continue our growth and to provide franchisees with tools 
and know-how that will, in combination with the brand’s pres-
tige, maximise the forecast success of these businesses and of 
the Group.

We have 52 
branch offices 
distributed over 
five countries.

Eighty-two per 
cent of our fleet is 
renovated each year.

2013 2014 2013-2014 VARIATION

Days of rental 7,410,976 7,880,349 6.3%

Average vehicle rental fleet 25,778 28,950 12.3%

ACTIVITY MARKERS

p.13

GOLDCAR OFFICES, CITY

GOLDCAR OFFICES, AIRPORT

GOLDCAR OFFICES, RAILWAY STATION

HEAD OFFICE

FRANCE

SPAIN

PORTUGAL

ALICANTE
TORREVIEJA

SEVILLE
GRANADA

ÁGUILAS

BENIDORM

DENIA

VALENCIA

CÁDIZ
SANCTI PETRI

JEREZ

FARO

LISBON

PORTO

SANTIAGO DE 
COMPOSTELA SANTANDER

MADRID

BILBAO

OVIEDO

BARCELONA

SARAGOSSA

MILAN

BERGAMO

BOLONIA

ROMA CIAMPINO

ROME FIUMICINO

PISA

GIRONA

REUS

MAJORCA

MINORCA

IBIZA

ITALY

CAGLIARI

CATANIA

CÓRDOBA
SAN JUAN DE ALICANTE

CANARY
ISLANDS

MADEIRA

FUERTEVENTURA

LANZAROTE

TENERIFE SOUTH

TENERIFE NORTH

GRAN CANARIA

ALMERIAMALAGA

GIBRALTAR

GRANADA

VALENCIA

MURCIA

FUNCHAL

The average age of 
the vehicles in our 
fleet is nine months

2014 
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AN OFFER ADAPTED TO EVERY NEED

Goldcar provides various competitively priced vehicle rental 
services that offer options that are adapted to the require-
ments of all kinds of customers.

Competitively 
priced vehicle rentals  
(cost effective)

Premium Service 
vehicle rentals

ORGANISATIONAL STRUCTURE

Goldcar’s Board of Directors is its most senior governing 

body. The Executive President and the General Manager 

are the senior people in charge of the efficient and cor-

rect management of the company.

EKOMI SILVER MEDAL 
 
eKomi is an independent platform that handles customer 
satisfaction comments regarding various products and 
services, amongst which is Goldcar. In 2014 we received 
the Silver award that is awarded to services that receive 
customer satisfaction scores between 8.8 and 9.5 (out 
of 10).

CHAIRMAN

MANAGING DIRECTOR

COMMERCIAL 
DIRECTOR

MARKETING 
AND BUSINESS 
DEVELOPMENT 

DIRECTOR

E-COMMERCE 
DIRECTOR

LOGISTICS AND 
INFRASTRUCTURE 

DIRECTOR

ORGANISATION 
DIRECTOR

FRANCHISE AND 
CORPORATE 

MARKET 
DIRECTOR

FINANCIAL 
DIRECTOR

FLEET 
DIRECTOR

OPERATIONS 
DIRECTOR

GOLDCAR FLEETS 
DIRECTOR

FRANCHISES
CUSTOMER 

SERVICE
ADMINISTRATION

INSURANCE AND 
LOSS

INNOVATIONFLEET LOGISTICS SPAIN

FLEET 
MAINTENANCE

INTERNAL AUDITUV (USED VEHICLES) PORTUGAL

TREASURY BUY-BACK ITINFRASTRUCTURES ITALY

VEHICLE 
REGISTRATION

LEGAL SERVICES

PURCHASE
HUMAN 

RESOURCES

http://www.rhodiumcar.com/en/
https://www.goldcar.es/en/
https://www.ekomi.es/testimonios-goldcar-es.html
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ETHICS AND THE FIGHT 
AGAINST CORRUPTION

Our company is committed to a business 
model that is based on the fundamen-
tal principles and standards of ethics, 
transparency, good governance and the 
prevention of corruption within organ-
isations. Given the current international 
growth and expansion process that the 
Group is undergoing, it is crucial to es-
tablish the foundations that ensure that 
the company’s development is responsi-
ble and sustainable, and that enable the 
creation of shared value aimed at our 
various stakeholders.

On a primary level, this commitment is 
enacted by compliance with the regula-
tory context of all the countries in which 
Goldcar deploys its operations.

The Ethics Code, which applies to all of 
the Group’s employees and establishes 
a series of principles and guidelines of 
conduct that ensure their ethical and 
responsible behaviour, was approved in 
2014. The Code, which has been vali-
dated by Goldcar’s senior management, 
applies internally, as well as in the rela-
tions that various professionals establish 
with the Group’s environment. Goldcar 
employees can use the Ethics Channel 
to forward complaints and suggestions 
concerning these issues; they will be 
handled according to the Prevention 

and Response Guide.

The prevention of corruption is an aspect 
that is linked to the organisation’s good 
governance, which is something that 
has also been actively promoted with-
in Goldcar. The Group has developed 
a Compliance Policy, which includes a 
Catalogue of Misdemeanours that ap-
plies to all employees, as a means of in-
ternal supervision and control to prevent 
misdemeanours. Goldcar also has a Reg-

ulation of gifts, benefits or advantages 
that, amongst its clauses, establishes the 
maximum amounts that managers, area 
managers and employees in general can 
receive as representation expenses and 
gifts.

The Ethics Code, the Compliance Policy 

and the Regulation of gifts, benefits or 

advantages are available to all Goldcar 
employees on the intranet. In all of the 
countries we operate in, Goldcar’s key 
actors have had a training course on the 
aforementioned Code and the anticor-
ruption policy.

Our Ethics Committee is the 
body in charge of ensuring 
compliance with the rules of 
conduct set out in the Ethics 
Code.

COLLABORATION WITH 
SECTOR ASSOCIATIONS

Collaboration with sector associations and bodies enables 
Goldcar to create synergies to improve business and to effi-
ciently and sustainably develop the Sector itself.

We are part of the following sector associations:

GANVAM
National Motor Vehicle Sales Association

AECOVAL
Vehicle Rental Business Association of the Community of 
Valencia

AECAV
Vehicle Rental Business Association of the Canary Islands

AEVAC
Rental Vehicle Business Association of Catalonia

APECA
Provincial Vehicle Rental Association of Santa Cruz de Ten-
erife

ADP
Managerial Progress Association

BALEVAL 
Association of Balearic Chauffer-driven and Chaufferless 
Vehicle Rentals

ASEVAL
Chauffer-driven and Chaufferless Vehicle Rental Business 
Association of Madrid

FENEVAL
National Business Federation of Chauffeur-driven and 
Chaufferless Vehicle Rentals

LEASEUROPE
European Federation of Leasing Company Associations

We have a Penal compliance 
policy and a Regulation on 
gifts, benefits or advantages 
as tools for preventing 
corruption.

creiem que falta 

traducció d’una 

part del text 
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SOCIAL 
RESPONSIBILITY 
AND RELATIONS 
WITH 
STAKEHOLDERS

In 2013 and 2014 we audited 
100% of our branches by 
means of internal audits.

VALUES

· Customer satisfaction
· Orientation to results
· Excellence
· Anticipation
· Fulfilling our commitments
· Teamwork
· Commitment and loyalty to the 
company

VISION

Becoming a reference and an or-
ganisational model to be followed 
in the locations where we are im-
planted, with a clear vocation to 
grow as a business, consolidating 
the positions that we attain.

MISSION

To offer an integrated tourist car 
rental service, meeting our cus-
tomers’ expectations by means of 
offering an excellent and compet-
itive service, creating value for the 
company’s stakeholders.

RESPONSIBLE 
MANAGEMENT OF 
THE ORGANISATION

Thanks to the ratification of the Unit-
ed Nations Global Compact we will 
strengthen our commitment to the re-
sponsible and sustainable management 
of the organisation. The subscription to 
this initiative will consolidate Goldcar’s 
efforts over the years to promote ethics 
and the respect of the fundamental prin-
ciples of socially and environmentally 
sustainable development in the day-to-
day management of the organisation. 

The Ethics Committee, which is made 
up of the CEO, the Organisational Di-
rector and the Legal Services Coordina-
tor, is the most senior body within the 
organisation for the promotion of, and 
compliance with, sustainability policies. 
The deployment of these policies is 
done by means of specific procedures 
created by Goldcar’s various sections 

NO. OF INTERNAL AUDITS

and is supervised by the organisation’s 
senior management.

One of the fundamental elements of 
our continuous improvement and of the 

compliance with indicated procedures is 
that of the internal audits that Goldcar 
undertakes in all the countries where 
we operate and for all its franchisees. 
These audits include environmental, 
service quality and security, and labour 
regulations compliance elements and 
extend to the outsourced employees in 
our installations.

98
2014

2013
44
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Next year, in 2015, we will 
formalise our adhesion to 
the United Nations Global 
Compact.
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THE EXTENT OF OUR 
COMMITMENT TO SOCIAL 
RESPONSIBILITY

Goldcar has the intention to extend its 
commitments regarding ethics and so-
cial responsibility to all its franchisees, 
as it considers them to be an extension 
of the Group’s offices.

To this end, the Ethics Code is available 
on the corporate intranet to the fran-
chisees, who are bound by the regula-
tions it establishes.

COMMUNICATION WITH 
OUR STAKEHOLDERS

We dispose of various channels of 
communication with our stakeholders, 
making use of new technologies to pro-
mote access to these forms of dialogue. 
Sustained communication enables us to 
be aware of the expectations and con-
cerns of the groups with which we are 
involved and to incorporate them to the 
business strategy.

Generating value by means of 
the sustainable management
of the organisation.

Main communication channels

• Board meetings.
• Meetings with Management.
• Periodic reports.

SHAREHOLDERS

Creating a good work 
environment that encourages 
talent to stay.

Main communication channels

• Intranet and bulletin boards. 
• Ethics channel.
• Specific communication: email, 

memos, team meetings, etc.

EMPLOYEES

Collaborating in the success 
of the business via Goldcar’s 
quality standards and business 
model. 

Main communication channels

• Direct contact with the Franchise 
Management team.

• Contractual documents.
• Periodic meetings and communica-

tion with Goldcar.

FRANCHISEES

Offering an excellent and 
competitive vehicle rental 
service.

Main communication channels

• Assistance at the front desk.
• Website, social media (Facebook, 

Twitter, Instagram).
• Customer assistance (call centre, 

roadside assistance), email (contact 
Goldcar).

• Publicity and media information.

CUSTOMERS

Establishing relations of trust 
that promote sustainability 
throughout the supply chain.

Main communication channels

• Direct contact with the Acquisitions 
Manager.

• Contractual documents.

SUPPLIERS

Creating a positive impact 
on the Group’s social 
environment and helping it to 
develop economically.

Main communication channels

• Website, social media (Facebook, 
Twitter, Instagram), blog.

• Publicity and media information.
• Meeting with representatives of 

local bodies and associations.

LOCAL COMMUNITY

Working towards the 
creation of shared wealth 
based on good marketing 
practices and transparency.

Main communication channels

• Direct contact with Sales, Legal 
Services and Customer Service 
managers.

• Trade agreements.

RENTAL AGENCIES

p.22
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MATERIAL ASPECTS AND ISSUES
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• Market presence

• Evaluation of suppliers’   

   labour practices

• Customer privacy

• Employment

• Relations between the company 

   and employees

• Skill-building and education

• Diversity and equal opportunities

• Health and Safety in Customer service

• Customer satisfaction

• Good marketing practices

• Transparency in customer services*

• Security in website transactions*

• The use of new technologies  

   to improve offers to customers*

A
V

E
R

A
G

E

• Environmental awareness   

   for employees and customers

• An inclusive work environment  

  (diversity and multiculturalism)*

• Economic performance

• Energy

• Water

• Emissions

• Waste and Refuse

• Environmental evaluation of suppliers

• Freedom od association  

   and group negotiation

• Evaluation of suppliers  

  regarding Human Rights.

• Materials

• Workplace Health & Safety

• Extending ethics and Human Rights 

   commitments to all countries  

   (including franchisees)*

• Fighting against corruption

L
O

W

• Acquisition practices

• Compensation for customer  

   CO2 emissions*

• Increasing the fleet of  

   sustainable vehicles

• Building according to   

   sustainability principles*

• Environmental investment

• Commitment to initiatives   

   for the development of new 

  and clean energy sources*

• Environmental claims mechanisms

• Extending the business  

   strategy to franchisees*

• Participation in the local community

• Claims mechanisms for social impact 

   

LOW AVERAGE HIGH

RELEVANCE FOR GOLDCAR

ANALYSING THE KEY 
ASPECTS OF CSR

One of the fundamental issues when drafting a social respon-
sibility report according to the requisites of the GRI G4 Guide 

is to report social responsibility issues that are relevant to the 
organisation and its stakeholders.

We undertook a materiality analysis that enabled us to de-
termine the organisation’s relevant issues from an internal as 
well as an external viewpoint, thus complying with the requi-
sites of the aforementioned guide. 

MATERIALITY CHART

The materiality analysis took place in various phases, in con-
formity with the AA1000SES Accountability regulation and 
taking into consideration the principles of GRI’s G4 Guide.

During the identification of our relevant aspects 
regarding social responsibility we carried out a 
consultation process.

Identification
A sectorial benchmarking was carried out, which made us aware of aspects and issues that were rele-
vant to other companies in Goldcar’s activity sector. Reference standards established by GRI were also 
analysed. Finally, we undertook an analysis of aspects identified by Goldcar’s stakeholders via existing 
communication channels (customer service, social media, etc.).

As a result of this phase, we obtained an initial list of relevant aspects that are contained in the GRI G4 

Guide, and of actual social responsibility issues that are specific to the company.

Prioritisation
The prioritisation of the identified issues was done by means of a specific survey aimed at the Manage-
ment Team (internal evaluation) and another, aimed at the employees (evaluation of the stakeholders).

The prioritisation of the relevant aspects and issues was done by means of the statistical processing of the 
survey results and the cross-referencing of this data. The prioritisation process also took into account the 
importance given by stakeholders to issues previously identified via existing communication channels. 

The results of this phase are contained in the materiality chart, which classifies issues according to their 
internal or external relevance.

Validation
In order to ensure that the identified issues are a reasonable and balanced reflection of relevant respon-
sibility issues for Goldcar, the results obtained underwent a detailed analysis. During the process it was 
deemed to be important to include Participation in the local community as a relevant aspect, as well 
as those identified in the chart.

Environmental aspects 

Economic aspects 

Labour practice aspects

Human rights aspects 

Social aspects 

Product responsibility aspects

*Other issues (that do not correspond to the GRI G4 Guide)

p.24
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GOOD PRACTICES 
IN E-COMMERCE
 

We obtained the AENOR 
certification for Good E-commerce 
Practices, awarded for the 
improvement to our new website. 
This certification certifies the good 
practices of the Group in issues 
relating to the acquisitions process, 
secure payment, commercial 
communication, contractual clauses 

and the information at the disposal of our customers, 
ensuring that all the relevant information is available 
to them on our website and promotes a continuous 
improvement of the services that we offer.

EXCELLENCE 
OF SERVICE 
AND CUSTOMER 
SATISFACTION

OUR CUSTOMER 
PROFILE

The specificities of the business mod-
el implemented by Goldcar have posi-
tioned it as a leader in the holiday vehi-
cle rental market. The extensive range of 
vehicles at customers’ disposal, the fact 
that they are new vehicles, the possibility 
of a made-to-measure rental service and 
the availability of an online booking are 
some of its main advantages.

Our international expansion has allowed 
the increase in number and profile of the 
customers that use our services.

THE COMMITMENT TO NEW 
TECHNOLOGIES, GOLDCAR’S 
DISTINGUISHING FACTOR

In 2014, we launched a plan to update Goldcar’s website 
to ensure customer satisfaction and improve the service 
we offer. On the website it is possible to book online and, 
amongst other things, to consult the most frequently asked 
questions (FAQs), the service conditions, make various con-
sultations and request an invoice. All aspects of online book-
ing can be consulted and modified in the customer section, 
which can also be accessed from our website.

CUSTOMERS’ COUNTRIES 
OF RESIDENCES FOR 2014
%

p.28
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20.3%

22.5%
SPAIN

GREAT BRITAIN

GERMANY

FRANCE

ITALY

THE 
NETHERLANDS

BELGIUM

NORWAY

SWEDEN

CZECH REPUBLIC

DENMARK

ROMANIA

9.8%

12.5%
6.5%

5.8%

5.2%

3.9%

2.7%

2.6%

2.4%

2%

1.9%
1.8%

OTHER COUNTRIES

PORTUGAL

https://www.goldcar.es/en/
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2.7%

IN 2014

2,140
FOLLOWERS ON TWITTER

GOLDCAR IN 
SOCIAL MEDIA

Goldcar is present on referential so-
cial media such as Facebook, Twitter 
and Instagram, and the number of fo-
llowers, for each one of them, increases 
every year.

An active presence in social media is a 
key factor to increase direct and swift 
contact with customers and the rest 
of the company’s stakeholders. These 
communication channels provide us 
with suggestions, requests and inci-
dents to which we respond. Of course, 
in a market based on the holiday sector, 
most of the contacts occur during the 
summer months. 

Ongoldroad is our corporate blog that 
is published in Spanish and English and 
includes issues of interest related to the 
information on holiday destinations, 
the environment, corporate news and 
other items.

In 2014, we handled 65,000 
interactions on social media.

Our corporate blog, Ongoldroad, 
exceeded 2,000 visits during its 
first two months of existence.

ONLINE BOOKING 
AND SECURE 
PAYMENT

Goldcar has improved the quality of the 
services offered to its customers with the 
possibility of paying online booking via 
its website. 

In order to offer the highest level of se-
curity when carrying out this process, 
we have a payment portal that com-
plies with all PCI-DSS requirements, 
concerning the security of bank card 
transactions.

The payment method is based on a 
transparent integration model so that 
the customer can carry out the transac-
tion through the Goldcar website avoi-
ding connection or browsing issues that 
could hinder the entire booking process.

Our website also has the SSL Certificate 
granted by Geotrust, certifying that the 
communications through Internet are at 
secure all times.

21%21,636
IN 2014

FOLLOWERS ON FACEBOOK
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19%

IN 2014

3,141
LIKES ON INSTAGRAM

https://www.facebook.com/GOLDCARrental/
https://twitter.com/goldcar
https://www.instagram.com/goldcarrental/
http://www.ongoldroad.com
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OUR COMMITMENT 
TO CUSTOMER 
SATISFACTION

Goldcar disposes of several customer 
support channels such as the roadside 
assistance service and the online cus-
tomer support, which are available 24 
hours a day, seven days a week. Oth-
er communication channels available 
to our customers include personalised 
front desk service in our branch offices, 
a multilingual telephone hotline – only 
available in Spain –and social media.

In 2015, we are planning to implement 
a system that measures the degree of 
customer satisfaction based on the Net 
Promoter Score index (NPS). This sys-
tem will allow us to evaluate customer 
loyalty and determine the critical fac-
tors that, amongst other aspects, influ-
ence this degree of satisfaction. 

INTEGRATED 
CONSULTATION 
MANAGEMENT

Goldcar has a case management system 
managed by a back office service that 
enables us at any moment to control an 
incident’s origin and nature, and to as-
sess its resolution. This system enables 
us to merge the incidents collected via 
the company’s various customer sup-
port channels (roadside assistance, on-
line and telephone customer support, 
front desk and social media), including 
those corresponding to the franchise 
and the services contracted through in-
termediaries.

Each case is given a unique number for 
an exhaustive monitoring from its regis-
tration to its closure.

In 2014 we improved our customer re-
sponse objectives regarding the average 
response time, reducing the average 
response time, such as those resolved 
within 15 days. 

CUSTOMER 
CONFIDENTIALITY

All control procedures and mechanisms 
developed by Goldcar enable us to en-
sure compliance with applicable legisla-
tion regarding confidentiality and data 
protection. In accordance with the Or-
ganic Law 15/1999 of 13th December, 
on Personal Data Protection (LODP in 
Spain), all personal data given by Gold-
car’s customers when contracting and 
using its services are filed and processed 
in accordance with the aforementioned 
legislation. In 2014, there were no 
sanctions for violation of customer pri-
vacy or loss of data. 

In our overseas affiliates, an adaptation 
of the organic law on the protection of 
data has been implemented in accord-
ance with local regulation.

SERVICE SECURITY

Security and the correct maintenance of our fleet of rental ve-
hicles is another key factor for the security of our customers 
and the continuity of our business. For this reason, 70% of our 
fleet is renewed every year, which makes it one of the most 
up-to-date rental fleets in Europe.

In compliance with specific legislation for rental vehicles, all of 
our vehicles undergo the “Inspección Técnica de Vehículos” 
(ITV – the Spanish equivalent of the MoT) with the required 
periodicity.

Furthermore, all the vehicles are submitted to prelimi-
nary service (Pre-ITV) carried out by specialised personnel 
at the company’s depot and bases. The Pre-ITV revision 
is carried out in accordance to a specific procedure that is 
reviewed and approved by the Fleet Maintenance, Inter-
nal Audit and Fleet and Acquisitions department manag-
ers. The manager of the Base is responsible for ensuring 
that all vehicles have undergone the appropriate services. 

During the check-in process, following the return of a vehicle 
by a customer, the vehicles are inspected and any damage 
that may have occurred during their use is classified according 
to its importance. Vehicles with important damage (levels 2 
and 3) are declared non-roadworthy for safety and quality 
reasons and are withdrown from the fleet. 

The companies subcontracted for vehicle valeting carry out 
safety checks (oil levels, functioning of the lights, pressure 
and damages to the tyres) every time they valet a vehicle.

Goldcar’s commitment to customer safety also includes the 
correct use of the vehicles and the respect of the Highway 
Code in order to avoid as many accidents as possible. All our 
contracts include information about compliance with the-
Highway Code and proper driving skills.

Every day, we strive to offer a 
quality service that fulfils our 
customers’ expectations.

We responded to 100% of the 
requests received during 2013 
and 2014.

AVERAGE PERIOD FOR AN ANSWER % RESPONSE < 15 DAYS

80%

82%

8.5
days

2014 results

2014 objective

7.74
days

2014 objective

2014 results
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Our fleet of rental vehicles  
is one the most up-to-date 
in Europe.
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INTERACTION 
WITH THE 
COMMUNITY

Goldcar is committed to its immediate 
environment and gives particular atten-
tion to the needs and concerns of the 
communities in which it operates.

We have supported various projects set 
in some of our main destinations in order 
to reach out to the grass roots of these 

communities and collaborate in their so-
cial and economical development.

We support sports teams and events, 
initiatives for the promotion of tourism 
and cultural projects, as well as promot-
ing entrepreneurship.

SUPPORTING CULTURE 
AND ENTREPRENEURSHIP

TEDX CONFERENCES IN ALICANTE 
(TEDX LUCENTUM ST)

To support entrepreneurship, the creation of inspirational plat-
forms and networking, we were the official sponsors of the 
TEDx Lucentum St conferences in Alicante.  TEDx is a series of 
local conferences, created by TED and in which thinkers and 
entrepreneurs share their ideas regarding various sectors.

The TEDx Lucentum St event was based on the INVISIBLE 
LIGHTS subject, with the objective of creating a space for shar-
ing initiatives and ideas that otherwise would remain unno-
ticed. It was a thoughtful and inspirational space promoting 
new projects that will turn the city of Alicante into a reference.

ENCORTO 2014

We sponsored the sixth edition of EnCorto, an initiative in 
which the students of the José Luis Garci Integrated Centre 
for New Technologies of Alcobendas took part. This project 
gathers students from several of the school’s image and sound 
courses. The participants put into practice the knowledge ac-
quired during the academic year by producing and shooting 
five shorts and one making-of.

The project allows these students to experience a real film 
shoot, since this is one of the most important academic activi-
ties not only for the course but also for the whole programme.

PROMOTING SPORTS 
AND HEALTHY LIFESTYLES

THE 5TH MALAGA 
MARATHON

For its fifth edition, Goldcar was official sponsor of the Mal-
aga Marathon, thus giving its support to sportsmanship and 
healthy lifestyles. The marathon was run over 42km in the 
town of Malaga and 3,000 athletes took part. To promote 
participation in the event, Goldcar offered special discounts 
to the participants for the rental of cars in various parts of the 
country.

This edition of the marathon stood out due to its international 
dimension since it was included in the calendar of the Road 
Races and Marathons International Association as well as 
having, for this occasion, 18% of foreign athletes taking part.

FINAL ROUND OF THE 
2014 INTERNATIONAL KART CHAMPIONSHIP

The Lucas Guerrero International Kart Circuit successfully 
hosted this traditional international karting event. We were 
the official partner of this 15th edition of the event.
The most talented racers in the world took part in this round 
of the Rotax® MAX Challenge™ series, showing their excel-
lent driving skills. It is a special race because drivers as young 
as 13 take part, thus gaining valuable experience of interna-
tional racing in the junior category. 
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Thanks to our various 
sponsorship activities, we 
play an active role in the 
communities in which we 
are operative.

http://www.tedxlucentumst.com
http://www.ted.com/about/programs-initiatives/tedx-program
https://www.ted.com/
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ECONOMIC 
MANAGEMENT 
TO CREATE 
VALUE

Note: Data taken from the 2014 annual consolidated ac-

counts of Parentco Car Rentals, S.L.U. and dependant com-

panies, covering the period from 18/12/2014 to 31/12/2014: 

approximation of the combined consolidated figures of the fir-

ms acquired corresponding to the entire twelve-month period 

of the 2014 financial year.

1- The amount of reserves is reinvested into the company to 

encourage the sustained profitability and growth of the com-

pany.

SUSTAINED ECONOMIC 
GROWTH

Goldcar’s target demographic is made 
up of the millions of tourists who visit 
the main holiday destinations in south-
ern Europe each year.

Traditionally, Goldcar has always been a 
family business. Two brothers, Juan and 
Pedro Alcaraz, launched the business in 
1985, renting vehicles from their original 
premises in San Juan de Alicante, with 
an initial fleet of just five vehicles.

The commitment to a business model 
with excellent value for money, which 
was a novelty in the sector, and to inter-
national growth have been determining 
factors that have seen us become, after 
a few years, the most important private 
capital company in Spain with regards 
to our vehicle fleet and market share. 

TURNOVER
Thousands of Euros

STATE OF ADDED VALUE FOR 20141

The firm’s ability to adapt to the specific 
needs of the vehicle rental market has 
been another decisive factor in the con-
stant growth of our incomes.

The turnover’s positive evolution has en-
abled us, year-on-year, to gain positions 
significantly in the ranking of the 5,000 
most important companies in Spain with 
regards to invoicing.

In December 2014 the Investindustrial 
investment group acquired 80% of the 
company; the remaining 20% stayed 
under the control of the Alcaraz broth-
ers. The group’s entry into the capital 
will allow for an acceleration of the in-
ternational expansion process launched 
by Goldcar.

We have increased our 
turnover by 11.9%  
compared to 2013.

GASTOS SALARIALES

COSTES DE EXPLOTACIÓN

GASTOS FINANCIEROS

IMPUESTO DE SOCIEDADES

OTROS IMPUESTOS

AMORTIZACIONES

RESERVAS
43.2%

2%

7.6%19%

22.3%

0.4%

5.5%

FORECASTS

The Group’s goal is to continue promot-
ing its international expansion, making 
the most of its strategic positioning and 
encouraging its growth in this way. The 
intention is to be present in the most 
tourist-rich parts of Europe around the 
Mediterranean basin: France, Italy, Cro-
atia and Greece.

WAGE COSTS

OPERATING COSTS

FINANCIAL EXPENSES

CORPORATE TAX

OTHER TAXES

AMORTISATIONS

RESERVES1

2013

2014

203,604

227,801
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The conditions of the sector, the new 
investment policy and the greater fund-
ing possibilities make it foreseeable 
that, during the 2015 financial year, we 
will continue to improve our turnover 
and consolidate our growth.
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INNOVATIONS IN  
CORPORATE STRATEGY

Our commitment to innovation as a means of improving 
the service we offer to our customers, and for improving the 
company’s efficiency and effectiveness, are aspects that di-
rectly influence its growth.

Goldcar is a pioneer in the use of new technologies and the 
development of new computer applications in the vehicle 

rental sector. An example of this is the development of an 
online check-in app that is available to open-space em-
ployees on tablets. This app enables the systemisation and 
centralisation of vehicle service and maintenance opera-
tions, thus avoiding the duplication of tasks and improving 
service efficiency.

GOLDCAR AND  
ITS SUPPLY CHAIN

Via our supply chain we act as facilitators for various sec-
tors and companies, both locally and internationally. The total 
number of suppliers under contract during 2014 was 1,300.

Goldcar’s main goods and materials suppliers are the man-
ufacturers and importers of the vehicles in our rental fleet. 
Every year, the Group acquires some 28,000 name-brand 
vehicles, some of which are subsequently sold back to the 
manufacturer.

Supplies of other goods, such as office equipment, or spares 
and products required for vehicle valeting and maintenance, 
are obtained through local suppliers close to Goldcar’s offic-
es and premises.

Goldcar also relies on companies to cover certain services per-
taining to its activity, such as roadside assistance and custom-
er service (hotline, social media, etc.). Other services under 
contract include valeting, maintenance and transport services 
for vehicles, as well as security personnel.

Eighty-seven per cent 
of our suppliers are 
domestically sourced.



THE TEAM  
AS A KEY 

TO SUCCESS

06



p.47

2014 
ANNUAL CORPORATE 

SOCIAL RESPONSIBILITY 
REPORT

THE TEAM 
AS A KEY
TO SUCCESS 

CREATING FIRST-CLASS  
EMPLOYMENT

Goldcar considers that its team of em-
ployees to be the key to the develop-
ment of its business. In recent years, the 
company has experienced an important 
growth rate that has entailed the ex-
pansion of its staff in Spain as well as in 
the other countries where it operates.

We are committed to the creation of 
first-class posts for all employees, to the 
promotion of a work environment based 
on mutual respect, and to the promotion 
of professional development and growth 
for all staff members.

As of 31st December 2014, Goldcar’s 
staff consists of 620 people. Taking the 
Group’s activities which are focused on 
the holiday market, staffing is highly 
seasonal and the summer months see 
the most contracts.

 
The quality of employment is linked 
to various factors, one of which is the 
salary received by staff members. In all 
countries in which Goldcar operates, 
the minimum wage offered to employ-
ees is significantly higher than the local 
equivalent.

Article 9 of Goldcar’s Ethics Code high-
lights the company’s commitment to the 
fulfilment of human and labour rights 
acknowledged in referential domestic 
and international legislation (Principles 
of the Global Compact, Norms on the 

Responsibilities of Transnational Com-

panies and Other Business Enterprises 

with Regard to Human Rights, OECD 
Directives).

We operate in several countries, which 
means that our staff are highly multicul-

tural. The respect of the ethnic and cul-
tural origins of all our employees is part 
of the Goldcar spirit, based on mutual 
respect and the promotion of diversity. 

We have increased our 
staff by 16.1%

2013 2014

Men 327 389

Women 207 231

TOTAL 534 620

2013 2014

Indefinite 340 427

Men 205 263

Women 135 164

Temporary 194 193

Men 122 126

Women 72 67

Percentage of staff with indefinite 

contracts
63.7% 68.9%

2013 2014

Full-time 478 564

Men 300 368

Women 178 196

Part-time 56 56

Men 27 21

Women 29 35

Percentage of staff   
with full-time contracts 89.5% 91.0%

2013 2014

Country Men Women Men Women

Spain 293 165 333 174

Portugal 21 27 23 32

Italy 13 15 33 25

TOTAL 327 207 389 231

Note: The information displayed in the following tables only includes information concerning 
employees hired directly by Goldcar, and does not include franchised or outsourced employees.

SIZE OF THE STAFF 
on 31st December

STAFF ACCORDING TO TYPE OF CONTRACT 
on 31st December

STAFF ACCORDING TO TYPE OF WORK DAY 
on 31st December

2013 2014

Senior management 12 12

Middle management 94 86

Rest of the staff 428 522

TOTAL 534 620

STAFF ACCORDING TO PROFESSIONAL CATEGORY  
on 31st December

SIZE OF THE STAFF AND GENDER 
on 31st December
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In 2014, 68.9% of our staff had 
indefinite employment contracts 
and 91% worked full-time.
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DIVERSITY AND EQUAL 
OPPORTUNITIES

Goldcar’s Ethics Code defines non-dis-
crimination and equal opportunities 
principles that apply to all of the Group’s 
employees. This promotes the equal 
treatment of men and women in all as-
pects of the company’s work. 

In compliance with the Fundamental 
Law 3/2007 of 22nd March, on the ef-
fective equality of women and men, we 
dispose of an Equal Opportunities Plan 
that has been approved by Manage-
ment and employees’ representatives. 
Its aim is to develop a context that en-
courages work relations based on equal 
opportunities.

The Equal Opportunities Plan defines 
measures to be applied in sectors such 
as the promotion of neutral selection 
and promotion procedures based on 
objective tests, and the equal access to 
professional training and development.

Ensuring the correct application of the 
Plan is the responsibility of the mem-
bers of the Permanent Equality Com-
mission, which is made up of members 
of Management and by employees’ 
representatives. The Commission meets 
annually to evaluate the assessment of 
the Plan and to propose improvements.

Thanks to our Equal 
Opportunities Plan, we 
promote an equalitarian 
work environment.

Employees with 
maternity/paternity leave

Employees returning to the 
same post after leave

Renewal rate Work retention rate

Men Women Men Women Men Women Men Women

Spain 14 11 14 8 100% 72.7% 57.1% 72.7%

Portugal 1 1 100% 100%

Italy 3 3 100% 100%

1-We do not dispose of data broken down by gender for Portugal or Italy

PROTOCOL FOR THE PREVENTION OF HARASSMENT

We dispose of a protocol for the prevention of harassment that establishes 
a procedure for the prevention and swift resolution of any sexual or moral 
harassment situations that may arise. It offers full guarantees and a context of 
compliance with constitutional and labour directives as well as with declara-
tions regarding the fundamental labour principles and rights.

2013 2014

Senior 
management

Middle 
management

Rest of 
the staff

Senior 
management

Middle 
management

Rest of 
the staff

Spain 12 81 365 12 72 423

Portugal 0 7 41 0 7 48

Italy 0 6 22 0 7 51

TOTAL 12 94 428 12 86 522

STAFF ACCORDING TO PROFESSIONAL CATEGORY AND COUNTRY 
on 31st December

RATIO OF RENEWALAND WORK RETENTION1 
on 31st December 2014

2013 2014

Senior management 25.0% 25.0%

Middle management 34.0% 33.7%

Rest of the staff 40.2% 38.1%

Total 38.8% 37.3%

PERCENTAGE OF WOMEN ACCORDING TO PROFESSIONAL CATEGORY 
on 31st December
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Here at Goldcar, equal opportunities 
go beyond gender issues and also 
take into consideration the inclusion of 
handicapped persons in the professional 
environment.

COMBINING PERSONAL AND 
PROFESSIONAL LIVES

Work conditions have an effect on em-
ployees’ personal lives, which is why it 
is fundamental to apply measures that 
encourage the combination of profes-
sional and private lives of the staff.

In the operations section we have im-
planted a rotating morning/afternoon 

shift system that greatly ensures the 
possibility of adapting schedules to fam-
ily issues.

We encourage the participation of peo-
ple with reduced working hours, on 
leave for family reasons or on unpaid 
leave due to family responsibilities to 
take part in training courses organised 
by the company so that they may boost 
their professional development.

We also favour reduced work hours 
and the combination of work hours for 
all employees that request it for family 
or legal guardianship motives.

WORKPLACE SECURITY

The Health and Safety of Goldcar’s employees is our priori-
ty. This aspect is handled by the preventions services in each 
country in which we operate.

Health & Safety procedures have been developed to be spe-
cific to each post, and have been established according to a 
prior analysis of the potential risks associated to each one. 
The risk assessment took into account specific aspects in the 
case of pregnant women and of posts held by disabled em-
ployees.

The entire Goldcar staff receive specific Health & Safety train-
ing according to their posts. All employees working in ware-
houses and bases are provided with regulation protective 
equipment that is specific to the activities that they carry out.

PROFESSIONAL  
TRAINING AND  
DEVELOPMENT 

Goldcar promotes continuous training 
for its employees as a means of profes-
sional development and to ensure that 
talent stays within the company. Training 
is therefore adapted to the needs of each 
post to strengthen the skills and abilities 
of all of Goldcar’s employees.

The subjects of the training courses that 
Goldcar provides to its employees in-
clude customer service, handling inter-
nal information systems and technical 

courses for professional development 
in the various functional sections.

The average number of training hours 
per employee, including all the coun-
tries in which Goldcar operates, is 24; 
this figure is the same for both men and 
women.

During 2014 we provided training in 
subjects such as equality and the con-
ciliation and prevention of gender vi-

olence to all senior management and 
middle management staff, to staff in 
charge of selection procedures and to 
all people involved in the satisfactory 
deployment of the actions of the Equal 
Opportunities Plan.

The entire Goldcar staff has received 
Health & Safety training.

1- We do not have these figures for Portugal or Italy.

Note: The basis for calculating  the incident rate is the number of accidents / number 
of workers multiplied by 1,000,000

Note: The basis for calculating  the frequency rate is the number of accidents / num-
ber of worked hours multiplied by 1,000,000

2013 2014

Senior 
management

Middle 
management

Rest of 
the staff

TOTAL
Senior 

management
Middle 

management
Rest of
the staff

TOTAL

Spain 25.0% 32.1% 37.3% 36.0% 25.0% 31.9% 35.0% 34.3%

Portugal 0% 42.9% 58.5% 56.3% 0% 42.9% 60.4% 58.2%

Italy 0% 50.0% 54.5% 53.6% 0% 42.9% 43.1% 43.1%

PERCENTAGE OF WOMEN ACCORDING TO PROFESSIONAL CATEGORY AND COUNTRY 
on 31st December

2013 2014

Country Men Women Men Women

Spain 5 5 13 3

Portugal 0 0 0 0

Italy 0 0 3 4

TOTAL 5 5 16 7

Nº OF ACCIDENTS WITH SICK LEAVE

2013 2014

Country Men Women Men Women

Spain 5.0 5.0 9.4 2.2

Portugal 0 0 0 0

Italy 0 0 33.0 52.1

FREQUENCY RATE 

2013 2014

Country Men Women Men Women

Spain 870.4 870.4 1,655.3 382.0

Portugal 0 0 0 0

Italy 0 0 5,882.4 9,302.3

INCIDENT RATE

2013 2014

Country Men Women Men Women

Spain 2.1 2.3

RATE OF ABSENTEEISM1
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We have provided 
equal opportunities 
training courses to all 
the organisation’s key 
people.
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ENVIRONMENTAL 
SUSTAINABILITY 
AS PART OF THE 
BUSINESS STRATEGY

ENVIRONMENTAL 
MANAGEMENT 

Our commitment to environmental 
protection has led us to identify the 
relevant environmental aspects of our 
activity and progress towards a contin-
uous improvement regarding environ-
mental respect.

The Group’s Central Services have a 
certified environmental management 
system in accordance with the ISO 
14001 regulation. The correct environ-
mental management of the rest of the 
activity is carried out through specific 
procedures, whose application is veri-
fied by means of annual internal audits 
that are carried out in all the Group’s 
offices as well as in the franchises. 

Goldcar’s Ethics Code includes the be-
havioural guidelines aimed at reducing 

the environmental impact of its activ-
ities, and which all employees must 
comply with. The Penal Compliance 
Policy also defines environmental mis-
demeanours and their consequences. 

The significant environmental aspects 
identified by Goldcar’s activity are the 
generation of waste, energy consump-
tion and the consumption of water and 
materials. Other potential significant 
environmental aspects associated to the 
activity carried out in the premises or 
bases that include vehicle valeting, re-
fuelling and maintenance areas are the 
waste from these operations as well as 
the consumption of water and cleaning 
products.

MANAGING ENERGY CONSUMPTION

Goldcar’s energy consumption is related to the consumption 
of electricity. Steps have been taken to control and reduce it 
by means of the implementation of specific measures such 
as a progressive change to LED lamps, the development of 
awareness measures for the personnel and the control of the 
facilities’ consumption.

Our Central Services are 
ISO 14001 certified.

ENVIRONMENTAL 
SECURITY PLANS

Some of Goldcar’s premises have 
an Environmental Security Plan. 
Its objective is to identify the 
main environmental impacts de-
rived from the implementation of 
these facilities and offer corrective 
measures to reduce, eliminate and 
compensate the negative envi-
ronmental effects that may occur 
during their use.

2013 2014
VARIATION 

2013-2014

TOTAL 9.6 8.7 –9.2%

ENERGY INTENSITY  
Energy intensity kWh against turnover
(kWh/thousands of €)

Note: The data is from the consumption data control on bills. There is no consump-
tion of non-renewable energy. There is no sale of energy. The fuel consumption of 
the generators is very low and there is no data for the period corresponding to this 
report. The organisation does not consume any other type of energy. 

2013 2014
VARIATION 

2013-2014

Spain 1,789.7 1,791.4 0.1%

Portugal 164.7 193.4 17.4%

TOTAL 1,954.4 1,984.8 1.6%

ANUAL ELECTRICITY CONSUMPTION 
(MWH)
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We have reduced our electricity 
consumption by 9.2% against 
our turnover.
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GAS EMISSIONS   

For the first time we have calculated the 
emission of greenhouse gases (GHG) 
associated with our activity. This calcu-
lation includes the emissions related to 
our company’s emissions in Spain and 
Portugal as well as those related to the 
services rendered to our customers by 
the vehicle rental fleet.

For Goldcar it is important to take part 
in the reduction of GHG emissions aris-
ing from its activity, including those 
generated by the clients due to the use 
of our service. To this end, 70% of the 
vehicles in our fleet are models that 
emit less than 120g CO2/km.

In 2015 we aim to implement the Gold-
car Blue initiative, which, amongst oth-
er things, will include the incorporation 
of electric vehicles to our rental fleet.

WATER CONSUMPTION 
AND RECYCLING

Goldcar controls water consumption in 
its facilities and implements measures 
to reduce it. The valeting of vehicles in 
the workshops and bases as well as the 
activity carried out at Goldcar’s Central 
Services represent the greater part of 
the company’s water consumption.

Water consumption control is carried 
out via individual meters and is moni-
tored weekly. This process enables the 
identification of potential leaks, which 
reduces the unnecessary consumption 
of this resource.

An important part of our car valeting ar-
eas are fitted with a water recuperation 
system that enables us to reduce water 
consumption by 20% for each wash. 

2013 2014
VARIATION 

2013-2014

Spain 30,339 34,275 13.0%

Portugal1 4,287 6,472 51.0%

TOTAL 34,626 40,747 17.7%

2013 2014
VARIATION 

2013-2014

SCOPE 1

CO2eq  indirect emissions (scope 1) 0 27.2 100%

Refrigerating gases diffuse emissions (R-22) 0 27.2 100%

SCOPE 2

CO2eq indirect emissions (scope 2) 703.6 734.4 4.4%

Electricity 703.6 734.4 4.4%

SCOPE 3

CO2eq indirect emissions (scope 3) 53,385.6 94,840.2   77.7%

Rental vehicle fleet 53,385.7 94,840.2   77.7%

TOTAL (scope 1+2) 703.6 761.5 8.2%

Note: The water consumption data is provided by the meters installed at Goldcar’s offices, workshops and bases.
1- The data for Portugal does not include all the centres.

Note:- The calculation of scope 3 includes the total of Goldcar’s rental vehicle fleet. 
Source: To calculate the estimated green house gas emission expressed in tons of CO2eq the consumption of electricity, the emission of 
fluorinated gases and the kilometres covered by Goldcar’s fleet of rental vehicles were taken into account. The calculation was carried 
out for 2013 and 2014. In the case of the emissions for Scope 1 the emission factor for R-22 of the 4th Evaluation Report from the 
Intergovernmental Panel on Climate Change was used. In the case of Scope 2 the emission factor for electric consumption of the 
Energy National Commission for 2013 and 2014 was used. For the emissions in Scope 3, the gC02/km data for each model of car of 
the Goldcar fleet were used.

EMISSIONS ACCORDING TO SCOPE 
(t CO2eq)

2013 2014
VARIATION 

2013-2014

Scope 2 kg CO2eq/ turnover (thousands of €) 3.5 3.2 –6.7%

Scope 3 gCO2eq/km 119.8 116.5 –2.8%

INTENSITY OF THE EMISSIONS 

WATER CONSUMPTION FROM THE MUNICIPAL SUPPLY  
(m3) (Used in the Central Services, the offices and the bases in Spain, including the 
water used for the car valeting system)

2013 2014
VARIATION 

2013-2014

TOTAL 170.1 178.9 5.2%

WATER CONSUMPTION INTENSITY  
Water consumption against turnover (l/thousands of €)

2013 2014
VARIATION 

2013-2014

Volume of recuperated water in car wash systems (m3) 3,472 3,721 7.2%

% of recuperated water regarding the total consumption 10.0 9.1 –8.9%

Note:  The basis for calculating the volume of recuperated water was: the water consumption per car valeting system, the technical 
specificities of the car valeting systems (percentage of recuperated water per wash) and the number of washes carried during the year.

VOLUME AND PERCENTAGE OF RECUPERATED WATER
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We have recuperated 3,721 m3

of water, which represents 
10% of the total volume of 
water consumption.

The emissions derived from 
electricity consumption 
have been reduced by 6.7% 
against turnover.
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ENVIRONMENTAL 
AWARENESS 
AND TRAINING  

During 2014 we developed a Report on 

good environmental practices and car-
ried out training in environmental issues 
to encourage the Group’s employees to 
be environmentally responsible.

The Report on good environmental 

practices is available to all the employ-
ees of Goldcar through the corporate 
Intranet. It is an educational document 
that shows the actions that the employ-
ees must carry out regarding issues such 
as: the rational use of water, the reduc-
tion of electricity consumption derived 
from the use of office equipment, air 
conditioning and lighting, the rational 
use of materials and the correct man-
agement of waste.

Environmental training was provided 
for all employees at Goldcar’s Central 
Services. 

CONSUMPTION 
OF MATERIALS

We are trying to reduce the negative 
impact of our activity associated with 
the consumption of materials. In this 
sense, we incorporate environmental 
criteria to the purchase of materials, 
which is the case for the use of biode-
gradable detergents for car valeting.

We have also conducted activities to 
raise employees’ awareness of the im-
portance of reducing the consumption 
of office supplies such as paper.

WASTE  
MANAGEMENT 

Goldcar complies with rules and regulation regarding waste 
management and carries out its separation, selective collec-
tion and correct handling in all its facilities. 

In the workshops and bases, there are areas prepared for the 
correct storage of dangerous waste. All waste generated by 
Goldcar is handled by authorised waste handlers and in com-
pliance with the correct handling procedures established by 
the current rules and regulations in each country.

2013 2014
VARIATION 

2013-2014

Spain 43,793 36,635 –16.3%

Portugal 5,018 4,930 –1.8%

Italy 3,254 4,912 51.0%

TOTAL 52,065 46,477 –10.7%

Note: Solid waste includes data of dangerous and safe waste.

1- The data scope only refers to the activity of Goldcar in Spain. There is no historical data.

2014

Solid waste1 17.6

Hydrocarbon-polluted water 34.5

PAPER CONSUMPTION  
(Kg)

2013 2014
VARIATION 

2013-2014

Consumption of motor oil 9,552 21,194 +100%

Consumption of antifreeze liquid 1,240 1,100 –11.3%

1- The data scope of product consumption in workshops only refers to the activity of Goldcar in Spain.

CONSUMPTION OF MATERIALS IN GARAGES1 
(l)

QUANTITY OF WASTE GENERATED  
 (t)1
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Our paper 
consumption has been 
reduced by 10.7%.
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Scope and coverage
 
The current 2014 Corporate Responsi-

bility Report is the first to be published 
by Goldcar and covers the period be-
tween 1st January and 31st December 
2014.

The report covers the activities of Car 
Rental Topco S.L., the main compa-
ny in the Goldcar Group, formed by 
the following subsidiaries: Car Rentals 
Parentco, S.L.U., Car Rental Subsidiary, 
S.L.U., Goldcar Spain, SLU, Car Rental 
Italy, SRL, Goldcar Master S.L.U., Gold-
car Fleetco, S.A.U, Goldcar Fleets Spain, 
S.L.U., Goldhire Portugal, LDA, Goldcar 
France S.A.R.L. and Goldcar Hellas. The 
companies are included in the Annual 

consolidated Accounts and the consol-

idated management report for the 2014 
financial year (page 9). In this sense, 
100% of the turnover for 2014 has been 
included in the current report.

Regarding the environmental data, its 
scope refers to Spain and Portugal due 
to the fact that Goldcar is currently com-
piling data for Italy. Nevertheless, the 
emissions produced by the Goldcar’s 
fleet of rental vehicles, generated by its 
clients, have been calculated from all the 
fleet’s vehicles. On the another hand, 
the volume of waste that has been gen-
erated is only known for Spain.

The scope of data related to human re-
sources issues is for all the countries in 
which Goldcar operates, except for the 
level of absenteeism, for which there is 
only data for Spain.
 

Definition of the drafting  
process and content

The drafting of the report has been 
carried out in compliance with the fol-
lowing standards: Guide for the draft-

ing of sustainability reports, G4 ver-
sion of the Global Reporting Initiative 
and for the consultation of materials 
the standard of relation with the in-
terest groups AA1000SES (2011) was 
considered.

The drafting of the report was done 
in direct collaboration with the key 
people of the various managing areas 
of Goldcar, who have contributed in-
formation related to different aspects 
included in it. The coordination was 
done by the Human Resources Man-
agement and the Client Support.

Questions regarding the content of 
this report can be sent to the following 
email address: csr@goldcar.com.

ABOUT 
THE REPORT
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p.64

CONTENTS OF THE GLOBAL  
REPORTING INITIATIVE

Indicators Description Page or direct answer Omissions Verification

G4-20 Coverage for each material aspect in the 
organisation.

G4-21 Limit of each material aspect external to the 
organisation.The following table shows the index of 

the basic general and specific contents of 
the organisation Global Reporting Initia-
tive (GRI) in line with G4 standard for the 
option “In accordance - Core”.

CONTENTS OF 
THE GLOBAL 
REPORTING 
INITIATIVE

Indicators Description Page or direct answer Omissions Verification

Strategy and analysis

G4-1 Statement from the organisation’s senior 
director.

6

Profile of the organisation

G4-3 Name of the organisation. 62

G4-4 Main brands, products and services. 14

G4-5 Location of the organisation’s registered office. Ctra. Valencia N332, km 115 
Edificio Goldcar
03550 - San Juan, Alicante

G4-6 Number of countries in which the 
organisation operates.

12-13

G4-7 Legal form of ownership. 62

G4-8 Markets supplied. 13,28

G4-9 Size of the organisation. 8-9,13,40,47-50 The itemised capital, in terms of debt and 
assets, is not available for the full 2014 finan-
cial year due to the fact that the consolidated 
annual accounts (AC) available are for the 
corporate structure created on 18/12/14. 
The data included in the AC regarding the 
indicated aspects do not represent the full 
2014 financial year. This information will be 
available for the 2015 report.

G4-10 Total number of employees. 47-50

G4-11 Percentage of employees covered by 
collective agreements.

The percentage of Goldcar’s staff covered 
by a collective agreement was of 32% in 
2013 and 35% in 2014.

G4-12 Supply chain of the organisation. 43

G4-13 Significant changes during the object period 
of this report.

12,40

G4-14 Implementation of the precautionary 
principle.

54-59

G4-15 Support for external initiatives. 21

G4-16 Associations and organisations to which the 
organisation belongs.

17

Material aspects and boundaries

G4-17 Entities mentioned in the report. 62

G4-18 Definition of the report’s content and the 
coverage for each aspect.

24

G4-19 Material aspects. 25

Material aspects and issues
Limit and cover

Internal External

ECONOMY

Economic performance

Market presence

ENVIRONMENT

Materials 

Energy

Water 

Emissions 

Effluents and waste

Environmental evaluation of the suppliers

SOCIAL - Work practices and decent work

Employment

Relations between employees and management

Health and Safety at work

Training and education

Diversity and equal opportunities 

Evaluation of the suppliers’ work practices

SOCIAL - Human rights

Freedom of association and collective negotiation

Evaluation of suppliers regarding human rights

SOCIAL - Society

Local communities

The fight against corruption

Extension of the HR and ethical commitment to all countries and franchisees*

SOCIAL - Product responsibility

Customer Health & Safety

Customer satisfaction

Customer confidentiality

Good marketing practices

Transparency of services and promotions – clear and transparent information at customers’ 

disposal, to help them in their choice*

Guaranteeing secure payments and transactions carried out through the website*

Use of new technologies to improve the services offered to customers (for example: not having 

to queue, improving the rapidity of car delivery and contacts with the customers)*

*Other issues not GRI

https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/identified-material-aspects-and-boundaries/Pages/G4-20.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/identified-material-aspects-and-boundaries/Pages/G4-21.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/strategy-and-analysis/Pages/G4-1.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-3.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-4.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-5.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-6.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-7.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-8.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-9.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-10.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-11.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-12.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/Pages/G4-13.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/commitments-to-external-initiatives/Pages/G4-14.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/commitments-to-external-initiatives/Pages/G4-15.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/organizational-profile/commitments-to-external-initiatives/Pages/G4-16.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/identified-material-aspects-and-boundaries/Pages/G4-17.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/identified-material-aspects-and-boundaries/Pages/G4-18.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/identified-material-aspects-and-boundaries/Pages/G4-19.aspx
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Indicators Description Page or direct answer Omissions Verification

G4-22 Quoting the information from previous 
reports and their causes.

The information has not been quoted. It 
is Goldcar’s first corporate responsibility 
report. 

G4-23 Significant change in the scope and 
coverage of each aspect regarding the 
previous reports.

There have not been any significant 
changes in the scope and the coverage of 
the report. It is Goldcar’s first corporate 
responsibility report.

Implication of the interest groups          

G4-24 Stakeholders related to the organisation. 23

G4-25 Basis for the identification of the stake-
holders.

Goldcar has identified its interest groups 
from criteria such as: its dependence 
(regarding its IG and viceversa), its res-
ponsibility over them, its proximity and its 
influence capacity.

G4-26 Participation of the stakeholders. 23-24,30

G4-27 Questions and key issues that have arisen 
from stakeholder participation.

23

Profile of the report

G4-28 Object period of the report. 2014

G4-29 Date of the last report. It is Goldcar’s first corporate responsibility 
report.

G4-30 Cycle for presenting reports. Goldcar presents an annual corporate 
responsibility report.

G4-31 Contact point for questions regarding the 
content of the report.

62

G4-32 Option “in accordance” with the guide; 
the organisation and its GRI index has 
been selected.

64

G4-33 Policy and practice regarding the external 
verification of the report.

The report was externally verified.

Governance

G4-34 Governing structure of the organisation. 15

Ethics and integrity

G4-56 The organisation’s values, principles and 
codes of conduct or others.

16,21

Material 

aspects
Indicators Description Page or direct response Omissions 

Verifica-

tion

Economic 

performance

G4-DMA Management approach. 40-43

G4-EC1 Direct generated and distributed 
economic value.

41

Presence on 

the market

G4-DMA Management approach. 46

G4-EC5 Relation between initial salary and 
local minimum salary.

This data is not available for the 
period covered by the report. It is 
expected to have the information 
for future reports.

Material 

aspects
Indicators Description Page or direct response Omissions Verification

Materials G4-DMA Management approach. 58

G4-EN1 Materials used. 58

Energy G4-DMA Management approach. 55

G4-EN3 Energy consumed by the organi-
sation.

55

G4-EN5 Energy intensity. 55

Water G4-DMA Management approach. 56

G4-EN8 Total water consumption according 
to source.

56

G4-EN10 Volume of water recuperated. 56

Emissions G4-DMA Management approach. 57

G4-EN15 Direct emissions of greenhouse gas 
(GHG) (Scope 1).

57

G4-EN16 Indirect emissions of greenhouse gas 
(GHG) (Scope 2).

57

G4-EN17 Other indirect emissions of green-
house gas (GHG) (Scope 3).

57

G4-EN18 Intensity of the emissions. 57

Effluents 

and wastes

G4-DMA Management approach. 58

G4-EN23 Generated waste. 58 There is no information available 
regarding the generated waste 
according to type or the specific 
management through which it has 
been handled. We intend to have 
this information available for future 
reports. 

Environ-
mental 
evaluation 
of the 
suppliers

G4-DMA Management approach. From an informal point of view, Gol-
dcar takes into account this aspect in 
the management of its supply chain. 
Nevertheless, there are not any 
specific procedures to that effect.

G4-EN32 New suppliers analysed according to 
environmental criteria.

SPECIFIC BASIC CONTENTS
Economic performance

ENVIRONMENTAL PERFORMANCE
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https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/identified-material-aspects-and-boundaries/Pages/G4-22.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/identified-material-aspects-and-boundaries/Pages/G4-23.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/stakeholder-engagement/Pages/G4-24.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/stakeholder-engagement/Pages/G4-25.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/stakeholder-engagement/Pages/G4-26.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/stakeholder-engagement/Pages/G4-27.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/report-profile/Pages/G4-28.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/report-profile/Pages/G4-29.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/report-profile/Pages/G4-30.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/report-profile/Pages/G4-31.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/report-profile/gri-content-index/Pages/G4-32.aspx
https://g4.globalreporting.org/general-standard-disclosures/strategy-and-profile/report-profile/assurance/Pages/G4-33.aspx
https://g4.globalreporting.org/general-standard-disclosures/governance-and-ethics/governance/governance-structure-and-composition/Pages/G4-34.aspx
https://g4.globalreporting.org/general-standard-disclosures/governance-and-ethics/ethics-and-integrity/Pages/G4-56.aspx
https://g4.globalreporting.org/specific-standard-disclosures/economic/economic-performance/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/economic/economic-performance/Pages/G4-EC1.aspx
https://g4.globalreporting.org/specific-standard-disclosures/economic/procurement-practices/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/economic/market-presence/Pages/G4-EC5.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/materials/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/materials/Pages/G4-EN1.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/energy/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/energy/Pages/G4-EN3.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/energy/Pages/G4-EN5.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/water/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/water/Pages/G4-EN8.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/water/Pages/G4-EN10.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/emissions/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/emissions/Pages/G4-EN15.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/emissions/Pages/G4-EN16.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/emissions/Pages/G4-EN17.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/emissions/Pages/G4-EN18.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/effluents-and-waste/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/effluents-and-waste/Pages/G4-EN23.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/supplier-environmental-assessment/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/environmental/supplier-environmental-assessment/Pages/G4-EN32.aspx
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Material 

aspects
Indicators Description Page or direct response Omissions Verification

Employ-

ment

G4-DMA Management approach. 46

G4-LA3 Reincorporation and retention 
indexes.

48

Relations 
between the 
workers and 
the manage-
ment

G4-DMA Management approach. 46

G4-LA4 Minimum period for prior notice 
regarding organisational changes.

The issues regarding the period 
for prior notice are defined in the 
ruling on the rental of chaufferless 
vehicles, in the applicable collective 
agreements (Italy, Portugal, Málaga, 
the Balearic Islands and Madrid), 
in the Workers’ General Statute for 
Spain and in the current regulation.

Health and 
Safety 

G4-DMA Management approach. 51

G4-LA6 Rate of absenteeism, work-related 
illnesses, days wasted and number of 
work-related mortalities.

51 - There have not been any 
deaths during the period object of 
the report.

Training and 
education

G4-DMA Management approach. 50

G4-LA9 Average hours of training. 50

Diversity 
and equal 
opportuni-
ties

G4-DMA Management approach. 49-50

G4-LA12 Composition of the corporate gover-
ning bodies and of the staff.

49

Evaluation 
of the 
suppliers 
work 
practices

G4-DMA Management approach. From an informal point of view, Gol-
dcar takes into account this aspect in 
the management of its supply chain. 
Nevertheless, there are not any 
specific procedures to that effect.

G4-LA14 New suppliers analysed according to 
work practices criteria.

Material 

aspects
Indicators Description Page or direct response Omissions Verification

Free asso-

ciation and 

collective 

negotiation

G4-DMA Management approach. In its Ethics Code, Goldcar commits 
itself to respect free association and 
collective negotiation. Application of 
this Code is mandatory in all coun-
tries and for all franchisees.    

G4-HR4 Centres or suppliers with threatsre-
garding free association.

Evaluation 
of the 
suppliers 
regarding 
human 
rights

G4-DMA Management approach. From an informal point of view, Gol-
dcar takes into account this aspect in 
the management of its supply chain. 
Nevertheless, there are no specific 
procedures to that effect.

G4-HR10 New suppliers selected from human 
rights criteria.

Material 

aspects
Indicators Description Page or direct response Omissions Verification

Local com-

munities

G4-DMA Management approach. 36

G4-SO1 Development programmes and 
evaluation of impacts with the parti-
cipation of the local community.

37

Fight against 
corruption

G4-DMA Management approach. 16

G4-SO4 Communication and training in anti-
corruption policies and procedures..

16

SOCIAL PERFORMANCE 
Working practices

SOCIAL PERFORMANCE 
Human rights

SOCIAL PERFORMANCE 
Society

Material 

aspects
Indicators Description Page or direct response Omissions Verification

Health and 

safety of 

the clientss

G4-DMA Management approach 33

G4-PR1 Products and services for which im-
pacts on customerHealth and Safety 
are evaluated.

33

Labelling 
of products 
and services

G4-DMA Management approach. 32

G4-PR5 Results of the Customer satisfaction 
surveys.

32 Goldcar does not have a system for 
measuring customer satisfaction. 
In 2015, we intend to implement 
asystem measuring customer satis-
faction based on the Net Promoter 
Score (NPS).

Marketing 
good 
practices

G4-DMA Management approach. 29

G4-PR7 Number of cases for breach of the 
marketing good practices codes.

Goldcar did not have any case of 
legal breach regarding this aspect 
during 2014.

Client’s con-
fidentiality

G4-DMA Management approach. 32

G4-PR8 Demands regarding the respect of 
customer confidentiality and the loss 
of personal data.

32

SOCIAL PERFORMANCE 
Product responsibility

Material aspects Description Page or direct response Omissions Verification

Extent of Goldcar’s ethical commitments 

and the respect of human rights in all the 

countries in which we are active and the 

franchisee network

Management approach. 22

Percentage of the countries and franchisees 
that have been subjected to internal audits by 
Goldcar.

21

Social or environmental clauses included in the 
franchise contracts.

22

Transparency in the services and promotions 

– clear and transparent information at the 

disposal of the clients, for their decision making

Management approach. 29-32

Transparent e-commerce certificates. 29

Secure payments and transactions carried out 

through the website

Management approach. 31

Mechanisms implanted by the company to 
ensure asecure payment through its website.

31

Use of new technologies for the improvement 

of the services offered to the clients

Management approach. 29-32

Number of followers on social media or visitors 
on the website

30

Technological initiatives that encourage custo-
mer service.

29-32

OTHER NON-GRI MATTERS
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https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/employment/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/employment/Pages/G4-LA3.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/employment/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/labor-management-relations/Pages/G4-LA4.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/employment/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/occupational-health-and-safety/Pages/G4-LA6.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/training-and-education/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/training-and-education/Pages/G4-LA9.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/diversity-and-equal-opportunity/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/diversity-and-equal-opportunity/Pages/G4-LA12.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/supplier-assessment-for-labor-practices/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/labor-practices-and-decent-work/supplier-assessment-for-labor-practices/Pages/G4-LA14.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/human-rights/non-discrimination/Pages/G4-DMA.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/human-rights/freedom-of-association-and-collective-bargaining/Pages/G4-HR4.aspx
https://g4.globalreporting.org/specific-standard-disclosures/social/human-rights/supplier-human-rights-assessment/Pages/G4-DMA.aspx
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