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What gives us the greatest pride?
Żubr
and Tyskie
the two most popular brands
among Polish beer lovers

54,000
jobs

which Kompania Piwowarska
has created in its beer
production and sales

Prosper
we’ve extended support
to

4377 small and medium

sized businesses

we have given

28,000

event participants breathalyzer
tests to ensure their safe
return home

market share

contributed to the
Polish economy

2.74

hl of water
per hl of beer

we recycle

2834
of our employees acting
as beer ambassadors
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94.63%
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of our production by-products
and waste

12.9 million
hectolitres

we purchase

of beer sold from our breweries

of hops from Polish suppliers

97%

>

34%

3,3 billion

we are a world leader in water
conservation and use only
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I am confident that beer brings
people together. Beer fills
millions of consumers with joy,
and plays an important role
in celebrating the moments
that are worth commemorating.

Andrew Highcock
President of the Management Board
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Letter from the President of the Management Board
I truly believe that beer brings people together. It is enjoyed by
millions of consumers and plays an important role in
celebrating memorable moments. However, the harmful
consumption of alcohol remains an issue of significant concern
- to governments, society and Kompania Piwowarska. Last
year KP employees volunteered to go out from everyday duties
and talk to consumers about responsible drinking. Our Sober
Bus visited largest music festivals held in Poland and the
volunteers reached almost one million consumers, directly
engaging more 100 thousand of them in educational activities
about alcohol.

In this report we present our key efforts and progress
across all five of our shared imperatives of the
Sustainable Development programme called “Prosper”
achieved within the last financial year F16 (1st of April
2015 – 31st of March 2016). Our approach to
sustainability is built around (1) accelerating growth
and social development through our value chains,
(2) making beer the natural choice for the moderate
and responsible drinkers, (3) securing shared water
resources for our business and local communities,
(4) creating value through reducing waste and carbon
emissions and (5) supporting responsible, sustainable
use of land for brewing crops.
Kompania Piwowarska has been pursuing ambitious goals
in these areas despite difficult economic circumstances of
increasing competition in the beer market, eroding margins
and significant cost pressures.
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I am pleased to announce that we have achieved progress in
all five areas. Among the highlights of the achievements, laid
out in greater detail on the following pages of this report,
I would like to mention a true breakthrough in marketing:
through our LechStarter campaign we have demonstrated that
beer doesn’t have to be just advertised to drive sales but can
also offer a tangible improvements to the quality of life of urban
communities.
We continued to educate retailers helping them grow their
businesses: according to our research, retail operators going
through our category management training have increased
their revenue from beer by 30% following the participation in
the training. We have improved also our employee wellness
program “Focus on health” helping them to cope with
everyday challenges of modern times through reducing
stress, improving physical condition and providing healthy
eating opportunities.
Striving to brew more beer but with the use of less water we
have been able to improve our efficiency across our three
breweries by 8% and reached the level of 2.7 hl of water
used to brew 1 hl of beer, being one of the best in SABMiller
operations worldwide.

Our achievements and performance against the
sustainable development goals are subject to reporting
not only through this report but we also make our
results available through Sustainable Assessment

Matrix (SAM), a bespoke tool available on-line which
allows to explore the performance of our sister
businesses around the world across our five shared
sustainable development imperatives.
Our efforts have been recognized externally and Kompania
Piwowarska received the Golden Leaf Award from POLITYKA
Weekly together with a Super-Golden Leaf Award for long term
excellent performance as well as continuous improvement.
We have scored also 2nd place among consumer goods
companies in the 10th Ranking of Responsible Companies in
Poland. Kompania Piwowarska was named „the company of all
time” for having achieved the top overall score within the
10 year period since when the ranking has been held.
These awards make us proud of our achievements but we are
aware that we must not rest on our laurels. In subsequent
years, we will pursue the objectives set out in our strategy for
sustainable development 2020. In the future together with the
emergence of better educated, more mobile and informed
society we will have to step up our efforts in ensuring we
increase our contribution to public wellbeing and
constructively engage with consumers and communities
on issues that can change the world for the better.

Andrew Highcock

President of the Management Board
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About us
[G4-3] Kompania Piwowarska S.A. consists of three breweries, each
with a long history: Tyskie Browary Książęce – established in
1629, the Dojlidy Brewery in Białystok – est. 1768, and Lech
Browary Wielkopolski in Poznań – est. 1895. It is these
breweries that make the beers which are most popular with
Polish consumers, including Żubr, Tyskie, Lech, Dębowe,
Redd’s, and the Książęce specialty collection.

Our proven beer recipes, natural ingredients,
pristinely clean installations and, first and foremost,
superbly skilled and experienced brewers, make our
beers valued highly in Poland and abroad.

Tyskie Browary
Książęce
established in 1629

[G4-9] We currently have 11 distribution centres across the country.
[G4-5] Kompania Piwowarska’s Management Board Office is in Warsaw.
The company’s principal place of business is in Poznań,
in ul. Szwajcarska 11.
http://www.kp.pl/kontakt/siec-sprzedazy

Lech Browary
Wielkopolski
in Poznań

Pruszcz Gdański

Białystok

Szczecin

established in 1895
Warsaw

Poznań
Where can you find us?
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Kielce

Wrocław

Dojlidy Brewery
in Białystok
established in 1768

Tychy
Cracow
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[G4-9] We brew our beer in 3 breweries, where heritage and
experience meet state-of-the-art technologies and the latest
trends. Two of them, the breweries in Tychy and Poznań,
offer anyone to take a peek at the exciting world of beer.
Every lover of the golden brew can see for themselves how
their favourite drink is made, they can meet the passionate
brewers who are happy to share their knowledge with them.

Lublin

Rzeszów

>

Tyskie Browary Książęce

Lech Browary Wielkopolski

Browar Dojlidy Białystok

The brewery in Tychy stands for a centuries-old tradition
buttressed by modernity. It has brewed beer constantly
since 1629, which makes it one of the oldest breweries in
Poland. Its historic production facilities are supervised by
the Historic Buildings Officer. It is here that the worldfamous, award-winning beer, Tyskie is brewed. Not only can
those who visit the Brewery see how beer is brewed, but
they can also see unique 19th century bottles, coopers’
tools, documents, photographs, as well as collections of
beer mugs, crown caps, and barrels.

The Poznań Brewery is one of the most advanced breweries
in Europe, and its brewing capacity is a massive 8.2 million
hectolitres of the golden beverage per year. If that volume
of beer were packaged in 500 ml bottles and arranged next
to each other, the chain would circle the Earth more than
six times.

The Dojlidy Brewery became part of Kompania Piwowarska’s
portfolio in 2003. However, it is assumed it was established
as early as 1768. The brewery had a tumultuous history,
and its owners often changed. However, in spite of its past
turmoil, the beer from Dojlidy Brewery has always tasted
amazing and enjoyed a great reputation among experts.
The production capacity is 2.2 million hectolitres of the
golden beverage per year.

>
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In the reporting period, i.e. between 1 April 2015 and 31 March
[G4-9] 2016, we sold 12.9 million hl of beer brewed in our breweries.
The result for the year does not reflect the acceleration which
took place at KP in the second half of FY16, where after a softer
first half we reached 36% market share.
[G4-6] Kompania Piwowarska runs business in Poland, while its
[G4-8] export operations (beer shipment, sales to other SABMiller
companies) are carried out with Germany, the Netherlands,
UK, USA, and Canada. However, thanks to individual
consumers’ strong attachment to our brands, they can be
found in various corners of the world.
We are part of SABMiller
www.sabmiller.com/about-us/who-we-are
an international brewing group and one of the largest
brewers in the world, operating in over 80 countries.
Together we care for the people and environment around us.
Since 2015 SABMiller group has been in the process of
being taken over by AB InBev – world’s largest beer
company. AB InBev is the owner of such brands as:
Budweiser, Beck’s, Corona, Franziskaner, Leffe
and Stella Artois.
More information about the takeover can be found here:
http://www.sabmiller.com/support/disclaimergate?p=3ead3672-2c9d-6131-b545ff15002059a6&refererUrl=/investors/ABInBev-Offer

Pursuing our “Prosper” sustainable development
strategy, we promote responsible and moderate
consumption of alcohol, train salespeople, conserve
water and energy, support the growth of our business
partners, and engage in volunteering initiatives.

As at the end of March 2016
Kompania Piwowarska
can claim to be the market
leader, with

The company takes the greatest pride in the fruits of the work
performed by thousands of people committed to delivering
the final result – the golden beverage. Not only is this
confirmed by the wide range of awards given to the beers
that we brew with such passion, but also by the honorary
commendations and prizes we receive in other areas,
including, for example, Corporate Social Responsibility.
In the 10th jubilee edition of the Ranking of Responsible
Companies Kompania Piwowarska received the title of
“The Company of All Time” for the highest score claimed
in all editions of the Ranking, and claimed the 2nd place
in the consumer goods industry category, and the 10th
in the general classification.
Kompania Piwowarska also won a prestigious award given by
the Polityka magazine “Super Gold CSR Leaf”, as
a company which continuously grows its activities in
corporate social responsibility.

34%
market share

We are also proud to sponsor
the Polish Olympic Team.

>
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Our Management Standards

Let’s win
together!
OUR STRATEGY

create conditions for the development
of our employees and the environment
In all the activities we take, we are guided by our corporate
values and the sustainable development philosophy
“Prosper”. The purpose of our activity is beer, which offers
our consumers refreshment and the joy of being together.
On the other hand, through our activity we improve the
quality of life and support the growth of local communities.

The KP commercial strategy is based on the global vision
and strategy of the SABMiller Group. It stems from the Group
model called “Let’s Win Together” where, on the one hand,
strategic priorities shared by all European countries are
treated as overriding and, on the other, we are aware of the
distinctive features of individual local markets. As a brewer
we mainly compete with other players in the beer industry,
but our global ambition is to be the most admired company
in the world of both alcoholic and soft drinks.

We are guided by six values in our business
activity:
1. Our people are our enduring advantage.
2. Accountability is clear and personal.
3. We work and win in teams across the business.
4. We are customer and consumer focused.
5. We do our best for local communities.
6. Our reputation is indivisible.

In Poland, we aspire to be the leader in the beer category by
pursing four strategic priorities.

The Internal Control System
We want to:
win in the market
build the strongest and most admired brands,
and redefine the category with our innovations

8

In order to provide support in running the company’s
interests in an economical, effective and efficient manner we
introduced a system of internal control. It is a complex
mechanism of solutions, beginning with its organizational
culture, to the adopted rules of conduct, organizational
structure, the shape of processes and procedures, up to
internal control services.

The system is meant to protect company assets and
resources, secure the accuracy and completeness of bookkeeping registers, compliance with the law and regulations,
and to produce timely and reliable finance and management
information. The range of processes covered by the internal
control system does not cover merely processes connected
with the Sarbanes-Oxley Act (SOX) requirements, but also
processes that do not directly affect financial statements
(such as maintenance, production, quality, distribution and
supply chain management). As a result, the company
continuously improves its risk management standards.
The benefits of the implemented internal control system
are measurable:
investor trust,
transparency of financial reporting,
high ethical standards,
best business practices,
documentation and optimization of the company’s key
business processes, risk management.
In FY16, to achieve synergy of operations, the internal control
function was merged with the internal audit function forming
the function of audit and risk control. An independent
external auditor, with support from the internal audit,
reviewed the effectiveness of control mechanism against
compliance with the SOX Act. The results of this review are
reported both to local management (the KP Management
Board) and SABMiller Group.

>

act simpler, better, faster and at scale

>

Sustainable Development Strategy
“Prosper”
The Five Shared Imperatives that will
bring us benefits and a shared success are:

Growing Livelihoods

Sociable Communities

Prosper
Our business strategy consists also of sustainable
development standards described in the “Prosper” strategy.
It is based on the assumption that our future depends on the
good condition of our communities, prudent management of
natural resources, and responsible consumption of alcohol.
If our communities prosper, we will be successful too. And it
works the other way around too: if we prosper as a company,
so will our business partners, local communities, and the
environment around us. Using our position, we want to
support retailers, non-governmental organizations, hop
growing farmers, local communities and, in a word, all who
want to collaborate with Kompania Piwowarska in building
a shared, prosperous and wealthy future.
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Resilient Water Supplies
“Prosper” is a certain vision of the future.
As part of the strategy we have defined
five challenges shared with our
communities, and they are areas which
we can significantly affect through our
activities.

We have called these challenges
Five Shared Imperatives.

Clean Environment

Productive Land

>

[G4-DMA]
The aspect of
“communicating
information about
the company’s
CSR goals”

>

We can only tackle our problems together
We are aware that the achievement of these goals requires
collaboration. Therefore our approach to sustainable
development is based on partnership and shared engagement
in the local communities where we operate. If we prosper,
everybody around us will prosper.

Key Performance Indicators in FY16
Level 1 indicates the minimum standard, level 4 indicates the
best practice and 5 means being the leader and the
achievement of the highest possible global results.

1
no. of brands
whose activities
include
sustainable
development
themes (Lech)

How we measure our social responsibility
Not unlike all the other breweries in the SABMiller Group,
Kompania Piwowarska has been measuring its responsibility
progress for many years. This is facilitated by a special matrix
called the Sustainability Assessment Matrix (SAM), designed
for the assessment of specific sustainable development areas:
it assures efficient measurements, results monitoring and
comparisons among the Group’s Breweries around the world.
Since FY15, our reporting is based on 5 Shared Imperatives
defined in keeping with the new SABMiller Group strategy.

SAM Performance Assessment
The SAM matrix measures and displays our progress using
five levels of performance based on external and internal
standards. Each level has a specific status. In order to reach
level 1, certain requirements must be met. In order to reach
level 2, the requirements of both levels 1 and 2 must be met.
Such requirements are defined for all five levels of each
Shared Imperative.

SAM Levels reached in FY16

95.56%

retailers engaged
in the responsible
sale of alcohol

of purchased
fridges without
HFC refrigerants

94.63%

462,508

Level 5
Goal
2020

of our production
by-products and
waste undergoing
recycling

people engaged in
programs aimed
at improving road
traffic safety

Goal
2020

Level 4

Goal
2020

Level 3

Level 2

3899

FY16

FY16

FY16

FY16

Level 1
GROWING
LIVELIHOODS

SOCIABLE
COMMUNITIES

RESILIENT
ATER SUPPLIES

CLEAN
ENVIRONMENT

PRODUCTIVE
LAND

4377

275,815

0%

14.45 kg / hl

small businesses
supported by KP
under our
programs which
drive revenues
and improve the
quality of life

people engaged in
programs aimed
at counteracting
alcohol
consumption by
minors

of water resources
at risk

of CO2
emissions
in packaging*

29,40%

1,718,777

2.74 hl / hl

6.8 kg / hl

of women holding
managerial
positions

of adult people
engaged in
responsibility
initiatives

of water
consumption in
brewing beer

of CO2
emissions in beer
production*

GROWING
LIVELIHOODS

SOCIABLE
COMMUNITIES

RESILIENT
WATER SUPPLIES

CLEAN
ENVIRONMENT

PRODUCTIVE
LAND

*For details see the chapter: Clean Environment, p. 70

>

10

>

Our Ethical Guidelines
As a company we want to manage business in a way that
enables us to achieve the desired results. We develop
a culture of work that allows for our people’s comprehensive
engagement and enables them to grow in the light of
universal values.
[G4-56] The Code of Ethics
At Kompania Piwowarska and SABMiller we believe that
ethical behaviour, acting in good faith, in an open and fair
manner is a basic condition for effective commercial activity.
This is why we have followed our Code of Ethics for many
years: it serves us as a system of values intended to help us
make ethically right decisions. It is a guideline based on such
principles as honesty, openness, responsibility, fairness,
mutual respect and the observance of dignity.

In 2016 an e-learning program on ethics was developed and
started. It is obligatory for all employees.

The Ethics Committee, chaired by Kompania Piwowarska’s
former long-time president of the board, Paweł Sudoł,
includes persons endowed with full trust, ensuring an
objective and honest attitude to others: President of the
Board – Andrew Highcock, Vice-President for Finance –
Andrew Bailey, Vice-President for Human Resources –
Wojciech Moliński, and Paweł Kwiatkowski – Director
for Corporate Affairs.
The Committee also addresses cases of whistleblowing
involving breaches of the code of ethics and embezzlement.
In embezzlement cases the Committee receives aid from
a Misappropriation Investigation Team consisting of the
Vice-President for Finance, supported by the Legal Manager
– Waldemar Koper, and Audit and Risk Control Manager –
Bartłomiej Stachowiak.

The Ethics Committee
Following the ethical rules in practice affects many areas: from
compliance with legal regulations and business ethics, to
interpersonal relations at the workplace, and to our relations
with customers, consumers and local communities. The Ethics
Committee has been in place since 2012 actively promoting
ethical standards in the company, and serves as a consultative
and advisory body for all employees in developing the right
approach should ethical dilemmas arise.

>
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How to contact the Ethics Committee
The Response Plan for reporting cases of infringement of
Ethical Principles (the so-called Whistleblowing Policy) is
available to all employees on the Infonet, and our employees,
customers, consumers or business partners can use several
ways to report infringements and complaints:
in person – to any member of the Ethics Committee

We do not permit any offer, payment, solicitation
or acceptance of improper payments in any form.
We comply with the KP material and personal benefit
and gift reporting requirements and limits.
All business transactions on behalf of Kompania
Piwowarska must be reflected accurately in the accounts
and reports available for the general public, in accordance
with established procedures and standards.

by email – etyka@kp.sabmiller.com

Customers, consumers and communities
by phone – employees can use the number
008004421245, while our customers, suppliers
or business partners can dial 801 133 133
by filling in a form – employees at:
www.expolink.co.uk/sabmiller, while our customers,
suppliers and business partners at:
http://www.kp.pl/ odpowiedzialnosc-spoleczna/
nasze-zasady/etyka/ zglos-naruszenie-zasad-etyki

We aim to market our products responsibly. The company
is subject to specific marketing requirements, based
on applicable laws and regulations, and our own internal
policies and the KP Code of Ethics.

Customers, consumers and communities
We avoid conflicts of interest between our private activities
and the role we play in the conduct of company business,
and we declare any potential conflicts of interest. Confidential
information or information which is not available to the public
will not be shared outside Kompania Piwowarska.
We are all responsible for using common sense in our conduct,
so that company assets are not misused or wasted.
Company assets are meant to help our people achieve their
business goals. Careless or illegal use of it is detrimental to all.
We are committed to providing a safe and secure work environment.
The use of drugs or alcohol is prohibited.
We value honesty, integrity, and teamwork. We are committed
to treating people with dignity and respect. Intimidation,
in any form, and harassment have no place in our
work environment.

We expect all third parties acting on behalf of Kompania
Piwowarska to operate in accordance with this Code
in all of their interactions.

In the past year of its activities, the Ethics Committee
received 42 notifications related to different issues.
The Committee responded to all such complaints, including
anonymous ones, as each potentially endangered the
company’s reputation.
[G4-56] Our rules of ethical behaviour in business
Business regulations and ethics
We conduct business in a way that is fair, ethical and
within the framework of applicable competition laws,
as well as import and export regulations.

>
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Kompania Piwowarska Team
Kompania Piwowarska is part of SABMiller plc,
[G4-7] one of the world’s largest brewers.
Its legal form is that of a joint-stock company.

The Supervisory Board

The Management
[G4-34] Management Board
In keeping with the Articles of Association, the Management
Board is made up of three to nine members. The
Supervisory Board appoints and removes the Management
Board President and, on his or her request, other members of
the Management Board. Kompania Piwowarska is managed
by the Management Board chaired by its President: it
manages ongoing matters, sets strategic priorities and
represents the company in external relations.
The Management Board provides the Supervisory Board with
comprehensive information on all important matters related
to company management on a regular basis. In order to
avoid possible conflicts that might take place during
Management Board work, any member of the Board should
inform the other members of any conflict of interest or
potential for its occurrence. In addition, any such Board
member should abstain from expressing an opinion in
discussions or voting on resolutions concerning a matter
affected by a conflict of interest. Management Board
remuneration is set by the Supervisory Board.
The Supervisory Board assesses the performance of the
Management Board, whose remuneration is based on
financial performance delivered by the Company, and the
degree of progress made with respect to other goals
including sustainable development priorities.

Andrew Highcock
President of the
Management Board

Andrew Bailey
Vice-President: Finance

Jacek Kopiejewski
Vice-President: Technical

Iwona Doktorowicz-Dudek
Vice-President: Marketing

Wojciech Moliński
Vice-President:
Human Resources

Michał Mrowiec
Vice-President: Sales

The term of office of the Supervisory Board is 3 years. In
keeping with the Articles of Association, the Board is made
up of three to six members selected by a resolution of the
Annual General Meeting. The Supervisory Board works on
the basis of the Company’s Articles of Association, the
Regulations of the Supervisory Board and the Commercial
Companies’ Code. In addition to the rights and obligations
stipulated by legal regulations, the Supervisory Board’s main
area of authority includes regular supervision over activities
taken by the company in any field of its business. Candidates
standing to become its members should have appropriate
education, professional background and experience, as well
as represent high moral standards. Supervisory Board
meetings take place at least three times a year. In order to
avoid potential conflicts that may arise in Supervisory Board
members’ work, the processes specified in Supervisory
Board Regulations are applied, based on which any
Supervisory Board member is obliged to inform other Board
members about an existing conflict of interest or a possibility
of its arising, and he or she should refrain from taking part in
discussions or voting on resolutions related to matters where
a conflict of interests has occurred. Supervisory Board
remuneration is set by the Annual General Meeting.

Members of the Supervisory Board
in FY16:
Susan Michelle Clark
Tom Verhaegen
Dieter Schulze

>
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[G4-24]
[G4-26]

Our social partners
External stakeholders:

The key stakeholder groups and the main channels and methods of their engagement

Consumers

Public administration

Helpline, press office mail box, poczta@kp.pl
mail box, research, Facebook, Flickr, Twitter,
the KP website www.kp.pl, sustainable
development report, the report on KP’s
contribution to the Polish economy, beer
knowledge website (Piwopedia), websites:
www.sprawdzpromile.pl (Check your BAC),
and www.abcalkoholu.pl.

Suppliers
Meetings, supplier surveys, ongoing email
communication, the KP website www.kp.pl,
sustainable development report.

Meetings, research, financial statement,
sustainable development report, the report on
KP’s contribution to the Polish economy.

Internal stakeholders:
Employees

The environment

Customers
Meetings, training, the KP website www.kp.pl,
sustainable development report.

External stakeholders:

Our dialogue with
the social environment
The level of company engagement
and responsibility with respect to
stakeholders depends on the range
of activities, set objectives or
standards and commitments
established in a dialogue with
business and social partners.

Employee satisfaction surveys, Yammer
website, corporate newsletter, graphic email
messages, on-line chats, surveys and
questionnaires, meetings, meetings, roadshow
(meetings of the Management Board and
employees across Poland), official postulates
from organizations representing employees,
sustainable development report, videoblog of
the President of the Management Board.

SABMiller Group
Ongoing communication,
meetings, financial
statements, sustainable
development report,
webinars.

Meetings with environmental organizations,
sustainable development report.

Our stakeholders
Stakeholders are the people,
communities, institutions,
organizations and offices which
directly or indirectly influence the
company and who, conversely,
the company also affects. We
maintain steady relationships with
our stakeholders, relying on
various forms of contact.

Media
Press office and on-going communication
(email, phone), sustainable development
report, the report on KP’s contribution to the
Polish economy, events and meetings of the
Journalism Beer Club, press conferences,
mailings, one-on-one meetings, the KP
website www.kp.pl.

Experts
Social organizations, scientific
institutions and local communities
Interviews, engagement through employee
volunteering programs or social and
educational programs, e.g., Check your BAC,
meetings, helpline, the KP website www.kp.pl,
participation in work groups, e.g. Responsible
Business Forum, sustainable development
report, trade fairs, conferences.
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[G4-27]
The most frequent questions asked via
our email box poczta@kp.pl are about
starting business collaboration with KP,
presenting training proposals, or
requesting sponsorship for various
events. All questions are forwarded to
the people in charge of a given topic.

[G4-25]
Our stakeholder map has not changed since last year.
We developed it with the involvement of KP employees
during our first reporting against the GRI standard.
The stakeholders were identified in view of their impact on
the company and our influence on their standings.
At the time, we reviewed our forms of engagement and our
relationships with the stakeholders.
The process led to, among other things, holding the first
joint panel involving stakeholders.

[G4-27]
Using our helpline, stakeholders most
frequently ask about beer ingredients
and the origins of the hops we use,
gadgets, or they make complaints about
the quality of our products. All questions
are answered, and complaints are
forwarded to the Complaints
Department, who further contact the
person who reported a problem.

Meetings, interviews, consultations,
conferences, sustainable development report.

Industry organizations
Meetings, membership, participation in
working group projects, e.g., ZPPP Polish
Breweries Association, sustainable
development report.

We care about our people
Additional offers for employees:

Kompania Piwowarska cares about its employees in a
comprehensive way. It offers, among other things, a
unique healthcare package for the whole family, a “KP
After Hours” program, a beer allowance, and attractive
insurance policies. All permanent employees can use
these benefits. These are just a few benefits of working
for our company. On a regular basis the company holds
employee opinion surveys on the working conditions in
the company which form basis to make changes. In the
reporting period, for example, we changed the menu in
staff canteens, focusing more on healthy food. We also
check employees satisfaction with the healthcare
package and the “KP After Hours” program, which are
adapted to the needs of the people.

[G4-LA2] The healthcare package
Employees of Kompania Piwowarska and their families are
covered by comprehensive healthcare and can use Medicover
packages, available across the whole country. The highly
simplified system for using medical services is cash-free
and does not entail presenting valid licenses or certificates.

Meals
All employees of the company can eat subsidized meals in
the canteens located in our breweries in Poznań, Tychy
and Białystok.

Beer allowance and company pubs
All employees of Kompania Piwowarska receive a monthly
beer allowance. They can therefore taste most of the brands
we brew. Our people can also meet over a beer in company
pubs in Warsaw, Poznań, Tychy, and Białystok and try their
favourite brands at the employer’s expense.
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• favourable offers on mobile phone networks,
• favourable offers for car sales under a Partnership
Program,
• favourable banking offers for employees – depending on
the bank’s offer, employees can use low interest
overdrafts and credit cards, revolving credit lines,
consolidating loans.

KP After Hours – a social program

The beer allowance is offered not only employees working
under a contract of employment, but also temporary
workers. In the beer allowance we also offer new products
launched on the market.

Attractive loans
Employees of Kompania Piwowarska can also take low-interest loans on terms more favourable than in a bank. This is
a beneficial way to boost one’s family budget.

Life insurance on favourable terms
Every employee has the possibility to buy a life and accident
insurance policy for themselves and their family, choosing
from various options offered by an insurance company
collaborating with KP.
In addition, we make sure that insurance offers are
constantly attractive to our employees and we support them
in claiming their benefits.

In an attempt to encourage our people to pursue sports,
culture and recreation activities, as well as other forms of
spending time outside work, we were one of few companies
to take on a new challenge. Under the umbrella of the
Corporate Social Benefit Fund we are running a new program
for our employees – KP After Hours.
Since 1st September 2014, our employees have had access
to the internet platform of MyBenefit (www.kppogodzinach.pl
or www.mybenefit.pl/kp), our partner company, where they
can choose various benefits at their discretion and according
to their needs. Each and every employee has their own
account on MyBenefit, where funds are allocated to them
(1 point = PLN 1,-) that can be used for the benefits of their
liking:
• cinema tickets,
• MultiSport card,
• entrance cards or books of tickets to tennis or squash
courts, water parks and the like,
• tickets to concerts and theatres,
• services for children (playgrounds, amusement parks,
swimming schools, etc.),

>

[G4-DMA]
Management
approach to
“Employment
terms and
conditions”

>

•
•
•
•

also undergo a range of preventive medical examinations,
including non-standard ones.

winter and summer camps for children,
electronic value codes for on-line or stationary shops,
various events: shows, matches, sports events,
financing options for staying at holiday recreation centres,
hotels, pensions, or for travelling abroad.

They can use quick access to specialist doctors or
emergency ambulance services if a situation so requires.
As part of the medical package, these services are also
available to our employees’ family members. The package
offers personal or on-line access to doctors. The company
regularly increases the availability of its medical centres,
including new Medicover Centres or new units subcontracted
by Medicover. Occupational healthcare doctors regularly
review work stations in all KP locations.

Safe workplaces

• Everybody will be able to find something special for
themselves and their family, regardless of their gender,
age or needs.
• A wide range of benefits available in one place.
• Often the price is lower than regular market prices.
• 24/7 buying opportunities.
• The portfolio of benefit offerings updated by MyBenefit
on a daily basis.
• MyBenefit allows the employees to extend the package
of benefits with specific offerings.
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How we focus on health and safety
in the workplace
Health care
In Kompania Piwowarska, employees’ health is one of the
major aspects linked with the job they do. All employees are
covered by health care in a range of preventive occupational
checkups.

On a regular basis, production area managers check working
conditions according to 6S checklists. On an annual basis
internal auditors audit selected production areas. Every year
internal auditors also hold independent audits as part of the
OHSAS safety management system.

Each employee may also use a broader medical package
offered by Medicover Medical Centre and their
subcontractors. Depending on their needs, employees may

>

Advantages to be enjoyed in the KP After Hours
program

[G4-DMA]
Management
approach
to “Health
and safety
of employees”

Kompania Piwowarska meets the Health and Safety Policy
introduced by SABMiller standards. The Policy sets forth
Global Safety Standards (GSS) implemented at our company.
For example, the Safety Logistics program is aimed at fork-lift drivers to enhance their knowledge and skills which helps
improve the level of safety throughout the organization. In the
production area a plan was developed and implemented to
reduce the impact of noise in the work environment.

>

Promotion of health and healthy life style

The championships presented a great opportunity to check
skills in practice, in close to real-life conditions, under the
watchful eye of experts (doctors, paramedics, fire fighters).
Kompania Piwowarska received a “Safe Company”
certificate.

In liaison with Medicover, Kompania Piwowarska initiates and
runs health promotion campaigns and preventative activities
designed to protect our people’s health. These initiatives
were covered in our new programme Bet on Health.
All employees took part in a “Tame your stress” action which
involved uploading to the intranet on a regular basis different
materials with theoretical and practical knowledge for
employees, supported with examples of behaviours from
everyday life.

Safety at Brewery
Kompania Piwowarska’s intention is to be the group of the
most professional companies, who apart from excellent
products and great operational performance, demonstrate
the highest levels of safety. In order to achieve this goal we
are introducing a new approach to the culture of safety,
namely BBS – Behavioural Based Safety. This approach was
successfully, as a pilot, implemented in Białystok Brewery.

Group of first aiders
This year Kompania Piwowarska organized Groups of First
Aiders. This is a team of thirty employees working in Poznań,
Tychy, and Białystok who underwent specialized training
prepared by Great Orchestra of Christmas Charity instructors
on the basis of American Heart Association guidelines. The
training covered methods of providing help in both basis
situations as well as in specific, industrial conditions. All our
first aiders received Heartsaver First Aid CPR AED (AHA)
certificates.
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This group of people is constantly growing, holding regular
meetings and periodical courses, also with external
instructors. The team uses first-aid kits widely available in the
company, but already next year it will receive professional
emergency equipment, to even better perform the tasks it
needs to face.
Medicover organized annual championships dubbed “Safe
Company” for “amateur medics” trained in providing first aid.
For the first time the group of First-Aiders from Kompania
Piwowarska took part in this event.

Within a year we trained line employees and managers out of
whom, so called, safety leaders were appointed, who with
their engagement are to promote a responsible approach to
safety. Also, an intranet site was created where any of our
people can submit their observations, which are later
analyzed and followed up on. Thanks to the engagement of
employees and support (also financial) from management
a range of improvements were implemented which increased
safety on site of the Brewery. For example, changes were
made to passageways (lower curbs at zebra crossings,
rearrangement of footpaths in danger zones, or change of
signage and markings), some warehouse zones were
rearranged, and footpath lighting installations were modified.

>

Every two months we provide an electronic and printed
version of the medMagazine published by Medicover. Each
issue contains specialist articles on medical advancements,
guidance on typical and specific health problems or
preventive care.

>

In the coming years BBS will be successively implemented at
other KP locations. At present the project is being
implemented at other Breweries and in the Supply Chain.

For the implementation of the program, Kompania
Piwowarska won the 2014 Fleet Leader Award.
[G4-LA6] Accidents at work

Sports activity
Our employees are very eager to participate in sports events
organized by KP, e.g. the Tyskie Football Cup, or mass
events such as marathons, or the Bet on the Bike campaign
encouraging people to come to work by bike.
Also, a company KP Runner’s Club was organized bringing
together running enthusiasts, both at pro and novice levels.

First aid
We run regular first aid training for groups of our people in
different locations. Thanks to the knowledge gained, our
employees are better prepared to act in situations
threatening other people’s health or lives, both in their
professional and private life. Employees are provided with
first-aid points with appropriate kits.

Conscious-safe drivers
For the sake of drivers’ safety and convenience we are
running a scheme called The Conscious KP Driver, which
attracted 331 employees in FY16. Overall, under the scheme
1276 training courses were provided. The training focuses on
drivers’ practical skills in safe and economical driving. The
purpose of the scheme is to rise drivers’ awareness and
sensitivity to road traffic risks, reduce the risk of accidents at
work, and alleviate other harmful effects of driving. Drivers
are very fond of the program, consequently it undergoes
continuous development.

[G4-LA6] In the year FY16, 19 accidents were reported which required
sick leave, of which there were no serious or fatal accidents:
• production – 10 (Tychy - 4, Poznań - 5, Białystok - 1)
• supply chain – 2 (Tychy - 1, Rzeszów - 1)
• commercial function (sales and offices) – 7 (Olsztyn - 1,
Koszalin - 1, Tychy - 2, Zielona Góra - 1, Pabianice – 1,
Poznań - 1)
Among those affected were 5 women and 14 men. There were
no occupational illnesses reported in FY16.
The total number of working days lost because of accidents
equalled 974.
The total number of working days lost because
of accidents by regions and breweries

Sales
13 65 44 85-

Region North
Region Central
Region South
Region West
Sales Support

Production
40 - Białystok
394 - Poznań
49 - Tychy

Supply Chain
73 - Region
West
283 - Region
South

The Disabling Injury Frequency Rate DIFR* in FY16 was 0.80.
The system of recording accidents is based on standards
used in SABMiller Group. The above data applies only to
Kompania Piwowarska employees.
*DIFR – accident frequency indicator, measured by the number of accidents causing
the need to stay off work on sick leave, represented as working hours.

>
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Training and development
for employees
Kompania Piwowarska offers a whole range of training
programs and other development tools for its employees.
Our goal is to create the optimal conditions for professional
development, where the potential of each of our employees
can be put to the best use. Our employees develop their
skills which guarantees more effective completion of their
everyday tasks and prepares them to take up their
professional challenges going forward.
The vast majority of training at Kompania Piwowarska is
made in-house by our trainers and functional experts.

This approach is to ensure that the highest amount of knowhow and expertise stays within our organization. Every year,
in consultation with heads of all functions, we review our
training plans trying to find such ways of knowledge and sills’
transfer that will best suit our needs. To that end we use both
experience from past years, as well as feedback from our
employees.
The training package is the product of company’s business
requirements and employees’ learning needs. We develop
dedicated training for individual employee groups, but also
have a catalogue of earlier-prepared ready-made training we
can deliver as the need arises. Training is usually delivered in
the form of stationary training, however, they are organized
as interactive workshops, and only on rare occasions as
a functionally-focused lecture. On a regular basis we also
increase the share of e-learning training.
A special set of training courses is aimed at the technical
function. Standard training matrices are developed for each
position in the packaging, warehouse, production, laboratory,
planning, and technical departments. On-the-job training is
a standard practice because it actually teaches what is
needed at the work station and leads to the achievement of
supreme performance. Employees can also learn what
training schemes are available to them, plan their
development over a 5-year time horizon and measure the
progression of competence.
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They can also rely on individual training in situations where
a skills gap is identified in the appraisal process. As a result
of performance appraisal it may turn out that some
knowledge requires refreshment or an employee’s
participation in a project calls for some new knowledge.
Then the employee is sent to additional, beyond standard
training. This will also be the case when an employee is
trained to play a new role (horizontal promotion) or promoted
to a higher position (vertical promotion). Individual training
is also designed for employees who do not have a matrix
for standard training.

>

[G4-DMA]
Management
approach to
“Employee growth
and human
capacity
improvement”

>

Training for commercial employees

managers to act as coaches we try to create conditions in
which employees will on their own gain required experience
and knowledge.

Leadership Fundamentals and Leading Managers
A training program for newly appointed managers and
people with little experience in a management role consists
of several modules during which delegates learn about their
role as a team leader. They learn how to build effective
teams and delegate tasks, and how to communicate
effectively with their reports and care about their
development.

Change management
A program aimed at preparing managers to lead a team
during major changes in the organization. This program is
delivered using the blended learning method and covers
such areas as managing oneself, leading a team during
change, and building psychological resilience.

Coaching
The purpose of coaching programs is to allow development
of areas most important for an employee in a way individually
tailored to them.

Mentoring
Mentoring is a development program in which managers with
less experience collaborate under a mentoring arrangement
with more experienced leaders. The program’s aim is to
develop leadership skills, gain a wider business perspective,
and share knowledge.

Training on nomination
Our employees can be nominated to take part in international
programs organized by the SABMiller Group, e.g. EMDP.
The training participants learn to understand business
and its external factors and the scheme ensures improved
effectiveness of cross-functional and intercultural
cooperation. During several months of study, our
managers develop their own individual leadership styles.
The training scheme is run as interactive lectures delivered
by renowned experts, practical workshops, business
simulations, meetings with people of success, as well as
in various projects supporting the delivery of the strategic
corporate plan.

By working with external coaches through the ICF
(International Coach Federation) and by preparing our

>

20

>

Presentation and problem solving skills

KP Intro

In their leadership development programme, managers
attend workshops focused on developing their problem
solving skills and teaching them to prepare presentations.
This is done through the proper selection of source
information, the approach to the presentation topic and its
structure. In addition to other essential presentation skills,
the participants learn to listen actively, identify the
personality types of their audience members, and recognise
how their body language and voice projection impact the
effectiveness of their presentations.

A several-day long program aimed at all newly recruited
employees during which they learn about the beer industry,
company, brands, and undergo on-the-job training.

PRGM – Profitable Revenue Growth Management
A company-wide training program whose aim is to educate
employees on ways of generating profit, delivered by both elearning training, workshops, as well as on-the-job training.

e-Learning courses
KP employees may also use a series of e-learning courses
available on our internal platform. These courses focus on
areas of personal development, management skills, and KP
internal processes and procedures. The platform enables our
people to complete their obligatory training required for their
specific positions.

The training deals with the SABMiller strategy, beer brewing,
product quality management, professional draught beer
sales, the KP marketing, trade marketing, commercial
mathematics, trade standards, and the sales representative’s
role in the company.

KAM Academy

A comprehensive training programme for all new sales
employees, covering commercial issues to an extent required
for effective operations in the marketplace.
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Global program delivered at two levels: basic and advanced
one. It consists of several training modules building the skills
of a modern KAM, like negotiations, or category
management. It prepares managers to work with customers
in conditions where business undergoes concentration and
globalization.

>

Training for the Sales Department

>

WAM development program

Trade negotiations

Program aimed at sales managers in charge of key accounts
in the wholesale channel. It focuses on two areas: preparing
managers for future challenges in connection with the rapid
pace of changes in the sales channel, and working out
development activities to do business with our trade
partners. WAM Workshops are run on a periodical basis.

The training is designed to present the basic psychology of
the process, negotiation techniques and tactics, as well as
key factors impacting on its effectiveness.

A long-term program taking into account the specificity of
the on-trade channel, covering both tools and skills required
by managers and sales representatives responsible for the
development and servicing of this channel.

Finance for non-financiers
This training widens horizons in finance theory. It helps the
employee in efficiently interpreting key economic phenomena
and in understanding decisions creating financial
consequences. This training is intended for employees who
have no financial or economic background, yet the nature of
their tasks requires efficient navigation through key financial
concepts.
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Training designed to prepare sales representatives for
business relations with customers – participants learn about
the rules of sales excellence directly linked to in-trade
activity: the Persuasive Sales Format and how to overcome
customer objections.

• multiskilling (the ability to work at various positions in the
same department),
• knowledge sharing, in liaison with internal experts and the
know-how of the SABMiller Group,
• keeping skills on a high professional level measured by
competence assessment,
• focus on on-the-job training.

Training for the Finance Department
Finance excellence
A development programme where finance employees can
develop their expertise. The scheme consists of four
modules dealing with, among other things, taxation,
investment project assessments, and international standards
of financial reporting.

Training for the Finance Department
BASIC project management
The training serves as an opportunity for trainees to develop
their project management skills, learn useful methods and
tools supporting a specific project and ways to manage
projects effectively and efficiently.

>

On-trade managers’ development program

Sales techniques

The development of technical employees is oriented towards
the following:

>

of all training
is hands-on
professional training
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Calibration of Krones Linatronic inspector

Designed for operators and maintenance services, the
training relies on Krones Academy materials and the
mechanics’ specialist knowledge. Its agenda comprises
procedures for advanced settings of labeller units, such as
labelling heads, adhesive stations, and label magazines.
A key part of the training is hands-on activities in which
participants perform the above procedures under the
watchful eye of specialists and trainers.

Designed for maintenance automation experts, the training
covers calibration procedures and offers step-by-step
instructions on how to adjust the parameters responsible for
proper container detection. The training programme includes
a theory lecture and hands-on practice at the machine.
The training materials include manuals on how to calibrate
machines by taking steps in their proper order.

>

52 %

Advanced Krones labeller settings

>

Designed for operators and operator-mechanics, the training
covers machine design, its operating principles and its
routine production-shift operation. The participants learn
which activities to perform to properly retool the machine,
modify key labelling settings, perform quality checks, and
start-up and shut-down the machine and the start and
end of production. The scope of the course corresponds to
the competence matrix for the respective jobs and provides
missing competences in labeller operation.

Basic brewing
Designed for all employees of the operational function,
this training covers the basic knowledge on beer brewing.
Its agenda includes a brief history of beer and general
information about beer and raw materials, the key process
parameters, and a description of the production process.
The workshop is run in the production departments.

Advanced brewing
The training is designed for all employees working directly in
production, as well as for experts. The programme offering
specialist knowledge is hosted by a trainer with extensive
practical knowledge and an expert in beer production.
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The training explains parameters that are crucial for the
quality and flow of the production process, the key indicators
and practices regarding the taste and flavour stability of beer,
foam, and the standards of quality and microbiology.
The workshop is run in the production departments, right in
the manufacturing area.

Hygiene workshops
Designed for all packaging employees, this training is hosted
together with laboratory experts. During the training, the
participants learn about the basics of brewing microbiology
and the standard sources of contamination in packaging,
and how to care about the microbial purity of the product.

GEM training
Training based on the lean philosophy, whose main
assumption is continuous improvement, tailored to the
company’s internal approach and pursuing operational
excellence (Manufacturing Way). The workshop is divided
into sections – fundamental practices (GEMs) dedicated to:
work arrangement and standardisation, visualisations and
performance measurement methods, teamwork, continuous
improvement and loss prevention, health and environment
safety, manufacturing flexibility, quality and property
management. The GEM training is mainly addressed
to line employees and supervisors.

>

The Krones labeller

>

The training presents a unique approach to the problem
solving process; it stems from the best global practice and
uses the 6 steps methodology. During the workshops, the
participants learn the methods, techniques, and tools for
every stage of problem solving, ways of working with a group
and techniques of reinforcing creative thinking. After the
training, the employees are well prepared to host sessions.

Training methodology

The training is designed to increase the commitment of
packaging and technical workers to upholding
microbiological standards. It is designed to raise their
awareness of packaging hygiene principles and make them
sensitive to irregularities in routine activities, technical
condition of an installation and its design. The workshop
participants are taught to assess infection risks in the
technological process, identify critical issues which cause
shut-downs, and ways of preventing infection, including the
drafting of infection prevention plans.

Meeting facilitation, problem solving
This training is addressed to specialists, leaders, and
managers from operational departments who want to
facilitate problem solving sessions and have the relevant
personal traits.
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Training days
in the operations department

2956.3 days
every employee spent

2.2 days
in a training room

>

Workshops on keeping microbiological standards

The training is intended for practitioners and specialists who
share their expert knowledge, additionally playing the role of
an internal coach. The aim of this training is to equip an
employee with the basic interpersonal skills necessary for
conducting classes and workshops.

>

facilitate the development of their skills and, ultimately,
promotion.
Our goal is to attract more women to KP, and in particular to
the Production and Sales Departments where they are least
represented. This is why we have adjusted our recruitment
announcements, and we make sure that women always
participate in our recruitment for senior positions.

Since 2002
we have been
a signatory of the
Diversity Charter

[G4-15] In 2002, as one of 14 companies in Poland, Kompania
Piwowarska signed the Diversity Charter.
It is an international initiative implemented in Germany,
Austria, Sweden, Spain, and other EU countries. The Charter
is an obligation in writing undertaken by organisations to
implement effective solutions for the development of an
equal treatment policy and diversity management in the
workplace and disseminating them among business and
social partners. We actively participate in various initiatives
under the umbrella of the Charter and collaborate with the
Responsible Business Forum by sharing our best diversity
and human rights practices with other companies.

26

[G4-DMA]
Management
approach
to “equal
opportunities
at work –
diversity
management
policy”

We back women
As an employer, Kompania Piwowarska thoroughly observes
the rules of non-discrimination and creates equal
employment opportunities regardless of gender. However,
in real life the number of women and men employed
varies (women: 22.7%, men: 77.3%), therefore gender
diversification is a significant component of the
organisational culture on which we want to focus as
a company in the immediate future.

in a training game dealing with the production process, and
find out about the work of the taste panel. Finally, our guests
took part in a discussion on employer expectations, roles in
business, and generation gaps.
[G4-LA12] Number of women and men employed

22.7% women

men

77.3%

We support women’s growth through a dedicated mentoring
programme, and we monitor their individual development
plans at the lower levels of the organisation in order to

>

Diversity Charter

We had an open door day for female students and graduates
from technical colleges at Lech Browary Wielkopolski with
a view to encouraging them to develop an interest in working
at the brewery. We offered them an opportunity to see the
work at the brewery, take part

>

We also run continuous education work aimed at fighting
hidden stereotypes in business. More than 98% of our
people took part in diversity management e-learning as part
of our induction plan KP Intro or during a workshop meeting.
With a view to showing how well women cope working in
areas stereotypically perceived as masculine, our corporate
magazine Świat Piwa presented women employed in such
positions at KP. We run workshops and meetings with female
students at technical colleges, where we promote work and
development opportunities at KP.

• We run an on-going monitoring of indicators describing
our people by gender, admission, promotion, and
remuneration.
• Our people’s opinions stated in Employee Opinion Surveys
and theme surveys are important to us.
• We collaborate with organisations supporting diversity and
equality in business, such as the Responsible Business
Forum and the Ministry of Labour and Social Policy. .

30%
of managerial positions
at Kompania Piwowarska
are held by women

[G4-DMA] How we manage diversity in KP
• We observe our policy on combating violence, bullying,
discrimination and harassment in the workplace.
• All KP policies and procedures are consistent with the
Labour Code and the Code of Ethics.
• Candidates enjoy equal opportunities in our recruitment.
• Our employees have equal opportunities in promotions
and nominations.
• We take steps intended to attract more women to KP,
• and we implement development programmes for women.
• We keep running educational initiatives aimed at fighting
hidden stereotypes in business
• We shape “diversity means value” attitudes in everyday
work.
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98%

over
of employees took
part in diversity
management training

>

We combat hidden stereotypes

>

We care for diversity in the workplace

[G4-LA9] Average training days per year per employee by gender in FY16
Women

Men

Number of employees

1489.5

5884.1

7373.6

participants

657

2376

3033

training days per employee

2.3

2.5

2.4

employment
structure*

training days

average training days
per employee
by job grade

other employees

1355

2488.44

1.84

specialists

1132

3008.27

2.66

managers

500

1789.77

3.58

directors

46

87.12

1.89

3033

7373.6

2.43

total

* Total number of participants taking part in training is higher
than total headcount. This is caused by staff turnover
during the year (e.g. people participating in training leave
the company and are not included in the headcount, while
training held earlier is taken into account in the total
number of training days).
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On average, managers enjoy the highest number of training days.
This is due to the key role line managers play in reaching business
objectives, as they have the highest impact on the motivation and
results of individual teams.

Diversity management is part of one of the Shared
Imperatives, “Growing livelihoods” in the SABMiller
sustainable development strategy, dealing with respecting
human rights. As part of this particular Shared Imperative,
we promote human rights across the supply chain and
participate in human rights talks on the national and global
level. We have also developed our own Code of Ethics
and a policy on combating violence, bullying, discrimination,
and harassment in the workplace, a document designed to
ensure that Kompania Piwowarska will not accept these
types of behaviour.

What is more important than the mere number of training days
per person is its effectiveness measured both by surveying
participants, as well as from feedback on the results of
homework of trainees collected from their superiors and peers.

Looking at the split by gender, men have a slightly higher number
of training hours, albeit the difference is small. This is because of
the employment structure (more men employed in positions which
take part in a relatively high number of training courses, like sales
representatives).

>

training days

Diversity management in our company involves a range of
activities aimed at creating a workplace where employees
feel respected and are able to develop their potential fully,
irrespective of their gender, age, (dis)ability, race and ethnic
origin, or other diversity dimensions

>

Employees

2834 employees, i.e. 100%, work under a contract
of employment.

[G4-LA12] 10 women and 38 men are employed in senior managerial
or director positions, while managerial positions are held,
respectively, by 146 women and 334 men. There is one
woman on the Management Board, holding the position
of Vice-President for Marketing.

Headcount at the end of the financial year FY16
(12 months from April 2015 to March 2016)

contract of employment

2300
employees

81%
2834 employees
[G4-11] Headcount
Company Collective Agreement

jare covered
by the Collective
Labour Agreement
grades A-I

Directors

10 women

men

38

All employees have full-time employment contracts –
except for 4 women working part-time.

2834
23,006

100% of the workforce

81.16%

Managers

146 women

In F15, KP also signed civil-law contracts with 40 people.
men

334

22.7%

Disabled 9
moderate disability 5
slight disability 4

Human resources 67.10%

644
women
in total
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Corporate affairs 66.70%
Marketing 63.50%

Management Board

1 woman

men

5

In FY16, 9 people with disability certification were
employed in Kompania Piwowarska, including 5 with
moderate disabilities and 4 with slight disabilities.
The company does not monitor membership in a minority
group.

>

Women account for 22.7% of employees across the whole
company, of which:

>

Employment by age and gender

[G4-10] Employment by region and gender
Technical, Planning and Manufacturing Administration

20

24

44

Białystok Brewery

24

98

122

Poznań Brewery

68

275

343

Tychy Brewery

89

208

297

Head Office and Marketing

193

155

348

Sales & Distribution

250

1430

1680

Total

644

2190

2834

Women

Men

Number of employees

84

265

349

466

1579

2045

>50

94

346

440

Total

644

2190

2834

Men

Number of employees

<30
30-50

Women

Employment by job grade and age
Employment by job grade and gender

Other employees

136

796

311

1243

Specialists

188

777

92

1057

25

427

28

480

45

9

54
2834

Other employees

236

1007

1243

Specialists

251

806

1057

Managers

146

334

480

Managers

11

43

297

Directors and Management Board

644

2190

2834

Women

Men

Number of employees

Directors and Management Board
Total

Total

349

2045

440

Age

<30

30-50

>50

Type of employment
Open-ended employment contract
Open-ended interim contract
Other contracts
Total

596

1983

2579

9

6

15

48

207

255

653

2196

2849

Women

Men

Total

Employment structure

Gender
Women

644

Other employees

1243
1057

Men

2190

Specialists

Total

2834

Managers

480

Directors and Management Board

30

54
2834

Total

>

At the end of the reporting period, i.e. at 31 March 2016 the company employed 190 temporary agency
employees. Due to the seasonality of sales in the beer industry, in the summer period seasonal workers are also
employed.

>

Our brands
[G4-4]

Innovations in FY16
In response to consumer needs, thirsty of new flavours,
in FY 16 Kompania Piwowarska launched more innovations.
Tyskie Radler, or a 40/60 mix of lager and lemonade, became
a complement in the segment of beer mixes to the well
known and liked Lech Ice Shandy. Its rival in the fight for the
palates of consumers seeking refreshment was Lech ICE
Diesel, or a mix of lager and coke, a completely new
category on the Polish market.

The range of flavoured beers expanded with the addition of
a pear and chilli variant of Redd’s Gruszka z Chili, and an
absolute hit of the season, a lime and mint flavoured
non-alcoholic Lech Free. In the autumn a seasonal variant
brewed with three malts of Książęce arrived on the shelves –
Burgundowe Trzy Słody, while in the on-trade channel
Książęce Pierwsze Zbiory (first crop) arrived, brewed from
freshly picked hops. For more information about all
Kompania Piwowarska brands go to:
http://kp.vip.com.pl/nasze-piwa

Tyskie Radler
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Lech Ice Shandy

Lech ICE Diesel

Redd’s Gruszka
z Chil

Lech Free
Limonka z Miętą

Książęce Burgundowe
Trzy Słody

How we brew our beers
The beers we brew are different from each other
in terms of ingredients, flavour and taste profile,
brewing technique, and appearance. However,
our standard (much simplified) brewing process
looks as follows:

milling

mashing
filtration

boiling

clarification

cooling
fermentation
For more information go to:
http://www.kp.pl/swiat-piwa/jak-warzymy-piwo
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maturation

filtration

packaging

distribution

We assure top quality of beer
At present, Kompania Piwowarska has certificates
granted by Bureau Veritas which officially authorise
implementation of the following:
Quality Management System (QMS) according to the
ISO 9001: 2008 standard; all divisions of SABMiller Europe
met the necessary conditions of the QMS Certification
and received a joint certificate,
Environment Management System (EMS) according to the
ISO 14001:2004 standard,

That means that a company can identify the aspects of its
business activity affecting the environment and better
understand the issues of the applicable legal regulations.
The next step is to define the areas of potential improvement
and to develop a management programme making it
possible to attain the defined goals. Also a programme of
regular checks ensuring constant improvement in business
procedures should be developed. Implementation of the
process approach allows for our continuous improvement,
due to goals being set for specific processes, departments
and teams.

Food Safety Management System (FSMS) taking into account
the ISO 22000:2005 standard, IS/TS 22002-1:2009
and additional requirements under FSSC 22000,
Health & Safety Management System according to
the OHSAS 18001:2007 standard.

ISO
9001:2008

ISO
14001:2004

ISO
22000:2005

ISO/TS
22002-1:2009

FSSC
22000

OHSAS
18001:2007

We care for the environment
The ISO 14001 standard
The international ISO 14001:2004 is a set of requirements
pertaining to the Environment Management System. It has been
developed to define the rules of ensuring environment protection
while taking into account social-and-economic conditions.
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[G4-DMA]
Management
approach
to “Production
processes
and assurance
of the top
product quality”

>

We care for food safety
The ISO 22000 standard and FSSC 22000 (Food
Safety System Certification)
The ISO 22000 standard is an international standard
specifying the requirements for the Food Safety Management
System. In fact, this standard is a tool helping to meet
national and international requirements related to food safety
and health quality. Its requirements may be implemented by
organisations operating along the entire food chain (from field
to table). Implementation of the ISO 22000 standard
requirements helps to attain the basic goal of Kompania
Piwowarska – manufacturing beer which is safe in terms of
consumer health. That means that we strictly supervise those
stages of the beer manufacturing process at which there is
any potential for contamination of products with pathogens
(e.g. bacteria), chemical substances (such as washing agents
or mould toxins) or the introduction of mechanical impurities
(e.g. glass fragments). Meeting the standard requirements
and the receipt of the certificate validates the use of
appropriate methods of supervision and health hazard
control in the beer manufacturing process. The ISO 22000
document is universal for the entire food industry.

which was confirmed by a compliance certificate issued in
February 2016.

We care about occupational health and safety
The OHSAS 18001 standard
OHSAS 18001 specifies the requirements concerning the
occupational health and safety management system to
enable an organisation to define a policy and related goals.
The OHS policy contains the obligation of an organisation
to prevent accidents in the workplace and occupational
illnesses, to pursue improvement in OHS conditions,
to observe legal regulations, to constantly improve OHS
measures, to provide adequate means for the
implementation of that policy and to improve personnel
qualifications.

As part of food safety improvement the company decided to
introduce ISO 22000 standard expanded by the technical
standard ISO/TS 22002-1:2009, and additional FSSC 22000
requirements. Its implementation is to ensure means of
preventing intentional or accidental food contamination,
including bioterrorism. An audit held in 2015 showed that
Kompania Piwowarska is well prepared for such events,

>
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[G4-PR1] The Integrated Risk Management System

[G4-16] Kompania Piwowarska is a member of the following

organisations
Since quality and safety of our brands is so important for use
we implemented an Integrated Risk Management System
(IRMS), to ensure highest possible quality standards for our
beers.
The IRMS aims at supporting the company in preventing and
managing risk related to product quality and health safety,
environmental protection and occupational health and safety.
The goal of Kompania Piwowarska is also compliance with
the SABMiller group objectives.
Under the IRMS we manage the following: quality (QMS
according to ISO 9001), product health safety (FSMS
according to ISO 22000 for warehouses and FSSC 2200 for
breweries), environment protection (EMS according to ISO
14001), and occupational health and safety (OHSAS 18001).
IRMS is audited by the renowned international company
Bureau Veritas.

The Polish Union of Brewing Industry Employers –
Polish Breweries (Związek Pracodawców Przemysłu
Piwowarskiego – Browary Polskie)
This organisation brings together the largest beer
manufacturers in Poland. It supports its member businesses
with knowledge and consulting services regarding market
regulations and market players’ obligations. Caring for the
good reputation of the brewing industry, the Union promotes
beer drinking culture and takes measures aimed at shaping
responsible consumption of alcohol.

Responsible Business Forum (Forum
Odpowiedzialnego Biznesu – FOB)
The FOB mission is to disseminate a responsible business
concept as an effective standard in Poland, aimed at
improving business competitiveness, social satisfaction and
the health of the natural environment.

Advertising Council (Rada Reklamy)

The organisation works for the promotion of green
packaging.
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The Union of Packaging Industry and Packed
Products Employers EKO-PAK

Initiative launched by the advertising community to secure the
highest advertising standards in Poland and protect consumers
and competitors against unfair or unethical advertising
communication. Kompania Piwowarska is a member of the
Advertising Council through the Polish Union of Brewing Industry
[G4-15] Employers. Being a member of it, Kompania Piwowarska
complies with the Code of Ethics, which is a set of rules setting
forth what activities are allowed, and what is unethical in
commercials.

>

,,

Growing
livelihoods

I feel genuinely happy to see smiles
on the faces of the people whom
Kompania Piwowarska volunteers
have helped improve lives with their
knowledge and dedication.

Magdalena Lewandowska
Senior laboratory technician, Member of the Programming Board
of Kompania of Volunteers, active volunteer

>

>

Our commitments up to 2020
1. We will directly support 13,5 small enterprises
to enhance their business growth and family
livelihoods.
2. We will increase women’s representation
at the executive level.
3. We will continue our community programmes.

[G4-DMA]
Management
approach to
“Supporting
small
enterprises”

We support small enterprises
In Poland more than 60% of beer is sold in small shops, often
run by families. However, these small enterprises can lack
sufficient knowledge on how to drive the effectiveness of their
sales. We have that knowledge and share it with them. Small
shop owners are a crucial link between our business and their
communities. By helping them prosper, we can ensure people
in their communities can enjoy our beers.

DThanks to these projects, our customers boost their
market competitiveness and obtain real benefits in terms
of higher sales. Together with us, they can grow their
usinesses in a way that will make their own lives, as well as
the lives of their families and the employees involved
in their businesses easier day by day.

Retail outlets

Key Performance Indicators (KPI)
in FY16:

4377
the number of small businesses supported under
our programmes which drive revenues and improve
the quality of life

Not only do we want to supply small shop owners who do
business with us with our beers, but first and foremost we
want to provide them with knowledge and solutions that will
further growth of their firms. We support small franchising
chains, such as ABC and OdiDo.

29.4 proc.
women’s participation in executive positions
We provide small and medium enterprises with:

Why do we consider local community growth important?
We as a company do not operate in isolation, but are closely
linked to the communities where our beers are brewed and
consumed. We deeply care about their development and,
as a result, the growth of their earnings and living standards.
We focus on developing entrepreneurship among women and
supporting small businesses, as these factors play a crucial
role in driving economic growth.
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training in category management and building
the beer culture in Poland,
recommendations regarding the selection
of an appropriate product range and its
arrangement on the shelf to attract consumers,
support in implementing our recommended
solutions through shop-level collaboration
with the KP sales representative.

>

[G4-DMA]
Management
approach to the
“Company’s
local activities”

>

A new initiative is our website www.portalgastro.pl – an
interactive tool with which we reach our customers, helping
them build our joint business, and create a community of
people for whom beer sales is not only a job, but, first and
foremost, a passion. The website is a database of
knowledge, up-to-date information, as well as how-to tips
related to the on-trade business and its trends. We strongly
focus on educating our publicans and outlet waiting staff,
by preparing know-how compendia and e-learning courses
which elevate the knowledge about beer and profit making
in the on-trade to a higher level.

On-trade outlets

We back women

For many years now we have supported small and mediumsized on-trade outlets in driving their revenues. The biggest ontrade cooperation programme is Tyskie Bractwo Piwne. Its
rules are simple: activities run in pubs attract beer lovers and
help to keep them longer, while pub owners score points for
their involvement (sales, promotion activities, presentation of
our beer) and receive prizes. We keep improving the
programme to make sure that the publicans are satisfied with
doing business with us and able to generate ever higher
profits. A way of making a pub stand out from its competitors
and attract a bigger group of clients is the use of our initiatives
designed to enhance the beer culture in Poland. Already,
several dozen pubs across Poland offer the opportunity to
taste our 14-day Tyskie – a truly non-pasteurised, fresh beer
direct from the brewery. A consumer’s guide into the rich world
of beer is our Beer Menu, available in on-trade outlets, which
shows the vast array of hues and flavours that can be enjoyed
in beer and how beer combines heritage and modernity.

We focus on driving entrepreneurship in women and
increasing their representation in executive positions. At the
moment, women account for nearly 30% of management
personnel in Kompania Piwowarska. Importantly, we find it
vital to drive women’s opportunities in business, not only due
to our new strategy. It fits the broader picture of diversity
management or, in other words, promotion of equal
opportunities, appreciation of differences, conscious
leveraging of employees’ diverse potential.

2020
we can achieve our goal of supporting

13,500 businesses.

By the end of FY16 we had
supported a total of

4377 companies

>
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We plan our projects over a horizon of
several years, and each year we want to
grow the number of customers involved
in them, so that by

>

[G4-EC8]

As the leader of the brewing industry, we make the biggest contribution to the growth of the Polish economy

all the country benefits
from our work

we make an impact
on many areas
of the national economy

we purchase goods
and services necessary
in brewing and selling beer

we create
jobs

we pay a range
of taxes to the
state budget

More than beer

Kompania Piwowarska
beer production and sales
is also reflected in
the Polish economy

from different taxes and fees
connected with
Kompania Piwowarska
beer the state budget
obtains every year

PLN 3.3 billion
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złocisty napój warzony
w browarach w Tychach,
Poznaniu i Białymstoku
daje zatrudnienie ponad

one job in one of our breweries
is linked to

54 tys. osób

in industries connected to brewing,
like retail trade, the on-trade,
packaging, or agriculture

13 jobs

every year Kompania Piwowarska
buys raw materials and
services worth over

PLN 2 billion
of which nearly

80% is spent
in Poland

Kompania Piwowarska
beer brands are
well known
to sports fans
and we spend

millions of zlotys*
on sports support
*which enable growth of such institutions,
events, and clubs like: the Polish Olympic Committee,
KKS Lech Poznań, GKS Tychy, Śląsk Wrocław,
Speedway Grand Prix at the National Stadium,
Wisła Kraków, Cracovia Kraków, GKS Katowice,
Zagłębie Lubin, Arka Gdynia, Vive Tauron Kielce
and many other.

[G4-EC8]

Jobs associated
with Kompania Piwowarska
beer production and sales

Revenues
into the state budget

Kompania Piwowarska spending
on the purchase of Polish
raw materials and services

tax

PLN m

Kompania Piwowarska directly

3960

expense

PLN m

Excise

1226

Agriculture

8077

Agriculture

260

VAT – on-trade

315

Mass media

209

Mass media

113

VAT – retail trade

1218

Packaging industry

1550

Packaging industry

491

Payroll tax, social security contributions,
income tax, CIT, environmental
and other taxes – Kompania Piwowarska

181

Industrial equipment
and other activities

73

Industrial equipment
and other activities

25

802

122

382

Shipping and warehousing

Shipping and warehousing

Payroll tax, social security contributions,
income tax, CIT, environmental
and other taxes – related economic sectors

Media and marketing

3391

Media and marketing

403

Other goods and services

1697

Other goods and services

202

On-trade industry

16,000

Retail sales

18,400

3322

1616

54,159

>
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We play together with the communities around us
We listen to the needs of local communities in which
we operate and work
We raised the bar very high to support only adults, since our
products are aimed only at people of legal drinking age.
Projects in the fields of education, care, culture, art and
sports were authored by our employees.
People’s needs seem endless, but at the same time a lot of
ideas for helping them come to life! The company wants to
see lasting results from the projects and reach a wide range
of those who need help. Thanks to the Volunteering Platform
created for this very purpose we are open to the needs of
social organizations and fund programs with are in line
without KP’s sustainable development strategy and engage
as many volunteers as possible.

Volunteers submit a support project together with their social
partners. The themes and scope of such projects reflect the
actual needs of specific organisations. The submissions are
evaluated by the Programme Board, which allocates funds to
finance the work. The Board is made up of company
employees based all over Poland and working in different
jobs for different departments.
The maximum amount of co-financing to be granted by the
Board has been set at PLN 10,000. The Volunteering
Platform is Kompania Piwowarska’s novel, internallydeveloped tool created to streamline volunteering activities.
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The platform forms a bridge between social partners and KP
volunteers. What is also new is the opportunity to submit
projects by external organisations which want to start
cooperating with Kompania of Volunteers and have not been
able to do so, so far.
The Volunteering Platform was developed as a response to
the needs of numerous groups. We talked to volunteers,
organisations and volunteering coordinators. We gathered
opinions, comments and suggestions, including those which
were raised during the Stakeholder Panel in 2011. As they
were developed, we consulted the individual elements (e.g.
the content of application forms) with selected organisations
and employee-volunteers. All comments and amendments
have been taken on board. The Volunteering Platform is also
used for the technical management of the KP employee
volunteering programme.

>

How does the Kompania of Volunteers work

>

The KP homepage has a dedicated Kompania
of Volunteers tab with information about
volunteering and KP activities, as well as a special
form which organisations may use to submit projects
and invite Kompania of Volunteers to cooperate.

42

Entries are stored in the internal database of offers in the
Volunteering Platform, and as soon as they are positively
verified they become visible to all KP employees all over
Poland. Each and every one of them can easily search for
projects being run in their neighbourhood and join the
endeavour. Organisations may take advantage of our
advanced environmentally friendly channel for project
submission, rather than sending letters and emails with
requests for help, or invitations to cooperate. Volunteering
produces a wealth of benefits to the company, its employees
and the collaborating organisations. By engaging in voluntary
initiatives and programmes, employees can pursue their
passions and develop skills which prove useful also in their
daily work – they can also raise a smile on other people’s
faces and experience the precious sense of helping.

Kompania of Volunteers is a strong group of committed
people intent on changing their environment for the
better!
Through local community donations, Kompania Piwowarska
supports hospitals, foundations and social welfare centres,
and engages in charity campaigns. KP has also used its
donations to support its own employees in hardship such as
illness or misfortune. In addition, KP employees are always
happy to get involved in helping those in need. Many a time,
these are one-off and spontaneous campaigns that attract a
great many of us, e.g. raising money for coal miners
suffering after pit disasters.

>

Its purpose is to bring together in one place all the
volunteering programme data for all project stages, from the
conception of ideas, to the submission of specific projects by
employees or organisations, to the admission of
collaborating partners, the allocation of funds and final
assessment in the form of a report.

>

150

FY10
FY11

FY10

92

FY11

192

FY12

FY12

187

FY13

FY13

418

FY14
FY15
FY16

129*

FY14

1486

312*

during working hours

FY16

26

FY10

945

FY11

1558

FY12

1479

FY13

3485

FY14

5824**

FY15

* As of FY15, we changed our volunteer calculation method. The report includes
only those people who spent at least 4 hours on volunteering projects within their
work time. Those who took part in several different projects were counted only
once. In FY16 in all of the projects funded by KP and run during office hours and
outside work, 446
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No. of projects

Number of hours

2972**

** The number of hours spent on projects funded by KP and run during office hours
and outside work.

23
28
30
39
47***

FY15
FY16

31***

*** The number of projects funded by KP and run during office hours and outside
work. Twenty-seven projects were implemented during office hours.

>

No. of volunteers

>

We develop good relations with our suppliers

We are determined to develop long-term and valuable
relationships with suppliers, as well as proactively
choose and support those who share our values and
commitments set out in our sustainable development
strategy “Prosper”.

In order to maintain continuity of production, it is critical that
we secure supplies of key materials and put aside some
strategic stock before the peak season. SABMiller
Procurement, a globally integrated purchasing function, buys
goods and services that are required in the brewing and selling
In October 2014, a new Supplier Code of Conduct was
of our beers. Local purchasing teams maintain ongoing
introduced, embracing such matters as human rights,
contacts with thousands of local, regional, and global
occupational health and safety, business ethics, and
suppliers. Choosing our suppliers, we strive towards
sustainable development in our environment.
excellence in service, consistent standards of quality, and
access to innovations. At the same time we pursue higher
[G4-HR1] Currently all contracts signed with our suppliers and
benefits for the company.
customers include clauses on the knowledge of and
compliance with the Code of Ethics and priorities of
We are equally determined to collaborate with
sustainable business development, while new contracts
suppliers in order to continually improve the
contain provisions regarding “The Supplier Code of
sustainable development standards in our supply chain.
Conduct”.
We are aware that the long-term sustainable development
of suppliers is crucial for the achievements we attain together
with them. In addition, we know that our partners in the
supply chain are facing a lot of similar threats and
opportunities as we are. We are confident that working
together with our suppliers, and their communities,
we can face these threats and seize opportunities for the
benefit of us all.
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[G4-DMA]
Management
approach to
“Selection of
suppliers
and rules
of collaboration”

>

Risk assessment
As we cooperate with our suppliers, it is important to establish
priorities and focus on high-risk areas and those sections of
the value chain where there are opportunities for improvement.
To assess the risk posed by every supplier, basic information
is needed about its enterprise and products, including:
the supplier business name,
list of products supplied,
product country of origin, and turnover value.
A specially-designed risk assessment tool can be used to
identify high-risk suppliers, audit them, and develop action
plans for any suppliers failing to comply.
In the case of low risk suppliers, we rely on a memorandum
of understanding. The supplier is expected to sign the
document to demonstrate it has met all the requirements
set out in the “Supplier Code of Conduct”.
The recommendation for medium-risk suppliers is to use
a sustainable development self-assessment questionnaire.
The supplier should fill it out to demonstrate it has adequate
policies and systems in place to ensure compliance with
the standards we require.
High-risk suppliers should undergo in-depth audits
of conformity with the Supplier Code of Conduct.

FY16
Category [G4-12]
Suppliers of raw materials for beer production

40

Suppliers of energy and production support processes

13

Suppliers of packaging

66

Suppliers of other services (including marketing, financial, advisory, etc.)

6,300*

Cash & Carry (Makro and Eurocash where retailers buy their supplies directly)

3

Discount chains

5

Wholesalers associated in a purchasing group

3

Key accounts (hypermarkets, supermarkets, fuel stations)

19

Wholesale (source: trade contracts)

197

Pubs (sales of Tyskie 14-dniowe) (source: monthly on-trade report)

55

Retail outlets and sub-wholesalers

47,327

On-trade outlets (pubs, restaurants)

14,287*

Supplier categories include local suppliers, as well as selected global suppliers).
* Since FY16 the data applies to suppliers of both goods and services. Earlier, the data applied to only suppliers of services. Data as on 30 April 2016.
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Number

Kompania of Volunteers Projects
For more go to:
http://www.kp.pl/dla-mediow/chcesz-pomagac-innym-alebrakuje-ci-srodkow-zglos-pomysl-do-kompanii-wolontariuszy

Our Kompania of Volunteers carried out
http://www.kp.pl/dla-mediow/kompania-wolontariuszy-zrealizuje13-projektow-pomocowych

The Sobriety Bus

for NGOs

with donations
totalling

PLN 336,000

Some projects were submitted by employees themselves,
other were a response to the needs reported by external
organizations. The area of activity, in line with the company’s
sustainable strategy, was very broad – from helping adults
suffering exclusion, to local communities, to environmental
issues, and revitalization. Projects carried out under the
Kompania of Volunteers umbrella entail not only financing,
but also true engagement of volunteers in different activities.
During the latest edition employees not only refurbished
facilities, and conducted housekeeping work, but also
prepared workshops for unemployed women, or contributed
to the creation of a cookbook for the disabled taking part in
outplacement workshops.
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iFor more go to:
http://www.kp.pl/dla-mediow/trzezwobus-reaktywacja-kompaniapiwowarska-znow-edukuje-na-temat-odpowiedzialnej-konsumpcji
http://www.kp.pl/dla-mediow/dzialania-kompanii-piwowarskiejuwzglednione-w-raporcie-odpowiedzialny-biznes-w-polsce-2015dobre-praktyki

>

31 projects

In July and August 2015 Kompania Piwowarska volunteers
supported our mobile sobriety check zone dubbed the
Sobriety Bus (Trzeźwobus), which could be found in different
places across Poland at large outdoor events, e.g.
at Woodstock Festival and the Polish Beerfest. Thanks to their
engagement ca. 20,000 people checked their BAC using a
breathalyzer, and safely returned home. Also volunteers helped
to run ca. 4200 events using alco-goggles. Apart from
responsible consumption related activities employees also
supported environmental-focused initiatives, encouraging
others to keep the world clean. In the eco zone a total 72,000
pieces of sorted waste were collected. Kompania Piwowarska
mobile zones were visited by over 100,000 people
and in addition 68,000 items reminding about environmentally-friendly behaviour, and responsible alcohol consumption,
were distributed.

>

Together with DKMS Polska foundation our volunteers for
already the second time encouraged employees to celebrate
the Lovers’ Holiday in a unique way, i.e. to register as a
potential marrow donor. This year we encouraged our
employees to have their friends, family members, or trading
partners register as well. Any person who visited our Visitor
Centres at Tychy Brewery and Poznań Brewery could
become a donor. Thirty-two volunteers from all out branches
all over Poland were involved in the activity and successfully
registered nearly 160 people, increasing chances to save a
life of someone suffering from leukaemia.
http://www.kp.pl/dla-mediow/niebanalne-walentynki-z-kompaniapiwowarska-i-fundacja-dkms-okaz-serce-inaczej-niz-zawsze-izostan-dawca-szpiku
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KP provides help combining business with pleasure

Nearly 60,000 km were ridden by Kompania Piwowarska
employees during the 2nd edition of the “Ride a Bike”
campaign. Thanks to them we donated a total of PLN 60,000
to cycling clubs for the blind in Poznań, Tychy, and Białystok –
cities in which we have our breweries.

In October, during our Brewery’s Sales Force meeting in Dolina
Charlotty a staggering 200 Kompania Piwowarska employees
ran a 10 km race to enjoy a double win at the finishing line –
from completing the race, and donating on the occasion PLN
10,000 to selected charities from the region, selected with the
assistance of the Słupsk Town Office.

During 77 days of the campaign, our lovers of bike riding and
helping others burned nearly 1.7 million kcal, spending over 3700
hours cycling. Over 230 people were involved in the project, with
highest activity shown by employees from Poznań, Tychy
and Białystok – cities in which the aforementioned sports clubs
are. We helped not only the blind sportsmen but also the
environment. The total carbon footprint was reduced
by 7.19 tons of CO2.

BURNT DURING ALL ACTIVITIES

CO2

REDUCED BY

ACTIVITIES

Financial support went to Stowarzyszenie Horyzont and
Stowarzyszenie Solidarni “Plus”. We plan to continue with
similar activities in the future.

1 672 978 KCAL

58 280 KM

3378

This was the first charity activity of such a scale during which
a business meeting was combined with volunteer activities
and local community support.

7.19
TONS

77
DAYS

BIKE REPAIR

STATION

FOR THE CLUB IN TYCHY

3784

HOURS
MOST ACTIVE CITIES:

TYCHY POZNAŃ

BIAŁYSTOK

PLN 30,000
FOR BIKE CLUBS FOR THE BLIND

300.34 KM

234 PEOPLE

LONGEST TRAVELLED

ENGAGED IN

DISTANCE AT ONE TIME

THE ACTIVITY

IN POZNAŃ, TYCHY AND BIAŁYSTOK

THANK YOU!

>

Unique St. Valentine’s Day with DKMS foundation

Ride a Bike

>
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Sociable
communities

Responsible producers,
responsible sellers,
and responsible parents
are all part of the chain of
responsible beer drinking.
Each link in that chain
is critical.

Małgorzata Walędzińska-Półtorak
Manager for Alcohol Policies

>

>

Our commitments up to 2020

Key Performance Indicators
(KPIs) in FY16:

1. We will reach all of our beer consumers with
effective communication encouraging responsible
beer consumption – either directly or via our
partners..

1,718,777

2. We will support responsible retail practices
through retailer training and engagement,
reaching small retailers in our global value
chain.

275,815

4. We will support programmes to increase
road safety awareness, including awareness of
drinking and driving, and prevent underage
drinking. We will build sustainable development
messages into brand activation of three our
brands in Poland.

[G4-DMA]
Management
approach to
“Discouraging
irresponsible
alcohol
consumption”

Why do we promote responsible alcohol
consumption?
Our beers are at the heart of various social occasions and
bring pleasure to the lives of most of our consumers.
However, beer abuse may cause serious consequences for
individuals, their communities and society as a whole.
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people engaged in programmes aimed at
counteracting alcohol consumption by minors

462,508
people engaged in programmes aimed at improving
road traffic safety

3899
retailers engaged in the responsible sale of
alcohol

1 (Lech)
number of brands whose activities include
sustainable development themes

It is important for us that our beers are enjoyed by
consumers in moderation and responsibly.
We do not limit our responsibility to consumption alone:
it also applies to the production, advertising, and sale of
our products.
By no means do we believe that alcohol should be sold to
anyone, or that any occasion is good for a beer.

>

3. We will encourage and support the establishment
and enforcement of clear standards for beer
sales in the on and off trade.

adult people engaged in responsibility
initiatives

We are strongly against encouraging underage consumers to
drink alcohol and against selling it to them. We urge pregnant
women not to drink alcohol, as even the smallest amount of
alcohol may be harmful to their unborn babies. We have a
single and clear message to all who want to get behind the
wheel and drive: drink-driving is prohibited. Year by year,
a wider range of partners become involved in our educational
programmes, broadening their scope. This is especially
important for us, because excessive drinking in any form
many have a detrimental impact on society, damage our
reputation, and trigger attempts to curb commercial freedom.

>

Responsible commercial communication
In planning our marketing endeavours, we are guided by
a range of policies and guidelines which we have adopted as
part of our self-regulatory initiatives. These include
the following:

Approval process followed by the Responsible Marketing and Sales Committee
Committee members
receive an email that
a request was submitted

New request

If within 48 hours no Committee
member responds to
the request the Committee
receives a reminder

Committee members
comment on the request

Commercial Communication Policy (2014), which
sets standards in our promotional activities,
Product Portfolio Policy (2013),
Market Research Policy (2010).

Each application user
can track the request
status and Committee
members comments

All employees are obliged to follow the rules of our internal
alcohol policy. The full details of these documents are
available at:
www.kp.pl/odpowiedzialnosc-spoleczna/nasze-zasady
For many years now, we have reviewed our brand activities
for consistency with the Policies and Codes applied by the
company, which are quite often stricter than Polish legal
regulations. The body in charge of analysing all marketing
activities, such as advertising and promotion campaigns,
sponsorship initiatives, and advertising materials is the
Responsible Marketing and Sales Committee KOMIS.
The Committee is made up of representatives of various
departments of our company and, since 2012, has been
chaired by Paweł Sudoł, an external expert, highly
knowledgeable about the brewing sector.
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In case of any doubts the
Committee may ask the
requestor to a discussion
and provide further explanation

After the discussion
the request is either approved
or rejected (a request
will be approved if at least
4 Committee members accept it)

Email to requestor

Requestor adds information to
the request

Email to requestor with
Committee’s decision

>

[G4-DMA]
Management
approach to
“Brand image
and responsible
marketing
communication,
including the
creation of
a positive image
of beer and
consumption
models”

>

The Commercial Communication Policy (Policy) presents
a number of requirements which must be observed by Sales,
Marketing, and the Responsible Marketing and Sales
Committee when creating or approving marketing
communication. The Commercial Communication Policy is
followed for all marketing communication of used by
Kompania Piwowarska and SABMiller brands:
•
•
•
•
•
•
•
•
•
•
•
•
•

Prevention of alcohol consumption by minors
Responsible drinking
Alcohol content
Body operation under the influence of alcohol
Health aspects
Violence and anti-social behaviour
Social / sexual success
Brand promotions; promotional materials
Responsibility icons
Digital media
Direct communication
Brand names
Brand sponsorship

The organisation in charge of self-regulation in advertising
in Poland is the Union of Associations – Advertising
Council. The Advertising Ethics Committee is made up of 30
arbitrators appointed by representatives of three groups
dealing with advertising: advertisers, media, and advertising
agencies. We observe the Advertising Council’s Code of
Ethics in all our promotional efforts.

Being a member of SABMiller Group, Kompania Piwowarska
is actively involved in the European Alcohol and Health
Forum, where it plays a key role in preventing the
irresponsible consumption of alcohol. Since 2007, we have
made a number of commitments regarding self-regulation in
marketing, and in particular tightening our rules of restricting
underage individuals’ access to our websites and social
media platforms, and expanding the communication of the
voluntary responsibility sign “I’m pregnant. I don’t drink”
placed on product packages and in marketing messages,
and supported by promotional activities. In 2014, in relation
to the Responsible Marketing Pact agenda adopted by
SABMiller and other seven alcohol manufacturers, Kompania
Piwowarska introduced further provisions into its commercial
communication rules, with a view to discouraging underage
individuals’ contact with alcohol advertising, and eliminating
ad components that might appeal to the world of teenagers.
The programme has tackled and fine-tuned issues involved
in restricting underage users’ access to commercial
communications about beer on the Internet.

[G4-PR7] In the reporting period, one complaint was filed with the
Ethics Committee, referring to a promotional video clip
shown on the Internet to advertise LECH beer.
The Adjudication Panel did not find any violations of
the Code.

>
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WE PROMOTE RESPONSIBLE ALCOHOL CONSUMPTION
WE MEET LEGAL REQUIREMENTS & IN ADDITION CREATE
RESTRICTIVE INTERNAL RULES

Act on
Upbringing
in Sobriety and
Counteracting
Alcoholism
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Self-regulation
Commercial Communication Policy
Market Research Policy
Product Portfolio Policy
Voluntary responsibility icons

>

Legal requirements

>

requirements

Our
responsibility policies
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Act of 26 October 1982
on Upbringing in Sobriety and
Counteracting Alcoholism

KOMPANIA PIWOWARSKA
COMMERCIAL
COMMUNICATION
POLICY

>

Legal

>

Legal

Act of 26 October 1982 on
Upbringingin Sobriety and
Counteracting Alcoholism

Self-regulation
KOMPANIA PIWOWARSKA
COMMERCIAL COMMUNICATION POLICY

PREVENTION OF ALCOHOL CONSUMPTION
BY MINORS
Actors/models appearing in advertising
Alcohol marketing communication shall not depict actors
and/or models who in reality are under the age of 25.
Also, it shall not depict:
• teachers and/or school staff
• children/teenager leaders
• circus performers and/or other performance appearing in
front of a children audience
• characters from children fairy tales
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Article 131(1) of the Act. It is prohibited to advertise and
promote alcoholic beverages in Poland, except for advertising
and promoting beer, provided that the beer advertising and
promotion:

1) is not aimed at minors,
2) does not depict minors,
3) does not link alcohol consumption
with physical fitness or driving.

Celebrities and fictitious characters

Games

Alcohol marketing communication shall not depict:

Alcohol marketing communication shall not depict:

• celebrities and/or fictitious characters whose recipients are
predominantly minors
• celebrities who in reality are under the age of 25, if a given
celebrity in an active and clear way supports a brand
• fictitious characters under the age of 25, if a given character
in an active and clear way supports a brand.

•
•
•
•

Cartoon characters

Alcohol marketing communication shall not depict sports
predominantly practiced by minors.

Alcohol commercial communication must not depict cartoon
characters or characters from works of art originally viewed
or read by minors.

Drawings

Drinkware
Alcohol marketing communication shall not depict vessels
used for drinking by children/babies.
Co-branding of products and services
Alcohol marketing communication shall not depict cobranding of products and/or services whose original
consumers are minors.

traditional games for children
games for teenagers in which there are challenges
bets in which alcohol is consumed
video games primarily addressed at minors

Sports

Alcohol marketing communication shall not depict children
doodles or drawings.
Objects
Alcohol marketing communication shall not depict:
•
•
•
•

toys for children
elements from children/baby dining sets
pacifiers/dummies
objects connected with school

>

requirements

>

Legal

requirements

Act of 26 October 1982 on
Upbringingin Sobriety and
Counteracting Alcoholism

Article 131(1)(8) of the Act – advertising shall not
evoke associations with:
a)
b)
c)
d)

sexual attractiveness,
relaxation or leisure,
education or work,
spersonal or professional success.

SOCIAL/SEXUAL SUCCESS

Self-regulation
KOMPANIA PIWOWARSKA
COMMERCIAL COMMUNICATION
POLICY

Commercial communication must not suggest that
consumption of alcohol beverages is crucial for achievement
successes in business, education, sports, or social life.
Commercial communication may not portray nudity or suggest
that alcohol beverages can directly help in successes in erotic
life or encourage others to have sex. Neither male nor female
models may be depicted in suggestive, erotic positions or
poses.
Clothes should be in keeping with the general context of
the marketing message.

>
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Legal

Act of 26 October 1982 on
Upbringingin Sobriety and
Counteracting Alcoholism

2. Beer advertising and promotion, as specified in paragraph 1, shall not be
conducted:
5) on advertising columns, billboards, and other fixed and mobile advertisement
displays, unless 20% of the advertisement’s surface is covered with visible and
legible notices on the harmful effects of alcohol consumption or the ban of
selling alcoholic beverages to minors.

RESPONSIBILITY ICONS
Unless otherwise provided by the law, all marketing communication must bear in a
visible place clearly visible responsibility signage.

Self-regulation
KOMPANIA PIWOWARSKA
COMMERCIAL COMMUNICATION
POLICY
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Responsibility signage shall consist of one or more of the following statements:
a. I never drive after drinking.
b. Alcohol. Only for adults.
c. I’m pregnant. I don’t drink.
In the case of packaging, responsibility signage and information about the
www.abcalkoholu.pl website should be placed at the next available change of pack
performed as a matter of regular business, however, not later than 2 years after the
effective date of this Policy.

A responsibility symbol or signage should be placed
in all marketing communication (also downloadable
materials, or materials that can be shared with
others, like videos, pictures, applications, or user
generated content and used by or on behalf of
SABMiller Group companies. The only exception
are POS materials of a permanent nature
(e.g. glassware, neon signs, chairs), new materials
for consumers (e.g. pens, T-shirts), and cases
where due to the size of an advertising material
responsibility signage would be unreadable
(e.g. in digital advertising where both sides of the
picture/icon have under 80 pixels), in which
cases it is recommended to place such signage,
however, it is not obligatory.

>

requirements

>

We discourage irresponsible alcohol consumption
In 2015, our 17+ training sessions attracted 493 people who
sold our beer at open air events sponsored by Kompania
Piwowarska’s brands.

Beata Wasilewska,
World Media sales
channel director
– Kompania
Piwowarska’s partner
in selling beer at
open air events

We try to reach our consumers using all available
communication channels. We have launched and maintained
a unique website at www.abcalkoholu.pl which aims to
encourage and help people to make informed and
responsible decisions about drinking alcohol. In the period
covered by our report, our website was visited 32,237 times.
In addition to the website, our Facebook profile has built
a community of 19,585 people who, we believe, want to
make informed decisions about drinking alcohol.

We provide training in the responsible sale of alcohol

In the period covered by our report,
our website was visited

32,237 times
Our Facebook profile has built
a community of

19,585 people
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We are very aware how hard it is to fight the irresponsible
consumption of alcohol by minors without the proper attitude
and behaviour on the part of retailers. This is the reason
why we train hundreds of people, throughout the year and
especially during the peak season, in particular before large
events, teaching them the skills they need to refuse to sell or
serve alcohol to underage clients. As these people are
employed by our catering Partners both on a permanent and
temporary basis, therefore training of new sales personnel is
repeated every year.

The responsible sale of alcohol is of primary
importance in our work. In collaboration with
Kompania Piwowarska, we have taken part in
numerous training schemes for commercial
partners. We have worked out procedures for
retailer behaviour in difficult situations.
Before selling beer during the Woodstock
Station festival, more than 140 of our
salespersons and coordinators were trained in
techniques of refusing to sell alcohol to
underage buyers; they were also given materials
designed to help them in their work, as well as
badges saying that alcohol is for adults only.

>

We help people make responsible decisions

>

OWe warn against drinking during pregnancy
Apart from our own projects, for many years we have also
maintained a number of initiatives in liaison with external
partners. Among others, this is the FAStryga foundation
and Present Service, the owner of www.mamaklub.pl
website. Both organizations supported us in the new edition
of a campaign on the negative effects of the FAS syndrome:
“I’m going to be a Mom – I don’t drink”.
Throughout September 2015 intensive communication was
held about FAS (foetal alcohol syndrome), construed along
a “belly” competition for pregnant women: “I’m going to be
a Mom – I don’t drink”. Pregnant moms were invited to take
part in the competition to creatively present abstinence from
alcohol during pregnancy and breastfeeding using one’s belly.

The competition was supported with a number of FB posts.
A total of 443 creative works were submitted (8551 unique
users). Additional support in the form of FB posts and a link
to a website with a world expert on FAS, dr. Edward P. Riley
can be found here

During Christmas we also ran a contest on our
www.abcalkoholu.pl fanpage

http://www.abcalkoholu.pl/strefa_eksperta:wywiad

We wanted to remind people that the decision to give up
drinking alcohol during pregnancy is dictated by the mother’s
love and care for her baby. The audience for our media and
internet communication activities were pregnant women,
would-be fathers, as well as expecting women’s families and
friends. We invited them to take responsibility for their
baby’s health, support pregnant women and not offer them

alcoholic drinks, and even themselves abstain from drinking
alcohol during the pregnancy of their family members and
friends.
It is estimated that FAS is diagnosed in roughly 900 newborn
babies in Poland every year, while some symptoms of the
syndrome are found in ten times as many children.
We ran the campaign during the time of year in which the
greatest number of families gather in Poland, which is
Christmas. Hand in hand with the FAStryga Foundation we
also produced a poster calendar intended to remind female
patients in 700 gynaecology clinics and at childbirth classes
about staying away from alcohol during pregnancy,
throughout 2016.

Competition participation:

443 creative works
8551 unique users
>
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>

Małgorzata Klecka,
DMedSc,
President of
FAStryga Foundation

Much of parents’ knowledge about Foetal
Alcohol Syndrome comes from regular
information campaigns, and preventive
activities. Even if such campaigns fail to
sway the majority of the public, they
certainly influence individual women who
give up drinking after seeing a poster,
a video message or a leaflet.

At the end of the year we started an electronic information
campaign called “I’m going to be a Mom – I don’t drink”, with
Medicover, a new partner, in its health centres located
throughout Poland.
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We reached

30,000

saying “I’m pregnant. I don’t drink”, “Alcohol. Only for
adults”, and “I never drive after drinking”.

pregnant women

We apply responsibility icons
The most visible sign of our responsibility initiatives,
appearing on each and every pack of KP beer, are the icons

We print them on our packaging on a voluntary basis,
as part of the agreement signed with the other largest
brewing groups in Poland, associated with the Union of
Brewing Industry Employers Polish Breweries (ZPPP).

>

Together with Present Service in early 2016 we also reached
30,000 pregnant women with information about FAS in
a pamphlet on “Nutrition of pregnant women”.

>

The most visible sign of our responsibility
initiatives, appearing on each and every
pack of KP beer, are our icons

The stickers were distributed to drivers thanks to a coalition
of 50 companies and institutions who were eager to join the
campaign, including the police, provincial road traffic
centres, fuel stations, local and national newspapers and
magazines, local government authorities, companies,
as well as automotive and leasing companies.

I NEVER DRIVE
AFTER DRINKING
According to our undertaking,
the pregnancy responsibility icon
appeared on

5 markach piwa
• Tyskie Gronie, Tyskie Klasyczne
• Lech Premium
• Żubr
• Redd’s
• Gingers
on pack labels and bottle neck labels, on at least
one type of pack (bottle or can).
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The results of the first campaign became a springboard for
its continuation next year. The organizers of the activity,
wishing to reach not only drivers, but also their friends,
passengers, and other road users with the “I never drive after
drinking” slogan decided to use non-standard means of
communication. At the onset of the summer holiday period in
four Polish cities, i.e. Warsaw, Poznań, Gdynia and Lublin
there appeared large-scale murals performed in retro-type
street art fashion which .

Based on the icon “I never drive after drinking”, the Union of
Brewing Industry Employers (ZPPP) initiated a campaign in
2014 which helped Polish drivers demonstrate their
opposition to drink-driving. The campaign’s assumption
was to increase road safety by changing social awareness,
and by fighting the common acquiescence for drink-driving.
The activity was continued in 2015.
Its key feature was 1.08 million window stickers placed on
the rear window with the message, and warning, “I never
drive after drinking”.

>

[G4-PR3]

>

DISTRIBUTED
TO DRIVERS
podczas 2 edycji akcji
w 2014 i 2015 roku

Educational programmes for drivers are also delivered in
collaboration with members of the Polish Breweries’ Union
via the Facebook profile of the “Driver’s Club”. The club
brings together people who care as much about good fun
as about a safe journey back home. Thanks to its attractive
content and contests about responsible driving habits,
the profile has over 30,000 followers.

2,600,000
Polish drivers
responsible, sober driving
ambassadors who openly
express their objection
to drink-driving.
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8

PROMOTING
SOBER DRIVING

We promote road safety
For several years now, Kompania Piwowarska has
consistently popularised its application, “Check your BAC”.
Once downloaded and installed on a mobile phone, it can
help you check if you are still under the influence of alcohol.
The app also lets you order a taxi from a trustworthy taxi
company in dozens of Polish towns, and provides you with
details about the allowed blood-alcohol levels in various
European countries. The “Check your BAC” application is
available for the phone and tablet working on any operating
system: Android, iOS, and Windows (apart from
BlackBerry). By 31st March 2016
272,195 people had downloaded the application.

The “Driver’s Club” attracted over

35,000 fans
>

2.6
million

DRIVERS
2,600,000 ONE IN POLISH
COULD BECOME
AN AMBASSADOR
STICKERS
OF THE ACTIVITY

>

Kompania Piwowarska mobile zones were visited by over
100,000 people, and in addition 68,000 items reminding
about environmentally-friendly behaviour, and responsible
alcohol consumption, were distributed.

On board of the Sobriety Bus across Poland
On top of the application, we run a “Check your BAC”
programme, under which we started a special Check your
BAC Zone which, on board of our Sobriety Bus arrives at top
events in Poland during the summer holiday period.
In the summer of 2015 the Sobriety Bus called at nine large
open-air events sponsored by Kompania Piwowarska
brands, like the Woodstock Station, Off Festival, Air Show,
or the Polish Beerfest. In total, 28,000 people checked their
sobriety using a breathalyser, and in addition we held 4200
activities using alco-goggles.
During each event, Kompania Piwowarska responsible
alcohol consumption activities were supported by
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Małgorzata
Walędzińska-Półtorak,
Kompania Piwowarska
Manager for
Alcohol Policiesj

The presence of the Sobriety Bus at mass
events is a great idea for at least two
reasons. First, we really want all people
who enjoy our beer at such events to safely
return home. Secondly, education in this
form – interesting and engaging – gains a
good foothold when everybody is relaxed,
in good spirits, and having good fun.

Kompania Piwowarska’s
mobile zones were
visited by over

30,000 fans
>

environmental initiatives. In the Eco Zone, which also
accompanied the Sobriety Bus, festival participants returned
waste for recycling and took part in a quiz. In total 72,000
pieces of waste were collected.

>

Introducing lower-alcohol beers

The “Check your BAC” programme was also part of another
training course, “The Conscious KP Driver”, which KP ran
for its company car users. The series of training sessions
raised such issues as road safety, the ABC of first aid,
behaviour after a car accident, and practical driving skills,
but it also focused on the negative consequences of
drink-driving.

Consumers’ tastes evolve towards easy-drinking,
sessionable beers – both in terms of flavour and alcohol
level. What people prefer are sweeter tastes with lower
alcohol content. They are increasingly known to go for light
flavoured beers, suitable for every occasion. Our brewers
have responded by launching a wide range of low-alcohol,
flavoured beers. After months in development, we can
proudly introduce:
The Sobriety Bus is a mobile zone which we used to convince
consumers to drink responsibly. It appeared in 2015,
accompanied by an ECO Zone, at the largest events sponsored
by our brands (Tyskie, Lech). Over 100,000 people used it to find
out why you should always be clear-headed. We are proud that
we helped so many people to have fun without any negative
impact on the environment, and could safely return home.

9
72,000
68,000
28,000
4,200
1,200
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people visited last year
Kompania Piwowarska mobile zones
mass events, including the Woodstock
Station, Jarocin Festival, Off Festival,
Air Show, Beerfest, the Festival of
Beer Flavours, Rock Legend Festival,
Reggaeland, and Olsztyn Green Festival
packs collected for recycling –
plastic cups and beer cans
items reminding about environmentally –
friendly behaviour, and responsible alcohol
consumption
people who checked their blood alcohol
content, so as to safety return home
after the festivals
alco-goggles activities – opportunity to
check while is sober how alcohol distorts
one’s sense of orientation
eco-quizzes on tablets to drive
environmental education

>

100,500

• Tyskie Radler – Tyskie combined with the flavour
of fresh lemons
• Lech Ice Shandy – Lech Premium combined
with lemonade (40% beer, 60% lemonade)
• Lech Ice Mojito – or ice-cold Lech Premium combined
with refreshing, mojito flavoured lemonade
• Lech Free Limonka z Miętą – (lime and mint) –
recommended for people who cannot drink alcohol
and who like their beer less bitter.

>

Developing beer drinking culture

Beer not inferior to wine

Moderate and responsible alcohol drinking is tied
inextricably with drinking culture. We consistently develop
such a culture by campaigns aimed at bringing beer fans’
attention to the flavours and aromas of beer, rather than its
alcohol content, and by highlighting our centuries-long and
rich brewing tradition.

That beer can be celebrated as much as wine is old news.
Diners who explore and identify the bouquets of beers tend
to have a more satisfying culinary experience. Książęce is
a perfect complement to food. Served with a dish, it
becomes an integral part of the meal. While beer is known to
bring out the taste of food, food too has been recognised as
enhancing beer aromas. Książęce Złote Pszeniczne is best
served with light salads and cheeses. Czerwony Lager
tastes exceptionally well if matched with cold cuts and
barbecued meat, whereas Ciemne Łagodne complements
the flavours of desserts.

In the Czechs’ footsteps
Specialty and Czech beers are being increasingly discovered
and appreciated by Poles. In keeping with the centurieslong traditions of our fellow Czech brewers, we too offer
Czech specialties: the innovative Czech beer serving system
developed for the restaurant industry, i.e. Pilsner Urquell
from a tank (Tankovna), and Kozel, a beer that is highly
popular and esteemed in the Czech Republic: Kozel Ležák
11º and Kozel Černý, as well as traditional Pilsner Urquell
in the bottle and in the can.

Truly deep knowledge about beer is held by the
cervesario – a beer aficionado and sommelier
The world of beer offers a plethora of tastes, colours, and
aromas, as well as a rich culture of serving and tasting the
beverage. In order to truly appreciate the values of beer one
needs not only knowledge about beer brewing and its
flavours, but also well trained senses.
The cervesario is a beer expert and taster, someone who
knows its secrets and can fully appreciate its unique flavour
and aroma. Cervesarios have profound knowledge of
brewing, sensorics, beer history, and styles. They can select
the right beer to go with a meal, pour it perfectly into the right
glassware, and serve it, all the time entertaining their guests
with stories full of flavour with a beery note in the
background. A real feast for the body and soul.

>
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>

Sensorics is an never-ending adventure of
discovering a whole universe of flavours in
the world of beer. A pleasant part of tasting
is that first we allow our senses to work
freely, and then we correlate our natural
reactions with earlier knowledge, thereby
building a complete taste-and-smell picture
of the golden beverage.

Beer education
In August 2013, the beerlovers.pl website was set up
on the initiative of Kompania Piwowarska employees.
We recommend it to anyone with even a slight interest in
beer, as it shows ways to combine it with food, and presents
various beer varieties and brewing methods. Beerlovers.pl
offers hundreds of articles, contests and videos, debunks
beer myths and much more.
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Wojciech Brodziak,
cervesario

My work as a cervesario enabled me to
discover an amazingly interesting world
of the aromas and tastes present in beer.
Red and green apples, bananas, rose,
clove, coriander – are just a few of the
aromas a beer can have. My approach to
tasting is now completely different:
I think about the people who brewed the
beer, about the brewery in which it came
to life, about individual stages of its
creation. Nowadays we have so many
different beer styles – from pilsners to
stouts, porters and Belgian ales – and
still new ones are created: hybrids of
two or three different varieties. It is an
plentiful world full of secrets.

>

Ewa Wawrzyczek,
cervesario

>

,,

Thanks to a sensible policy
and years of rigorous efforts, our
breweries have become global
centres of excellence in efficient
water management. Water is not just
a commodity, it is a precious treasure
we need to protect for ourselves
and future generations.

Resilient
water
supplies

Szymon Tochman
Head of Engineering

>

>

1. We will secure water resources for all our
breweries in collaboration with our partners.
We will run a site-by-site detailed assessment of
risks threatening the delivery of sufficient
quantity and quality of water in a several-year
time horizon.
2. The SABMiller Group’s global commitment is
to further reduce water use to 3.0 hl of water
per hl of beer. KP already achieved that
target two years ago!

[G4-DMA]
Management
approach to
“Consumption
of raw
materials”

3. We will implement programmes to mitigate the
water risk not only for beer brewing, but also
for farming our key crops.

Key Performance Indicators
(KPIs) in FY16:

2.74* hl water per hl of beer
water consumption in brewing beer

0** percent
of water resources at risk
* Water usage ratio calculated on the basis of data in the table “Water consumption in hl”.
** Figure calculated on the basis of water risk reports drawn for 3 breweries as part
of reporting for SABMiller Group.
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Why is water so important to us?
As the source of life and the greatest good, water is the
world’s most needed natural resource. Its shortage poses
a threat not only to communities and ecosystems, but to
companies as well. And companies like ours in particular,
as beer cannot be produced without water.
Water is as much as 95% of beer. What’s more, we need it
across our value chain: from barley farms to the brewing
process and to washing and cleaning. Therefore water
efficiency and rational management serve our best interests.

The SABMiller Group has made a global
commitment to reduce water use to 3.0
hl of water per hl of beer. Kompania
Piwowarska had already achieved that
target three years ago. At the end of the
financial year FY16, our water use ratio
was 2.74 and puts us among the top
SABMiller breweries.

We tackle the issue of water shortages
in two ways:
1. By reducing its consumption in
beer brewing.
2. By seeking new supply
opportunities.
We are using less and less water to brew our beers
Kompania Piwowarska breweries use water from municipal
water supply networks and their own wells (the Brewery in
Tychy). The amount of water is determined using flow meters
installed at each brewery, and at deep wells. In order for its
parameters to meet our requirements, the water undergoes
a treatment process – it should have the right hardness and
pH, be pure and sterile, free of any unwanted smells,
flavours and oxygen.

FY14

FY15

FY16

2.99

2.85

2.74

(hl water per
hl of beer)

(hl water per
hl of beer)

(hl water per
hl of beer)

>

Our commitments up to 2020

[G4-DMA]
Management
approach to
“Care of water
resources”

>

We save water

In FY16 we had 549 implemented and rewarded ideas,
some of which are mentioned below:

Year by year, water-saving initiatives are, naturally, becoming
more difficult, while the outcomes form their introduction are
less spectacular than previously.

1 Installing a sensor on a manual valve on the deoxidized
water on Filtration No. 1 The water pump will run only
during water consumption, which will cut down the
electricity bill and eliminate breakdowns.

In FY16 we introduced the following investments related
to different breweries:

2 Savings in water consumption used during CIP (cleaning
in place) of vessels and exchange unit in the brewhouse.
Vessel cleaning will stop when the lowest conductivity
is achieved.

Reuse of water consumed during the regeneration of
the reverse osmosis station delivered savings in water
consumption by the Water Treatment Plant for
packaging of 5%, or 0.02 hl/hl improvement in total
water consumption at the brewery.

3 Degassed water production station programme
upgrade. Installation of solenoid valves cutting off
water when conveyors are switched off from
the control panel.

Partial use of water left over from the reverse osmosis
as a source of supply for ammonia sprinklers by
the cooling machine room reduced water consumption
by 23,000 m3, or improved the brewery’s total water
consumption by 0.03 hl/hl.

An upgrade of the CIP station for filtration, the canning
and keg lines, that allows the reuse of water, improved
the brewery’s total water consumption by 0.03 hl/hl.
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Shorter cleaning time – water savings.

In addition, we collect and implement employees’ ideas,
which constitute a valuable factor driving water usage
reduction. These solutions are simple and quick to
implement, and their side effect is employees’
engagement.

5 Water usage reduction during beer brand changes,
by changing beer packaging start on the line.

6 Feeding cooling machine room sprinklers with reduced
conductivity water. This solution will cut down
water usage in the cooling machine room 3 on
average by 65 m3/day.

>

We installed a nano-filtration station for water supplied
to evaporative condensers and cooling towers, which
improved the brewery’s total water consumption
by 0.05 hl/hl.

4 Installing a separate system to clean the whirlpool

>

[G4-EN8] Water usage in hl

FY11

FY13

FY14

FY15

FY16

Total water usage,
of which:

46,134,000

41,045,000

43,595,000

40,924,000

38,590,110

36,102,884

municipal water supply

33,056,000

28,990,000

29,840,000

28,458,000

26,975,030

25,188,094

water drawn from
own wells

13,078,000

12,054,000

13,775,000

12,466,000

11,615,080

10,914,790

brewing

14,387,128

13,645,891

14,740,165

13,677,893

13,636,081

13,176,235

>
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FY12

>

[G4-EN22]

Waste Water Management
Being aware of the threat involved in uncontrolled discharge of
wastewater to the environment, we thoroughly monitor the quantity
and quality of the wastewater we generate. The key rule observed
in each of Kompania Piwowarska breweries is wastewater
treatment before its discharge to the environment. In Tychy, it is
pre-treated in the company’s anaerobic wastewater pre-treatment
plant prior to discharge into the sewage system. In the other
breweries wastewater is transferred directly to municipal
wastewater treatment plants.

Total amount of wastewater produced by the breweries and wastewater ratio
(amount of wastewater per hl of beer produced) by brewery
FY11

FY12

FY13

FY14

FY15

FY16

2,981,547

2,682,734

2,757,079

2,760,319

2,372,241

2,108,048

Poznań Brewery
(amount of wastewater
per hl of beer produced)

2.07

1.99

1.83

1.94

1.52

1.51

Białystok Brewery
(amount of wastewater
per hl of beer produced)

2.03

2

1.79

1.97

2.09

1.92

Tychy Brewery
(amount of wastewater
per hl of beer produced)

2.09

1.94

1.93

2.11

1.89

1.65

Amount of
3
wastewater [m ]

Recycling of water

Our ways of recycling water involve:
use of excess water from bottle washers for
cleaning empty crates,
feeding conveyor sprayers with return water
from can and bottle washers.

Tychy brewery
Biogas from pre-treatment plant
Tychy Brewery has its own pre-treatment plant which uses the
ability of anaerobic microorganisms to produce, under specific
conditions, a granulated sludge having high sedimentation ability
and high biochemical activity.
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The wastewater pre-treatment plant
allowed us to obtain the following parameters:

COD = 772 g/m3
Suspended solids = 310 g/m3
Anaerobic fermentation also yields biogas, which is stored
and used as normal fuel for steam boilers.

Water from Tychy Brewery for the inhabitants
of the city
In July 2013, Kompania Piwowarska and the District Water and
Sewage Company in Tychy signed an agreement on free-ofcharge provision of water for city inhabitants in case of
emergency. Under the agreement, under special circumstances,
such as war or natural disaster, inhabitants of the city will use
water from the sources belonging to Tyskie Browary Książęce.

>

In order to reduce the amount of wastewater, the water
used in the manufacturing process is partly recovered to
be used again.

>

,,

Clean
environment

We take critical steps daily to protect
the environment, particularly in waste
management. We aspire to eliminate
all waste streams that go to landfills
and improve our returnable container
management.

Klaudyna Gruszecka
Head of environmental protection and safety systems

>

>

1. We will reduce the carbon footprint per litre
across our supply chain by 25% (against the
2010 base) including:
– 50% reduction in our breweries,
– 25% reduction in our packaging,
– 25% reduction in our cooling.

[G4-DMA]
Management
approach to
“Emissions”

2. We will focus on reducing emissions across
our agriculture value chain and distribution
network.
3. We will recycle a very high proportion of
brewery waste.

** The emission factor reflects CO2 emission connected with the production of
packs used by Kompania Piwowarska in FY16. It is calculated as total value of
emission generated during the production of packs (calculated using SABMiller
methodology) over total volume of products sold (calculated as sales value
in all types of packs). Detailed information about this factor can be found at:
http://www.sabmiller.com/pwc-insight-tool/

[G4-14] Why do we have the chance for continuous growth

only by caring for the natural environment?

Key Performance Indicators
(KPIs) in FY16:

6.8 kg/hl*
CO2 emissions in beer production

14.45 kg/hl**
CO2 emissions in packaging

4.44 proc.
refrigerators purchased with HFC refrigerant

94.63 proc.*
of our production by-products and waste
undergoing recycling
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As a company brewing and selling beer, we make a very
significant impact on the environment. However, we are
trying to reduce any negative aspects. We focus on scaling
down the emissions of pollutants into the air and decreasing
the amount of waste from our breweries. On the one hand,
these are important steps to protect our planet and, on the
other, a source of major savings for us, and for our suppliers
and retailers selling our beers.

We manage our environmental impact
One of the key documents in the area of environment
management is the register of major environmental aspects.
In the identification process, the operations of all KP
breweries and warehouses located across Poland are taken

For more about environmental management go to here

[G4-DMA]
Management
approach to
“Energy
consumption”

Operational control
Operational control is the key component of the Environment
Management System: it secures the pursuit of our
environmental policy and the achievement of our
environmental goals and tasks. It also enables
Kompania Piwowarska to run its daily operations in an
environmentally safe manner. Based on the register of major
environmental aspects, and in keeping with the environmental
policy, goals, tasks and operational control areas have been
identified where the following aspects are supervised: water
withdrawal, wastewater emission, heat and thermal energy
consumption, pollution emissions to the atmosphere, noise,
and waste generation. Operational control also includes
supervision of contractor operations. Contracts and
agreements we sign contain provisions regarding
environmental protection, and in particular responsibility for
waste generated. In addition, KP contractors, including those
who have collaborated with us for a long time, need to send in
their statements of compliance with environmental protection
requirements when performing services for us. Their
compliance is reviewed by our staff in charge of the
collaboration with that company.

>

Our commitments up to 2020

[G4-EN27]

into account. The process of identification and assessment
of environmental aspects is identical for all units of the
company. Out of all the identified aspects, only those that
are most significant are selected in a particular year, and the
current goals and environmental tasks are linked to them.

* The emission for Białystok Brewery is calculated as: [net amount of steam*
emission factor provided by the combined heat and power plant + electrical energy
* emission factor for Poland + amount of gas used by FLTs * emission factor for
LPG]. The emission for Poznań Brewery and Tychy Brewery is calculated as:
[amount of gas * emission factor for the given type of gas + electrical energy *
emission factor for Poland + amount of gas used by FLTs * emission factor for
LPG]. The amount of electricity supplied to breweries takes into account
transmission losses taking place on our infrastructure elements. Calculation
based on SABMiller methodology.

>

Legal and other requirements

One of the main goals of the environment management
system, being part of the Integrated Risk Management System
in KP, is striving for compliance with legal and other regulations
governing the use of the environment. The existing legal
requirements are monitored by a third-party legal office, and
then identified and interpreted from Kompania Piwowarska
perspective by the manager for environmental protection and
safety systems. The compliance of our operations with such
requirements is regularly assessed in the process of internal
audits, and during periodic legal compliance reviews carried
out at least once a year. In the reporting period there were
no penalties for failing to comply with legal or environmental
[G4-EN29] regulations.

[G4-DMA]
Management
approach to
“Energy
consumption”

We are scaling down energy consumption
and carbon emissions

In order to reduce CO2 emissions, we monitor electrical
and thermal energy consumption in all our breweries, which
enables us to determine the efficiency of all production
processes.
In Poznań and Tychy breweries thermal energy is calculated
as the amount of fuel consumed by the brewery from primary
sources, and computed using the heat of combustion [amount
of fuel * heat of combustion]. In Białystok brewery thermal
energy is calculated on the basis of the metered amount of
energy supplied, and efficiency of the city boiler plant.
In Poznań Brewery the boiler plant is fired with natural gas
and fuel oil (in emergencies), in Tychy brewery with natural
gas, fuel oil (in emergencies) and biogas, while Białystok
brewery receives steam directly from a combined heat and
power plant.
We keep working on improving our technologies to achieve
higher energy efficiency. We also use renewable energy sources.

The production of beer requires a lot of energy and, as
a result, it is a source of carbon dioxide emissions to the
atmosphere. Two parameters are key to us: CO2 emissions in
beer production, and in packaging. However, we also find
the identification of the carbon footprint level (CO2 emissions
indicator) important for the whole of our supply chain. So, it is
not only about brewing beer, but also about the production of
packaging materials, the cooling of the finished product, and
delivery to the customer.
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>

[G4-DMA]
Management
approach to
“Compliance with
environmental
regulations”

>

[G4-EN3]

Energy consumption

[G4-EN15*] Emissions of pollutants to the atmosphere
FY11

FY12

FY13

FY14

FY15

FY16

Production output (hl)

14,364,997

13,646,374

14,740,165

13,682,745

13,636,088

13,176,235

Electricity
consumption [kWh]

87,579,223

80,687,663

86,118,109

79,078,510

79,498,392

75,618,247

6.1

5.91

5.84

5.78

5.83

5.74

Consumption of heat
from non-renewable
sources (GJ)

884,049

813,127

823,277

749,436

718,344

626,977

Consumption of heat
from renewable
sources (GJ)

56,597

Indicator [kWh/hl]

CO2 emissions relate the process of burning fuels in own
boiler plants (Poznań and Tychy Breweries), and do not take
into account unorganised emission, i.e. emission from
vehicles, fork-lift trucks, processes, and biogas emissions
(according to emissions trading guidelines).

CO2* emission (Mg)

2014
43,265

50,036

53,517

45,991

36,641

33,109*

2013

2015

29,688*
27,429*

*Emissions of CO2 from Poznań and Tychy Breweries, on the basis of reviewed

Indicator [kWh/hl]

65.48

62.76

59.25

58.68

56.05

50.36

emissions trading reports.

Increased use of renewable energy sources
The technical facilities at the Tychy Brewery enable the use of
renewable energy, in the form of biogas produced in the on-site
wastewater pre-treatment plant. Due to its composition, biogas
is burned together with natural gas. In the financial year FY16,
the amount of biogas burned made up 13.49% of the total
amount of gas burned in Tychy boiler plant. From the
perspective of environmental protection, the use of biogas is
very beneficial, as biogas is a renewable source of energy
which emits much fewer substances during the burning
process, compared to such sources as coal or fuel oil.
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[G4-EN19*]

Continuous processes
CO2 recovery stations – no need to purchase the CO2
necessary for the process of beer production.
A pfaduko (heat exchanger in the brewing vessel)
with a recovery unit – reduced consumption of heat
and, consequently, natural resources such as gas,
coal or fuel oil.
Heat recovery from the condensation of ammonia, used in
order to evaporate CO2 – using waste heat generated in
the process of ammonia burning; replacement of
vaporisers. Burning biogas generated during the
process of wastewater treatment in the on-site
boiler plant, together with natural gas; reduced
consumption of gas or fuel oil.
Additional ammonia unit supplying the horizontal
storage plant and cylindrical-conical tanks, making it
possible to change the temperature of ammonia
evaporation from –7 to –3°C.
Change of refrigerant (from glycol to ammonia)
used to chill beer during filtration.

Initiatives to improve energy efficiency
Year by year, water-saving initiatives are, naturally, becoming
more and more difficult, while the outcomes form their
introduction are less spectacular than previously.
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In FY16 we made the following investments:
Replacement of heat exchanger on pasteurizer 0.23 MJ/hl.

Equipment (filters, fans, and conveyors) will not work
continuously, which, in consequence, will reduce
electricity consumption and increase equipment lifetime.

Cooling of water for rinsing washed bottles using
cold beer 0.50 MJ/hl.

Redundant lamps were removed in the warehouse,
which reduced electric energy consumption and
adapted lighting to actual needs.

Installing electronic devices (PLC + SCADA) in the
utility department, 08 MJ/hl.

When replacing gas cylinders on fork-lift trucks, the
cylinder is weighed before and after connecting it to
the truck. The weight of the cylinder before and after
gives us actual LPG usage, which eliminates cases,
where gas is left in cylinders returned to our supplier.

Replacement of NH3 condenser pumps 0.05 MJ/hl.
Modernization of CIP station for Filtration,
canning and keg lines, 0.06.
Bottle washer insulation, 1 MJ/hl.
Additional NH3 venting in the installation, 0.25 MJ/hl..
In addition, we collect and implement employees’ ideas,
which constitute a valuable factor to reduce energy usage.
These solutions are simple and quick to implement, and
their side effect is employees’ engagement.

In FY16 we had 549 implemented and rewarded ideas,
some of which are mentioned below:
Modernisation of airing ducts and CO2 ducts in
the cellars, which significantly reduced CO2
consumption and reduced CO2 emissions.
We cut down the start-up time of all aspiration
devices, so that the start of the aspiration does
not result in needless delays in the brewhouse
production process.

Modernisation of lighting in passageways, installing
movement sensors. Turning off can drier together
with the conveyor and turning it on with the start of
the conveyor. This reduces electric energy consumption
and extends the device’s lifetime.

Greener fridges
We enjoy the refreshment of a cold beer, but the electricity
or gaseous refrigerants contribute to climate change due
to their adverse impact on the ozone layer.
This is why last year
we bought

5899
new energy-efficient fridges fitted
in LED lighting and with propane
cooling systems, instead of ones
using harmful CFCs.

>

Initiatives and investment in energy
management and reduction of emissions

>

We make packaging innovations
Despite numerous packaging optimisations we keep
searching for new solutions and set ourselves and our
suppliers new ambitious directions to further reduce our
and suppliers’ adverse impact on the environment and
communities around, and to lower our energy and water
consumption in packaging production, reduce gas
emissions to the atmosphere, and scale down the
quantity of waste generated. We run a range of
discussions and joint projects with suppliers that help
secure real benefits across our supply chain. Striving to
achieve them, we pay special attention to keeping the
strength and quality parameters of our packaging
materials at an unaltered highest level. This past year we
successfully completed two projects aimed at reducing
the weight of our returnable bottles, thanks to which:
we have lowered the mass ratio on one of
the bottles

from 0.697 g/ml to 0.667 g/ml
and on the other

from 0.646 g/ml to 0.600 g/ml
while retaining the high quality of the bottles.

We significantly reduce our impact on the broadly
understood environment, and the slimming of our bottles
brought measurable benefits both to producers, and to
our customers. Revamped packaging is more practical in
transport, distribution and in the end-consumer’s hands.
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Our beer sales in FY16 by pack

43.74%
cans

0.12%

4.47%

3.50%

tanks

kegs

non-returnable
bottles

100.00%
total

48.18%
returnable
bottles

We can be proud of our excellent
production by-product and waste
management.

[G4-DMA]
Management
approach to
“Waste
management”

By-products
Spent grain is residual grain with high content of
digestible protein and moisture up to 80%.

Yeast cake (secondary yeast) is rich in protein,
group B vitamins, calcium, iron, and
micro-elements. Malt dust is generated during
transport of malt – germinated barley grains.

94.63%
of our production by – products
and waste undergoes
recovery or recycling.
94.63% of our waste is recovered or recycled. This is
possible thanks to our comprehensive approach to
waste management and collaboration with our
packaging suppliers, companies collecting waste, etc.
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All by-products generated in the production process –
spent grain, malt dust and yeast cake – are practically
100% reused in the agricultural sector, as direct
fodder for farm animals, or as components in feed
mixtures, as well as in the pharmaceutical and
cosmetic sectors.

Production packaging waste:
cullet
packaging foil
paper and cardboard
aluminium cans
Packaging waste is sorted out “at source” and handed
over to specialist companies dealing with its recovery
or recycling.

We promote returnable containers
We find it very important to make sure our packaging materials
are used again or recycled: we “slim down” our bottles, cans,
labels, and we use returnable bottles. The measures we take
ourselves, and in partnerships, range across the whole of our
supply chain. One example of such a joint initiative is our
campaign run with the Biedronka retail chain, for four years now,
where shoppers bringing back glass or aluminium containers
were given environmental gifts. Using the same opportunity, we
encouraged those clients to sort their waste on a daily basis.

[G4-EN23] Masa produktów ubocznych i odpadów wytworzonych

In the last edition of this campaign
we collected

w procesie produkcyjnym [Mg]
By-products (spent grain, malt dust, yeast cake)

259,230

FY12

296,456

FY13

268,533

2013

4510 kg

85 kg

of glass

of aluminium,
which was later
recycled

In total, during the four editions of
the campaign we collected:

34.5 tons 1065 kg
of glass

of aluminium

272,695

2014

255,109

2015

Other waste (including cullet, paper and cardboard, aluminium,
scrap metal sheets, plastic, timber, kieselguhr, waste labels),
excluding municipal waste

26,071

FY12

17,975

FY13

17,951

2013

17,062

2014

21,549

2015
Hazardous waste

111

FY12
FY13
2013

11
30
41

2014
2015

78
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[G4-EN28]

Packaging waste recovery and recycling
In order to meet the requirements of recovering or recycling waste from marketed packaging,
in 2015 Kompania Piwowarska worked together with the following waste recycling organizations:
Rekopol (for recycling aluminium), and Eko-Punkt (for recycling other packaging waste).

Quantities of products and reused packaging materials by material type from 2010 to 2014

Aluminium
introduced [kg]

Aluminium
recycled [kg]

Metal sheet
introduced [kg]

Wood pallets
introduced [kg]

Metal sheet
recycled [kg]

Wood pallets
recycled [kg]

2010

22,298,823.71

2010

10,034,470.67

2010

2,951,333.37

2010

973,940.01

2010

4,180,635.18

2010

627,095.28

2011

21,633,988.36

2011

10,167,974.53

2011

2,578,468.58

2011

954,033.37

2011

5,059,191.53

2011

758,878.73

2012

21,848,715.66

2012

10,487,383.52

2012

3,297,278.24

2012

138 4856.86

2012

5,840,344.91

2012

876,051.74

2013

19,401,261.03

2013

9,506,617.90

2013

3,738,316.06

2013

171 9625.84

2013

7,872,938.49

2013

1,180,940.77

2014

18,486,630.25

2014

9,428,181.43

2014

4,380,350.0

2014

223 3978.53

2014

12,269,966.93

2014

1,963,194.71

2015

17,984,687.00

2015

9,172,190.37

2015

3,875,649.77

2015

1976581.38

2015

11,294,241.93

2015

1,807,078.71

Paper and cardboard
introduced [kg]

Paper and cardboard
recycled [kg]

Glass
introduced [kg]

Plastics
introduced [kg]

Glass
recycled [kg]

Plastics
recycled [kg]

2010

8,369,700.45

2010

4,352,244.24

2010

85,951,544.87

2010

36,959,164.29

2010

3,210,320.36

2010

577,857.66

2011

7,414,116.44

2011

4,003,622.88

2011

68,876,792.66

2011

31,683,324.62

2011

3,859,536.72

2011

733,313.88

2012

8,997,757.16

2012

5,038,744.01

2012

80,359,102.64

2012

39,375,960.29

2012

3,988,085.74

2012

797,617.15

2013

8,193,941.35

2013

4,752,485.98

2013

80,571,729.09

2013

44,314,451.00

2013

6,627,714.46

2013

1,424,958.61

2014

7,759,067.15

2014

4,733,030.96

2014

73,295,117.65

2014

44,710,021.77

2014

7,838,968.55

2014

1,842,157.61

2015

7,759,067.15

2015

4,733,030.96

2015

73,677,347.25

2015

44,943,181.82

2015

7,565,706.5

2015

1,777,941.03
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What drives us to buy Polish-grown
hops is not only their top quality.
We get to work together with domestic
growers and give them our support.
That is why as much as 97% of the
hops we have purchased this year
came from our long-term
local suppliers.

Productive
land

Jacek Piekutowski
Head of production materials’ management

>

>

[G4-EN1] Barley and hop purchases in FY16

Our commitments up to 2020

185,000 tons of malt

We will ensure that the sourcing of brewing crops
measurably improves both food security and
resource productivity:

2. We will improve productivity of other key
brewing crops where we have influence.

52% from Polish suppliers
328 tons of hops
Safe food
97% from Polish suppliers

3. We will pursue long-term agreements
to purchase Polish hops.

[G4-DMA]
Management
approach to
“Hops and
malt
purchasing
policy”

Why do we need to use natural resources
responsibly?
Our business depends on agriculture, as we will be unable to
brew beer without barley malt or hops. If these supplies are at
risk we will find it hard to continue to grow and generate
profits. Therefore we are doing our best to have secure
access to the necessary raw materials, now and in the future,
and to be able to build strategic stocks before peak seasons.
We also bear in mind that the risk is not ours alone: we share
it with our local communities. And this is the reason why we [G4-EC9] Taking into account the value of raw materials we order, Polish
farmers receive 96.5% of Kompania Piwowarska money spent
use natural resources responsibly and promote the rules of
on the purchase of hops, and 60% of company spending
sustainable development with our partners.
connected with purchased malt goes to Polish suppliers.
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We control our entire supply chain for food safety. The
production of malting barley for our purposes uses only
certified seed, the storage of which in silos as well as delivery
to the malting plant we supervise in full. We track the entire
journey made by our raw materials: from the field to the brewery.

Long-lasting relations with local farmers
It is for more than 10 years now that SABMiller has
collaborated with a group of several hundred farmers,
supplying us with the necessary brewing ingredients.
Wanting to help the suppliers to develop their businesses
together with us, SABMiller offers them long-term contracts.
It provides consultations on growing malting barley (which
we get malt from) and other plants. SABMiller also promotes
sustainable agriculture based on respect for the Earth and
biodiversity, for the benefit of future generations.

>

1. We will improve the amount of malting barley
grown per hectare, while reducing inputs such
as water, energy and fertiliser, in key
growing areas.

>

,,

About
the report

I release this report into your
hands in the belief that by choosing
Kompania Piwowarska’s beers you
will also choose responsibility, care
for the environment, and support for
the local communities in which we
operate. Let us all choose beer for
everyone’s benefit!

Katarzyna Radecka
Sustainable development manager

>

>

About the report

For many years we have been transparent in terms of rules
which guide our business, as well as results we achieve in
the context of sustainable development. Our report covers all
units of the company, i.e. the breweries in Tychy, Białystok, and
[G4-5] Poznań, where the company’s head office is, as well as 11
distribution depots spread across the whole country. In the year
[G4-13] FY16, due to reorganization, the number of distribution depots
reduced from 14 to 11. Water, energy, and emissions environment
data were calculated only for Poznań, Tychy, and Białystok Breweries.
The report presents data for the financial year FY16, i.e.
[G4-28] from 1 April 2015 to 31 March 2016.
Our performance is presented against the sustainable
development strategy called “Prosper”, which
we adopted in 2014.

[G4-30]
[G4-29]

The GRI standard requires from us an evaluation of the
previous report, in order to make sure that the reporting
[G4-18] aspects we present, as well as the indicators, are appropriate
and reflect in the best possible way our impact on the
environment and the community. Therefore, this year we
asked our stakeholders for an evaluation of our previous
report and recommendations for the report covering our
financial year 2016. In a survey our external stakeholders,
i.e. our suppliers, social and business partners, as well as
employees found that in the previous report we chose well
the presented initiatives and we should also include them in
the next report. However, they stressed the importance of
three topics we decided to elaborate on in the current report.
[G4-19]

STAKEHOLDERS
1. Company’s social activities and their impact on local communities
2. Company’s business strategy and future plans
3. Company’s CSR goals
4. Discouraging irresponsible alcohol consumption

Our results are published every year. The previous, first
online report, published in September 2015 is available
at www.kp.pl/raport.

Methodology
We are preparing our reports according to the international
Global Reporting Initiative* standard, which ensures that we
present issues addressed in the report in an organized way,
[G4-32 a]
and select appropriate indicators. The current report, like the
previous one, was prepared according to the latest GRI G4
reporting guidelines, “Core” version.
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EMPLOYEES
1.Company’s CSR goals and results
2.Company’s business strategy and future plans
3.Impact on the environment

Stakeholders’ survey results were discussed at a decision
workshop we had on 2 June 2016. The workshop was
attended by employees representing individual functions
and departments in our organization. During the workshops
we discussed in detail each of the initiatives covered by the
report. As a result, we approved key reporting aspects, as
well as indicators presented in the Table of reporting
aspects and GRI content Index.
[G4-22] This report does not make any corrections to the information
[G4-23] contained in the FY15 report. We also did not make any
changes in the scope of the report or measurement
methodology, apart from resigning from the presentation of
the NOx and SOx emissions index. Since that index does not
reflect in the best way our emissions into the air, our key
index in terms of emissions is the international measure,
i.e. the CO2 emissions index.
The data we present are reported internally in SABMiller
Group system, and are evaluated within our Group.
Furthermore, the current report underwent an independent
[G4-33] verification made by Bureau Veritas Polska Sp. z o.o.

>

Introduction

>

Sustainability Assessment Matrix Results
Key reporting aspect

Apart from reporting according to the GRI G4 standard we
also have detailed internal reporting of progress within the
five Shared Imperatives of our “Prosper” strategy.
Specifically these are Growing Livelihoods, Sociable
Communities, Resilient Water Supplies, Clean
Environment, and Productive Land. On top of the
efficiency indicators, we also report the level (from 0 to 5)
which we have achieved in each of the five areas.
The requirements to be met at each level are exactly
defined in the Sustainable Development Matrix,
or SAM, common to the entire SABMiller group.

Materiality of the aspect
within the organization

Materiality of the aspect
outside the organization

I. Business partners
supporting small enterprises
selection of suppliers and rules of collaboration

II. The Environment
compliance with environmental regulations
energy consumption
waste management
caring for water resources
consumption of raw materials
emissions

Therefore, the readers of our report can not only find the
values of the indicators, but also the level achieved for
each of the five Shared Imperatives.

III. Employees
employment – employment terms and conditions
(compensation and benefit system, flexible employment formats)
employee growth and human capacity improvement

List of key reporting aspects

health and safety of employees

Following, we present key reporting aspects which
describe our activity in the sustainable development
context. The GRI guidelines adopt the concept of aspect
scopes, which are based on assessments of whether
a given aspect affects the organisation internally or
impacts its external spheres of influence.

IV. Product liability

equal opportunities at work – diversity management policy

brand image and responsible marketing communication, including
the creation of a positive image of beer and consumption models
raw materials purchasing policy
production processes and assurance of the top product quality

V. Social environment
discouraging irresponsible alcohol consumption
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company’s local activities

VI. Sustainable Development Strategy
disclosure of the company’s CSR goals
business responsibility

>

[G4-20] The majority of the identified aspects affect both
[G4-21] the internal and external environments, and vary in
the degree and nature of their impact on, as well as
weight for different stakeholders.

>

Area

Policies

Results

Risks

Employee issues

Information on the policies is presented in the management
approach in the chapter about our company.

We present a number of indicators responsible for such issues
as the scale of employment, employee development, their
safety, and health.

Social issues

We have a number of policies governing commercial matters
and marketing, cooperation with local communities, and
responsible consumption. We present them in chapters on
sociable communities and impact on the social environment.

We use detailed indicators on our social activities and
responsible consumption. You can find more on these matters
in the chapters: Growing livelihoods and Sociable communities.

Human rights issues

Our approach to human rights is discussed at length in
previous reports available here.
Our approach is presented in the chapter about us.

The indicator in this area, which shows in the best way our
impact, is the total number and percentage of significant
investment agreements and contracts that include human
rights clauses.

Environmental issues

In the chapter about the environment we present our
approach to the management of this area. We are
a production company, therefore environmental issues
form an important part of our business.

As a production company we present in details a number of
GRI indicators and own efficiency indicators, including these
related to energy and water consumption, emissions, usage of
materials, as well as waste.

Anti-corruption activities
and anti-bribery activities

We adopted a code of ethics and now have an extended ethic
framework. More information on this topic can be found in the
chapter about us.

We present a GRI indicator on this matter G4-56 – internally
created mission or values of the organization, the code of
conduct and the code of ethics.

Supply chain context

We present a description of our supply chain and rules of collaboration with our suppliers and business partners. On this matter we use two GRI indicators: G4-12,
which describes the supply chain, and G4-EC9, which presents the share of our purchases from local suppliers. For example, we are a major buyer of hops on the Polish market.

Management approach to
risks is presented in the section
on our management.

*The Global Reporting Initiative (GRI) is an international non-profit organisation which develops and safeguards guidelines for responsible business and sustainable development reporting. In May 2013, GRI published new guidelines called GRI G4, which were used in the preparation
of this report.

>
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>

New EU directive 2014/95/EU
On 33 October 2014, Directive 2014/95/EU as regards
disclosure of non-financial and diversity information by
certain large undertakings and groups was passed.
The directive introduced on selected large business
operating in the European Union the obligation to report
social, environmental, employee, and human rights issues,
as well as issues concerning corruption and bribery.
Such businesses will have to present policies on the
above matters, risks related to them, and results, including
in the supply chain context. The directive was introduced
into the Polish legal system in 2015 and shall be effective
as of 1 January 2017.

Therefore, on the previous page we publicly share
information on how, already now, Kompania Piwowarska
meets the obligations of the above directive.
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[G4-31]

Should you have any
questions about this report,
you are more than welcome
to contact me:
Katarzyna Radecka
Sustainable development manager
Katarzyna.Radecka@kp.sabmiller.com

>

As a company which for years has been reporting the
above issues, we are happy about the introduction of this
regulation, as the reporting and management of them is of
great value. In our opinion such issues form an
indispensable element of business, consequently they
should be monitored and managed.

>

Statement from Bureau Veritas independent opinion
Methodology

Introduction and purpose of the work

In the course of drawing its independent evaluation
Bureau Veritas:

Bureau Veritas Polska Sp. z o.o. (Bureau Veritas) was
engaged by Kompania Piwowarska S.A.
(Kompania Piwowarska) to carry out an independent
confirmation of its Sustainable Development Report
prepared for 2016 (Report). This confirmation applies
to the information and data covered by the scope of our
work, described hereunder. Information and data included
in the Report, as well as the way of presentation thereof is
the sole responsibility of Kompania Piwowarska’s
management. Bureau Veritas was not involved in the
preparation of the report. Our sole responsibility was
to give an independent assessment and to confirm
reliability of the information contained in the Report.
The period from 1 April 2015 to 31 March 2016 (financial
year FY16) is the first one for which we performed an
evaluation of Kompania Piwowarska’s Sustainable
Development Report for 2016.

Scope of Work

1. Performed interviews with Kompania Piwowarska
personnel engaged in the preparation of the Report;
2. Reviewed documentation produced
by Kompania Piwowarska;
3. Audited data on the effectiveness of activities;
for indicators given in Table GRI content – with
reference to source data and/or data from
quantitative data aggregation systems.
4. Reviewed Kompania Piwowarska systems on
collecting and analyzing quantitative data.
We performed our work according to Bureau Veritas’s procedures
and guidelines on the drawing of an independent opinion and
confirming social responsible reports, which take into account
our best practice on that matter.
The verification process was planned and performed in
order to obtain limited, but not full, certainty of data and
information given in the Report. We are convinced that the
Report forms an appropriate basis to draw our conclusions

Kompania Piwowarska asked Bureau Veritas to confirm:
Data and information contained in Kompania Piwowarska’s
Sustainable Development Report for the financial
year FY16, i.e. from 1 April 2015 to 31 March 2016.
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Conclusions
On the basis of the methodology and actions given above
we give our opinion, which follows:

We have not identified anything which might suggest that,
with respect to our verification, the statements undergoing
review are inaccurate, or that the information contained
therein is not presented in a reliable way.
In our opinion Kompania Piwowarska established
appropriate systems to collect, process, and analyze
quantitative data related to social responsibility.

Additional commentary
The Report in a transparent way presents
Kompania Piwowarska’s key performance
indicators in the reporting period against the
sustainable development strategy up to 2020,
which helps readers evaluate how
Kompania Piwowarska meets its undertakings.

Limitations and exclusions
The scope of our work does not evaluate
information on:
Activities performed outside the time specified
for the evaluation;
Statements made by Kompania Piwowarska
(expressed opinions, convictions, expectations, goals)
pertaining to current or future intentions.
This statement from the independent opinion should not form
basis to identify all errors, omissions, or inaccuracies, which
may occur.

>

To: Kompania Piwowarska S.A. Stakeholders

>

Statement related to independence, impartiality and competence
Bureau Veritas is a professional service company
specializing in quality management, health and
safety management, environment management,
and CRS management with over 180 years of
tradition in providing independent opinions.
Bureau Veritas implemented a Code of Ethics
to ensure high integrity of its personnel in daily
professional activities. We are in particular
sensitive to interest conflict prevention.

The evaluation team has experience in performing
verifications and evaluations of information, and of
systems and processes related to the environment,
ethics, social responsible, health and safety,
and knows Bureau Veritas methodology used in
processes of confirming CSR reports.

Bureau Veritas Polska Sp. z o.o.
Warszawa, Sierpień 2016

Members of the evaluation team have no
professional relationships with Kompania
Piwowarska, it Board or Management, apart
from ones required to perform this verification.
The verification was performed independently,
with no conflict of interest.

>
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GRI Content Index – the Core Version
[G4-32]
Indicator

GRI G4 Guidelines

Independent
verification

Link

Strategy and analysis
G4-DMA

Management approach to “Communicating information about the company’s CSR goals”

No

page 9

G4-1

“Statement from top decision-makers in the organization on the importance of sustainable development for the organization”

Yes

page 4

Organizational profile
G4-3

The name of the organization

Yes

page 5

G4-4

Key brands, products and services

Yes

page 31

G4-5

The location of the organization’s headquarters

Yes

page 5, 83

G4-6

The number of countries in which the organization operates

Yes

page 7

G4-7

Ownership and legal form

Yes

page 13

G4-8

“Markets covered by the organization (including geographies, sectors serviced, and types of customers and beneficiaries)”

No

page 7

G4-9*

The scale of the organization

Yes

page 2, 5, 7

G4-10

Total headcount

Yes

page 30

G4-11

Percentage of all employees covered by a collective labour agreement

Yes

page 29

G4-12

Organization’s supply chain

Yes

page 45

G4-13

Any significant changes during the reporting period regarding the organization’s size, structure, ownership or supply chain

Yes

page 83

G4-14

Precautionary principle

Yes

page 72

G4-15

External initiatives, declarations, or rules

Yes

page 26, 35

G4-16

Membership in associations or organizations

Yes

page 35

*Partially reported indicator

>
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Indicator

GRI G4 Guidelines

Independent
verification

Link

Identified important aspects and their scopes
Kompania Piwowarska has
subsidiaries which do not carry
out operating activities

G4-17

Information on all entities included in the organization’s consolidated financial statements or equivalent documents

No

G4-18

Process for defining the report content

Yes

page 83

G4-19

Key reporting aspects

Yes

page 83

G4-20

Materiality of the aspect within the organization

Yes

page 84

G4-21

Materiality of the aspect outside the organization

Yes

page 84

G4-22

Impact of all changes in information given in previous reports and reasons for such changes

Yes

page 83

G4-23

Significant changes from previous reporting periods in the scope and aspect boundaries

Yes

page 83

Stakeholder engagement
G4-24

A list of stakeholder groups engaged by the organization

Yes

page 14

G4-25

The basis for identification and selection of stakeholders with whom to engage

Yes

page 14

G4-26

The organization’s approach to stakeholder engagement, including frequency of engagement by type and by stakeholder group

Yes

page 14

G4-27

Key topics and concerns that have been raised by stakeholders, and how the organization has responded

No

page 14

G4-28

Reporting period

Yes

page 83

G4-29

Date of previous report

Yes

page 83

G4-30

Reporting cycle (such as annual, biennial)

Yes

page 83

G4-31

Contact person

Yes

page 86

G4-32

GRI Content Index

Yes

page 87

G4-32a

Methodology

Yes

page 83

G4-33

The organization’s policy and practice with regard to external assurance for the report

Yes

page 83

Report parameters

>
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Independent
verification

Link

Governance structure and composition

Yes

page 13

Organization’s values, principles, standards and norms of behaviour such as codes of conduct and codes of ethics

Yes

page 11, 12

G4-DMA

Management approach to “Supporting small enterprises”

Yes

page 37

G4-DMA

Management approach to “Selection of suppliers and rules of collaboration”

Yes

page 44

G4-EC8

Significant indirect economic impacts, including the extent of impacts

No

page 39, 40

G4-EC9

Proportion of spending on local suppliers at significant locations of operation

Yes

page 81

Indicator

GRI G4 Guidelines

Governance
G4-34

Ethics
G4-56

Economic category

Environmental category**
G4-DMA

Management approach to “Compliance with environmental regulations”

Yes

page 73

G4-DMA

Management approach to “Energy consumption”

Yes

page 72

G4-DMA

Management approach to “Waste management”

Yes

page 77

G4-DMA

Management approach to “Care of water resources”

No

page 67

G4-DMA

Management approach to “Consumption of raw materials”

Yes

page 67

G4-DMA

Management approach to “Emissions”

Yes

page 72

G4-EN1

Materials used by weight or volume

Yes

page 81

G4-EN3

Energy consumption within the organization

Yes

page 73

G4-EN8

Total water withdrawal by source

Yes

page 69

**Indicators apply only to breweries
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Indicator

GRI G4 Guidelines

Independent
verification

Link

Environmental category**
G4-EN15*

Total direct greenhouse gas emissions (Scope 1)

Yes

page 74

G4-EN19*

Reduction of greenhouse gas emissions

No

page 73

G4-EN22

Total wastewater discharge by quality and destination

Yes

page 70

G4-EN23

Total weight of waste by type and disposal method

Yes

page 78

G4-EN27

Extent of impact mitigation of environmental impacts of products and services

Yes

page 72

G4-EN28

Percentage of products sold and their packaging materials that are reclaimed by category of material

Yes

page 79

G4-EN29

Monetary value of significant fines and total number of non-monetary sanctions for non-compliance with environmental laws and regulations

Yes

page 73

Social category. Labour practices and decent work
G4-DMA

Management approach to “Employment terms and conditions (compensation and benefit system, flexible employment formats)”

Yes

page 15

G4-DMA

Management approach to “Employee growth and human capacity improvement”

Yes

page 19

G4-DMA

Management approach to “Health and safety of employees”

Yes

page 16

G4-DMA

Management approach to “Equal opportunities at work – diversity management policy”

Yes

page 26, 27

G4-LA2

Benefits provided to full-time employees that are not provided to temporary or part-time employees,
by significant locations of operations

Yes

page 15

G4-LA6

Type of injury and rates of injury, occupational diseases, lost days, and absenteeism, and total number of work-related fatalities

Yes

page 18

G4-LA9

Average hours of training per year per employee

Yes

page 28

Composition of governance bodies and breakdown of employees by gender, age group, minority
group memberships and other indicators of diversity

Yes

G4-LA12

page 26, 29

*Partially reported indicator
**Indicators apply only to breweries

>
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Indicator

GRI G4 Guidelines

Independent
verification

Link

Social category. Human Rights
G4-HR1

Total number and percentage of significant investment agreements and contracts that include human rights clauses
or that underwent human rights screening

Yes

page 44

Social category. Product liability
G4-DMA

Management approach to “Brand image and responsible marketing communication, including the creation of
a positive image of beer and consumption models”

Yes

page 50

G4-DMA

Management approach to “Hops and malt purchasing policy”

Yes

page 81

G4-DMA

Management approach to “Production processes and assurance of the top product quality”

Yes

page 33

G4-PR1

Percentage of significant product and service categories for which health and safety impacts are assessed for improvement

Yes

page 35

G4-PR3

Type of product and service information required by the organization’s procedures for product and service information
and labelling, and percentage of significant product and service categories subject to such information requirements

Yes

page 60

G4-PR7

Total number of incidents of non-compliance with regulations and voluntary codes concerning marketing
communications, including advertising, promotion, and sponsorship, by type of outcomes

No

page 51

Social category. Society
Management approach to “Discouraging irresponsible alcohol consumption”

Yes

page 49

G4-DMA

Management approach to the “Company’s local activities”

Yes

page 37

>
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G4-DMA

>

