


ABOUT THE REPORT

This is the first Sustainability Report of AllHome prepared in accordance with the 
GRI Standards: Core option and SASB standards.

This report encompasses the economic, social and environmental performance of 
AllHome Corporation (AllHome) for the time period of January 1, 2020 to December 
31, 2020, unless otherwise stated. 

For inquiries or feedback, please contact 
Ms. Robirose M. Abbot, Head of Investor Relations, 
at ir@allhome.ph.
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MISSION

COMPANY PROFILE

AllHome continuously expands and curates its selection of products across 
eight key categories comprising furniture, hardware, appliances, tiles, sanitary 
wares, homewares, linens, and construction materials.

Designed to be a builder’s haven, AllHome offers an immensely vast range of 
products and services, value for money, convenience, and excellent customer 
service. Believing in maximum customer engagement, every AllHome has in-
house building experts available for consultations, as well as a knowledgeable 
and accommodating staff ready to address whatever in-store inquiries the 
customers may have.

AllHome is committed to make achieving home goals possible for its 
customers as every store has value-added services, like free interior styling, 
furniture assembly, and even installation of water heater or decorative lights.

AllHome Corp. (the “Company”), incorporated on May 29th, 2013, is a leading 
all-in-one home improvement retailer in the Philippines that possesses 50 
stores in all major regions of the country as of December 31, 2020. AllHome 
has an aggregate net selling space of approximately 331,590 sqm under 
its portfolio. AllHome envisions to be the most complete full-line home 
improvement center, easily accessible in many locations around the 
country.

With over 800 brands represented in its shops, AllHome brings home and 
construction products and solutions curated for homeowners, in-house 
design consultants, architects and contractors, helping the Filipino people 
to materialize their dream homes and living spaces. The Company offers 
seven distinct product categories in its stores, including furniture, hardware, 
appliances, tiles and sanitary wares, homewares, linens and construction 
materials. 

With stores that are uniquely comfortable and convenient, AllHome offers 
customers a novel shopping experience which not only includes vast product 
offerings but also provides special services including styling consultations 
with in-house design consultants, ready-for-occupancy home furnishing 
services, delivery, customizable furniture, gift registry services and customer 
lounges.

Every item at AllHome is carefully chosen to meet the standard and quality 
customers need and deserve. The professionally picked items reflect the 
emerging market and design trends, and are affordably priced— providing 
every Filipino a chance to beautifully build and furnish their homes.

AllHome is a member of the Villar group of companies, which also includes 
Vista Land and Lifescapes, Inc. Vista Land is one of the largest integrated 
property developers in the Philippines, and owns and operates various 
retail malls and commercial centers in key cities and municipalities in the 
Philippines under the brands “Vista Mall” and “Starmalls”, wherein AllHome 
stores are commonly located.

CORPORATE VALUES

COST CONSCIOUSNESS
Cost is not a question for numbers, but a question of value. It is not what 
we can cut out, but what we can save on. We are lean because we know 
that success does not depend on the number of people, but on the number 
of ideas, and the brilliance of those ideas. We are not cost conscious 
to increase our profit margins, but to guarantee that we have sufficient 
resources for tomorrow. It is not just the cost to us that we must concern 
ourselves with, but that cost to our customers as well.

TEAMWORK
Synergy is one of a corporation's greatest assets. The solitary genius is nice, 
but teams are stronger. We have common goal, we need each other to get 
there. We have each other's back. We have the Company's back.

COMPETITIVE SPIRIT
Everyday, we step into the battlefield knowing we are well equipped.
We are a crack team. Better trained. Better skilled. Better motivated.The 
competition is there for two reasons: to learn from and to knock out. We owe 
it to ourselves to keep building muscle, and we owe it to our customers to 
keep fighting.

HONESTY
We need to be trustworthy, and we need to be trusted. There must be 
integrity and reliability in our word, and our character. Honesty necessitates 
dependability, fairness, probity, and holding on to high principles. It is the 
only way we can believe in each other and our customer can believe in us.

CLOSENESS TO CUSTOMERS
Our future is wrapped up in our customers – along with their dreams, their hopes, their 
lives. We must become part of their community – and their family. What they need is as 
important as what we do. It is what drives what we do. To them, we will always listen. 
From them, we will always learn. They are the reason we exist.
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ALLHOME AT A GLANCE

OPERATIONAL KPI 2020 2019

Total number of outlets 50 45

Number of cities and municipalities present in 15 provinces
32 cities and municipalities

13 out of 49 provinces
27 out of 147 cities and 
municipalities

Total number of opened stores 5 22

Total net selling area (in sqm.) 331,590 296,772

Net selling spaces per store format (in sqm) 
• Large mall-based
• Large free-standing
• Small specialty

• 207,054
• 117,716
• 6,820

• 203,254 
• 86,078
• 3,640

Number of stores per location and format

Large Mall Based
Mega Manila: 17
Luzon: 3
Visayas: 2

Large Free Standing
Mega Manila: 7
Luzon: 3
Mindanao: 3

Small Specialty
Mega Manila: 15

Large Mall Based
Mega Manila: 17
Luzon: 3
Visayas: 2

Large Free Standing
Mega Manila: 5
Luzon: 2
Mindanao: 3

Small Specialty
Mega Manila: 13

Distribution centers 6 3

Suppliers (including concessionaires) over 500

Total number of AllRewards Card members 524,715 371,567

Average number of sign-ups monthly 12,762 7,436

Total website page views 5,282,402 3,652,483

AllHome has a full range of sofas, recliners, cabinets, tables, 
beds and other essential furniture for all types of spaces. 
AllHome curates pieces that are traditional and classic, as 
well as bright and modern, to appeal to a wide range of 
customer preference. 

Products offered: Office, living, dining, bedroom, outdoor 
and children’s furniture

Selected Brands: Ambassador Mattress, Salem, Uratex

In-house Brands: Slumberland, Delofoam, Homsuite, Icons 
Kreativ, Live Art Space, Urban Reluxur, Garden Story

AllHome has quality small and large appliances to fit all 
kinds of customer needs, and feature appliances both from 
affordable and high-end brands.

Products offered: Air-conditioners, refrigerators and 
freezers, washing machines, TVs, sounds systems, kitchen 
appliances, small appliances, digital items (including mobile 
phones and gadgets)

Selected Brands: LG, Samsung, Sharp, Carrier, Condura, 
Whirlpool, La Germania, G.E., Philips

In-house Brands: Fraser (Electric Fans)

PRODUCTS
AllHome stores present a complete line of products curated for Filipinos from all walks of life, including products for the 
maintenance, repair and renovation and decorating of a home. Below is an overview of our product categories, products 
and brands offered at AllHome stores.

Furniture

Appliances
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AllHome’s assortment of kitchenware, glassware, 
dinnerware, and decor bring individuality to rooms and 
homes, possessing quality and affordable wares for 
homeowners from around the country.

Products offered: Tableware, kitchenware, storage and 
organizers, décor.

Selected Brands: Noritake, Luminarc, Corelle, Corningware, 
Ramontina, Rubbermaid, Lodge, Lock&Lock

In-house Brands: Blossoms, Elements, EZ Spaces, My 
Mother’s Cupboard.

Homewares

Linens

While styling a bedroom or a living room, linens are the 
ultimate home dress up items. AllHome’s extensive linen 
collection showcases quality curtains, drapes, table covers, 
bedsheets, and pillowcases for every style, and for every 
space.

Products offered: Comforters, duvets, bedsheets, curtains, 
pillows.

Selected Brands: Canadian, Linens and Things, Joyce and 
Diana, Modern Linens

In-house Brands: Home Threads

Tiles & Sanitary Wares

AllHome has a wide selection of local and imported 
brands of floor, wall and ceiling tiles, as well as sanitary 
ware and fixtures for toilets and bath, marrying both 
functionality and style.

Products offered: Indoor and outdoor tiles, decorative 
tiles, mosaic tiles, engineered wood, laminated flooring, 
vinyl, pavers, decking, Water closets and lavatories, 
bathtubs, shower enclosures and partitions.

Selected Brands: Mariwasa, Gani Marble Tiles, Niro 
Tiles, Tenxen Tiles, Eurotiles, Kent Wood, Puyat Floorings, 
Mawood, Bisazza, European Tiles, Braun, Inax, American 
Standard,HCG.

In-house Brands: Brauhn, Eisei, Teuer, Lustro Tiles, Rossio 
Tiles, Castel.

Hardware

Plumbing materials, electrical items, paint, cleaning aids, 
auto care, hand tools, power tools, garden items– AllHome 
has all the materials needed to build a nice, sturdy and cozy 
home. 

Products offered: Electrical supplies and accessories, 
lighting, plumbing, paints and sundries, hardware, power 
and hand tools, automotive, lawn and garden products.

Selected Brands: Sentry Safe, Solignum, Sento Stainless 
USA, 3M, DeWalt, Stanley, Makita, Dorma, Tramontina, 
Energizer, Phelps Dodge, Mag1, Weber, Black + Decker, Rain 
or Shine, Glade, Fluidmaster, Yale.

In-house Brands: Homsuite, Icons, Leuchte, Markel, 
Berwick, Tough Notch.
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Construction Materials

AllHome also is a one-stop shop for builders and 
contractors, selling lumber, cement, doors, windows, 
roofing and other construction needs with ease and 
convenience. Apart from sourcing quality materials, 
customers may also consult with AllHome’s in-house 
designers for guidance and inspiration.

Products offered: Building materials, wood and 
mouldings.

Selected Brands: ABC, Bayer Makrolon, Solarlite, James 
Hardie, Matwood.

In-house Brands: Finestra, Kernig, Terrawood, Emboss.

In addition to providing a wide range of products, The Company 
also provides services to support the needs of its customers. 
These include door-to-door delivery and installation services, 
customizable furniture services and gift registry services. 

Another unique service provided at AllHome is interior design 
consultation, wherein an in-house design consultant would provide 
recommendations on the AllHome products that suit a customer’s 
specific home improvement and building needs.

The Company also has well-trained, accommodating staff who can 
address all in-store needs and questions that customers may have 
with regards to its diverse range of products and services. 

Lastly, each large-format store also maintains a customer lounge 
that provides a venue for in-store meetings between architects, 
contractors, designers and homeowners.

SERVICES
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PRESIDENT’S REPORT

Dear Fellow Stakeholders,

2020 marked the year AllHome reached 50 stores nation-
wide. With its one-stop shop home store retail concept, 
AllHome offers everything needed to build a comfortable 
home—from construction materials, hardware, décor, 
appliances, furniture, linens to home-ware— all under one 
roof.  As of 2020, AllHome now has 15 small specialty 
stores, 13 large free-standing stores and 22 large mall-
based stores in its portfolio.

AllHome also continues to dovetail on its synergies with 
Vista Land, allowing the Company to use existing commercial 
properties from the country’s largest homebuilder, servicing 
the needs of the communities Vista Land has built. These 
synergies also form part of the larger innovative retail 
ecosystem of the group which provides establishments and 
malls that offer world-class restaurants, shopping and leisure 
experiences easily accessible to its development residents. 

This aggressive expansion has resulted in revenue growth 
of 3% in 2020, generating a total of PhP 12.4 billion in 
direct economic value. This enables AllHome to distribute 
more value and make a significant impact to its numerous 
stakeholders. More than that, however, AllHome now seeks 
to deepen its commitment to sustainability— ensuring that 
the Company grows in a manner that does not jeopardize 
environmental protection, and that puts the wellbeing of 
people first. 

The COVID-19 pandemic has prompted the Company to 
increase its efforts towards the health and safety of its 
employees and its customers. The operational restrictions 
therefore prompted many new digital innovations, aiding 
the Company to reach more customers through platforms 
like Viber, Facebook Messenger and AllHome’s e-commerce 
website—all accessible from the comfort and safety of 

their homes. Moreover, the pandemic also brought new 
opportunities to help communities in need. An example of 
this is the donation of construction materials and supplies to 
convert the Philippine International Convention Center into a 
630-bed improved health facility—aiding the government in 
its battle against the deadly virus. 

AllHome has also reported a positive environmental 
performance for the year 2020. Because of the operational 
restrictions AllHome endured during the strictest months 
of quarantine, its 2020 performance with regards energy 
consumption, emissions, water and waste were much better 
than previous years. AllHome, however, continues to promote 
good environmental stewardship through the many eco-
friendly policies it has in place, such as the use of energy-
efficient lighting and equipment, the recycling and reuse of 
most of its paper waste, and the regular maintenance and 
checks of its generator sets, to name a few. 

While AllHome is still beginning its journey towards 
environmental, social and governance (ESG) excellence, 
it has seen many opportunities lying ahead, especially 
as it aligns itself more strategically to the United Nations 
Sustainable Development Goals for 2030. This renewed 
focus on sustainability will ensure that AllHome remains a 
future-forward Company that provides real and lasting value 
for generations to come.

Benjamarie Therese N. Serrano
President

The year 2020 was another successful year for AllHome. Despite all the challenges 
and restrictions brought about by the COVID-19 global pandemic and the series of 
natural calamities and typhoons that hit the Philippines throughout the year, AllHome 
still continued to operate and expand its reach to more communities across the 
Philippines. 

102-14
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Sustainability at AllHome is a well-rounded approach which is centered upon providing quality 
products and services to all customers, maintaining profitability through prudent financial 
management, creating a healthy and safe environment both for its workforce and customers, all 
while upholding good governance in all its decisions and business operations. 

With these principles at heart, AllHome is well positioned to become the most complete full-line 
home improvement center which is affordable and accessible to Filipinos from across the nation.

SUSTAINABILITY 
AT ALLHOME

Retail trade fosters economic growth through 
the extensive supply of supplies from different 
local suppliers and the establishment of a wide 
retail network across the country, resulting in 
job creation and employment opportunities for 
people living in nearby communities around 
AllHome stores.

Construction materials, hardware, tiles, and sanitary 
wares are intermediate and final products that are 
commonly used in infrastructure development. Hence, 
AllHome serves to meet the structural improvement 
needs of the Filipinos.

The furniture, appliances, homeware, and linen 
industry are continuously evolving. There is a growing 
demand and need for innovative products on the 
market that could help improve people's lives, even in 
simple ways.

AllHome as a home improvement Company 
helps to encourage the creation of sustainable 
cities and communities by making home 
improvement materials and products more 
affordable and accessible, which can contribute 
to making housing more affordable and 
accessible to more Filipinos.

Alignment with the UN Sustainable 
Development Goals
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Materiality
102-46, 102-47

As guided by the GRI and SASB Standards, the Villar 
Group of companies, including AllHome, undertook a 
rigorous process in identifying areas and topics that are 
most material to the Group. 

The Group started by pre-identifying material topics from 
different references and standards such as the sector-
specific publications from GRI and SASB for Multiline and 

Other material topics that have 
emerged from the survey included 
product access and affordability, 
responsible supply chain, community 
impact and development, as well as 
energy and waste management. To 
this end, the Company continues 
to strengthen its community 
engagement and its environmental 
protection practices and policies so 
it may mitigate its impact wherever 
possible. 

As deemed critical to the 
Company’s long-term 
sustainability, AllHome 
holds its responsibility 
towards the provision 
of quality products 
and services to heart, 
along with fostering 
good governance and 
generating economic 
value. The health crisis 
brought about by the 
COVID-19 global pandemic 
also put a highlight on 
health and safety in 2020, 
and moved the Company 
to further prioritize 
building a healthy and 
safe environment for its 
employees, customers, 
and other stakeholders. 

Specialty Retailers & Distributors and Building Products 
& Furnishings. The collated topics were then aligned to 
the Company’s operations and stakeholders, and were 
gauged in terms of materiality. The topics identified as 
material were then processed into a survey where the 
Company further assessed the criticality of impact of each 
issue identified by looking at the nexus between impact to 
business and impact to stakeholders.

Impacts to Business
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1. Revenue & Income
2. Leadership & Governance
5. Product Access & Affordability
6. Responsible Supply Chain
8. Procurement Practices
9. Transportation & Logistics

ECONOMIC SOCIAL ENVIRONMENTAL

3. Health and Safety
4. Product/Service Quality and 

Responsibility
7. Employee Training and 

Competency
10. Local Employment
11. Community Impact & 

Development
12. Marketing and Labeling

13. Eco Products
14. Packaging Use and Disposal
15. Energy Management
16. Waste Management

Stakeholder Engagement
102-40, 102-42, 102-43, 102-44

ENGAGEMENT FREQUENCY KEY TOPICS AND CONCERNS COMPANY'S RESPONSE

E M P L O Y E E S
I N T E R N A L

1. Social media, 
emails
2. Bonding
3. Team-building 
sessions
4. Performance 
evaluations
5. Training and 
development 
sessions
6. Jumpstart

1. Regularly
2. Quarterly
3. Annual
4. Annual
5. Regularly
6. Quarterly

1. Career longevity and 
retention
2. Safe workplace during 
COVID-19 Pandemic

1. Competitive salary and compensation packages
2. Online training and development sessions
3. Work From Home Setup 
4. Shuttle services
5. Temporary waive of attendance
6. Every department is equipped with first aid kit and 
a certified Philippine Red Cross basic emergency 
professional as person-in-charge in case of emergency
7. Regular cleaning and sanitation of office
8. Annual physical examinations and health care plans
9. Regular screening for COVID-19 symptoms (free 
provided by Company)
10.  Free COVID-19 vaccine

I N V E S T O R S  A N D  S H A R E H O L D E R S
E X T E R N A L

1. Annual 
Stockholders 
Meeting
2. Special 
Stockholders 
Meeting

1. Annual
2. As Necessary

1. Financial risks
2. Corporate governance
3. Long-term plans

1. ERM, Risk Management Policy and Business Continutiy 
Plan
5. Efficient loan management
6. Conflict of Interest Policy
7. Insider Trading and Related Party Transactions Policy
8. Whistle-blowing Policy
Good Governance Manual

C U S T O M E R  A N D  C L I E N T S
E X T E R N A L

1. Customer 
satisfaction
2. Viber Commuinity
3. Website: www.
allhome.com.ph
4. Social Media
5. Feedback and 
suggestion form
6. Google My 
Business Reviews

As Necessary 1. Safe Shopping
2. Customer data privacy
3. Stock availability

1. Digitized services:
1.a Personal shopper serivce
1.b Curbside pick-up
1.c Same day delivery
1.d 360 degree virtual store tour
1.e Contactless payment (QR code or card payment)
1.f Free consultations on home and interior styling
1.g Smart shopping through website
1.h Implementation of safety protocols set by IATF and 
LGUs

2. Secured Socket Layer (SSL) or Transport Later Security 
(TSL) based security has been adapted

C O M M U N I T I E S
E X T E R N A L

1. Community 
consultations
2. Social media
3. Live chats
4. Viber groups

As Necessary 1. Local community hiring
2. Health and livelihood 
programs
3. Sponsorships/funding 
for community programs
4. Access to stores/
services

1. Sourcing and hiring talents within the vicinity of 
respective locations
2.a Villar SIPAG Foundation programs
2.b AllHome Builds programs:

2.b.1 LIKHA project
2.b.2. PICC donation for the creation of a quarantine 
facility
2.b.3 Tablet donations
2.b.4 Omegang kay Ganda

S U P P L I E S
E X T E R N A L

1. Accreditation 
process

As necessary 2. Health and livelihood 
programs

1. Products that are not readily available in the Philippines 
are being availed by AllHome with the help of local 
importers and/or consolidators by coursing products 
through them
2. Diverse set of suppliers for each product
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QUALITY SERVICE 103-1

At AllHome, the customer is king. AllHome employees remain dedicated to providing a 
healthy and safe store environment, while delivering an excellent customer journey with 
every visit. With COVID-19, AllHome doubled its efforts on sanitation and health, and also 
created new avenues for customers to shop online, from the comfort of their homes, in 
order to reduce the risk of exposure. By using apps like Viber and Facebook Messenger, 
and by providing a Personal Shopper service to customers buying from home, AllHome 
was able to adapt quickly to the changing needs of its market. 

AllHome always puts its customers first. By 
providing excellent customer experience, a 
wide range of home improvement products 
and services, and a co-located retail 
ecosystem wherein AllHome stores are 
located together with other stores under 
the AllValue group, customers are given an 
enhanced shopping experience that caters 
to their every need. This is what makes 
AllHome a truly innovative retail Company.

The Company’s customers are made up 
of homeowners and renters, contractors, 
architects and interior designers which are 
belonging to the upper middle-income to 
upper income market. 

One way AllHome engages its customers 
is through the “AllRewards” and the 
“Builders Loyalty” Cards, which enable 
customers to earn points for purchases 
under AllValue’s AllRewards membership 
program. Points garnered can be used as 
payment for purchases at any AllValue Store. 
As of December 31, 2020, some 524,715 
AllRewards cardholders were recorded. The 
Company also launched in the third quarter 
of the year the Builders Loyalty Card, which 
is specifically intended for customers of 
hard categories – construction materials, 
tiles and sanitary wares, and hardware—
aimed to reward architects, builders, 
contractors, designers and engineers. As 
of December 31, 2020, membership to the 
Builders Loyalty Card amounted to 2,297 
cardholders.

According to the 2020 Customer
Satisfaction Survey (CSat) conducted by its 
Market Research Team, AllHome was able 
to deliver Satisfactory Service in 2020 with 
an 8.4 over 10 score. Despite its high score, 
AllHome noted some points of concern 
raised by its customers, which include 
product pricing, product durability, speed 
of service, delays in checkout, deliveries, 
and assembly. AllHome acknowledges 

Customer Satisfaction

their concerns and works to improve all the 
systems in its operations to continue bringing 
excellence in its customer journey. In order 
to learn about and act on those concerns 
throughout the year, the Company also 
formally launched the Customer Feedback 
and Suggestion Form in October 2020 
to ensure that concerns are immediately 
addressed on a per-store level. These 
initiatives allow AllHome to have a deep and 
intimate understanding of the changing needs 
of its customers, and helps the Company 
identify more opportunities for customer 
experience improvement.

Propelled by the restrictions from the 
pandemic, AllHome launched new 
touchpoints for its customers to shop from 
the safety of their homes. Through its online 
shop, www.allhome.com.ph, customers can 
browse and order all AllHome products. 
Moreover, the Company has created a Viber 
community with 13 thousand members, which 
equips them to chat and order from Mondays 
to Sundays. Through Viber, customers may 
also engage a personal shopper to help them 
order and shop directly. For construction and 
hardware needs, customers can also chat 
and order from the AllHome Builders Centre 
Shopping Community, which can be done 
Mondays to Sundays as well. 

Technology also enabled AllHome to recreate 
the experience of in-store shopping by 
introducing its 360 degree virtual store tour. 
This helps customers see items on display 
from their computers or mobile phones. 
Moreover, customers that to see and inspect 
items before shopping may interact with a 
personal shopper using video calls and viber 
messaging for quick and swift communication.

These digital solutions ensure that 
customers can stay safe and can buy all their 
home improvement needs from the comfort 
of their homes. 

Customer 
Satisfaction 
Score

8.4/10

AllRewards
Cardholders

524K+

Builders Loyalty
Cardholders

2.2K+
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AllHome implemented strict compliance to 
the health and safety protocols set by the 
Department of Health and the government, 
in the battle against COVID-19. AllHome, 
therefore, only allowed customers aged 
21-59 to enter its premises, and required 
temperature checks, face masks and 
face shields, and implemented social 
distancing and the submission of health 
declaration forms. The Company also 
regularly disinfected all its premises, 
and encouraged cash-free payments. 
Furthermore, AllHome also put social 
distancing markers and installed acrylic 
barriers to keep both employees and 
customers safe. AllHome employees were 
also regularly screened for COVID-19 
symptoms, and were encouraged to stay 
home should any signs of illness arise.

AllHome remains steadfast in maintaining 
a secure shopping experience for all its 

Customer Health and Safety
103-1, 103-2, 103-3, 416-2

customers. Toward this, the Company 
trained its employees on safety 
procedures and actions to be taken in 
case of an emergency. 

On product safety, AllHome’s products 
offer labels of safe use from their 
respective brands, and demos on the 
correct operation and use of the products. 
The Company also offers furniture 
assembly services, which eliminate the risk 
of improper assembly by customers.

Moving forward, AllHome will continue to 
expand and improve its digital platforms 
to increase sales and build long-term 
relationships with its customers, meeting 
their every need without compromising 
safety.

0
substantiated

complaints 

on product or 

service in 2019 

and 2020

AllHome, as a home improvement Company, helps 
to encourage the creation of sustainable cities and 
communities by making home improvement and 
building materials and products more affordable and 
accessible, which can contribute to making housing 
more cost-effective to more Filipinos.

More than just décor and homeware, AllHome has 
a wide range of materials and tools to choose from 
for construction and repair, whether in the start of 
construction or at the finishing stages. Builders and 
homeowners may get lumber, cement mixes, and 
plywood, as well as various tile patterns and designs for 
the bathroom or the kitchen. A selection of power tools 
and other equipment is also available for professional 
builders or DIY-hobbyists alike.

AllHome continues to expand into the Philippine 
builder’s market. As the country’s only full-line home 
center, the Company is strengthening its ability to serve 
and be easily accessible to more building professionals 
servicing projects in major residential areas.

By offering a wide array of products for both home improvement and construction, AllHome 
has become the go-to one-stop-shop for architects, contractors, and DIY hobbyists. Providing 
world-class products at affordable rates, while staying strategically located close to residential 
development and transport hubs, AllHome is uniquely positioned to address all of the 
changing needs of its market. 

Product Quality, Access, and Affordability

AllHome has opened a new Builder’s Centre in Evia 
Lifestyle Center in Las Piñas City, an exciting addition 
to AllHome’s growing roster of stores. Its ease of 
access to exclusive residential developments like 
Portofino, Verdana Homes, and Ponticelli, has made it 
a favorite amongst the affluent market. 

In addition, an AllHome Builders’ loyalty card is 
given for free to new customers, a nod to its effort 
to increase membership base by tenfold in the next 
three years. The card features year-round promos 
and automatic discounts on AllHome exclusive 
brands.

“AllHome Builder’s Centre aims to make material-
sourcing much more convenient and less time-
consuming for builders and contractors. This store is 
designed to provide the no-frills shopping experience 
preferred by busy builders,” said AllValue chairman 
Manny Villar, Jr.

103-1, 103-2, 103-3

Construction Ready
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Strategically Located

AllHome operates through three types of store 
formats catering to a range of customer groups– 
large mall-based stores, free-standing stores, and 
smaller specialty stores. In addition to these are 
the AllBuilders stores targeted for builders and 
contractors.

AllHome has 50 stores nationwide, and continues to 
aggressively expand across the Philippines. Given 
its wide network of housing projects nationwide, the 
Company intends to soon open AllHome branches 
in key cities like Davao, Bacolod and other regional 
economic hubs and cities.

This nationwide expansion, however, does not come 
without risk. Strong competition could negatively 
affect prices and demand for its products and 
services and could decrease its market share. The 

Company must therefore remain competitive in factors 
such as price, store location, product assortment, 
availability and quality, customer service, customer 
shopping experience, attractiveness of its stores and 
presentation of merchandise and brand recognition, or 
a combination of these factors.

Another challenge in regional expansion would 
be operational and logistical risks, due to a limited 
number of large retailers and underdeveloped 
distribution networks. 

The need, however, is there. AllHome will continue 
to bring quality and affordable building and home 
improvement products to all parts of the country 
to enable all Filipinos to create the home that they 
dream of. 

AllHome uses mixed marketing strategies which include 
the use of social media, partnerships with influencers, 
banners, billboards, flyers, print ads, LED walls, radio, 
online advertising, and in-store advertising. 

The Company continues to digitize its marketing 
strategies to maintain a close relationship with its 
customers, even during a pandemic. It therefore uses 
relationship marketing, by providing easy access to store 
staff through Viber, SMS, call and Messenger.  Through 
content and influencer marketing, it also engages its 
target market to shop online. Loyalty programs and local 
store promos also help entice customers to purchase.

Marketing and Labelling
103-2, 103-3, 417-2, 417-3

0
substantiated 

complaints on 

marketing and 

labeling in 2019 

and 2020
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ECONOMIC 
PERFORMANCE
AllHome seeks to provide everyday Filipinos with all their home improvement 
needs. As a Company, it not only contributes to the economy by generating 
revenue, but also uplifts people through the various ways it distributes value to its 
stakeholders. 

AllHome’s performance in 2020 was marked by revenue growth of 3% over the 2019 
revenue level, despite restrictions and challenges from the COVID-19 pandemic—
generating a total of PhP 12.4 billion in direct economic value.

Throughout the year, AllHome increased its sales and gross profit, allowing it to 
sustain its operations and expand its store networks, operating a total of 50 stores 
in 2020, 5 more than in 2019. This expansion has enabled the Company to continue 
contributing to economic growth through its various stakeholders in the form of 
salaries and benefits, dividends, taxes, payments, and in-kind contributions— 
distributing over PhP 3.3 billion in economic value. This expansion succeeded even 
despite the economic blows COVID-19 presented to the market.

Economic Performance

DISCLOSURE
Amount (in PHP million)

2019 2020

Direct economic value generated 12,060.28 12,414.74

Direct economic value distributed: 

Operating costs 2,069.72 2,528.55

Employee wages and benefits 273.16 327.70

Payments to suppliers, other operating costs 17,878.01 10,516.00

Dividends given to stockholders and interest payments to loan providers 25.57 52.50

Taxes given to government 733.53 449.48

Investments to community (e.g., donations, CSR) 0.39 3.05

AllHome has weathered the storm in 2020 through its persistent focus on growth, 
profitability and sustainability. Another key element to the Company’s success in 2020 
was its active engagement with its customers, which led to consistent growth across 
its seven product categories. 

102-7, 201-1Direct Economic Value Generated and Distributed
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Tax

AllHome continues to benefit from its sound business 
strategies and risk-mitigating measures, as reflected in its year 
after year record of financial growth, increased revenues, and 
competitiveness in the market. 

In 2020, the Company observed an increased demand for 
home improvement products as more customers recreated 
their personal spaces by prioritizing comfort, refurbishing, 
and renovating their homes. Because of the pandemic, the 
switch to contactless and digital transactions increased, while 
all-in-one stores were also preferred in order to minimize the 
customer’s need to travel or visit many places and risk virus 
exposure. 

Meeting new demands, AllHome maximized its digital presence 
by boosting its e-commerce site and increasing its visibility on its 
social media assets to leverage its sales and to stay connected to 
the market. The presence of supermarkets in the AllValue retail 
ecosystem also proved invaluable to AllHome, especially during 
the strict months of quarantine wherein the community was most 
concerned about daily needs. To ease customer transaction and 
to ensure health and safety in all its stores, touch-free payments, 
delivery options, and the use of personal shoppers were also made 
available. These efforts helped the Company retain steady growth at 
a time of great business volatility. 

One of the ways AllHome contributes to nation-building is 
through the payment of tax to the government. Towards this, 
the Company’s tax strategy is based on applicable laws and 
regulations, stockholder engagement and the Company’s 
policies and statements. The Company conducts regular 
activities on tax risk management and tax planning, while 
its Audit Committee oversees the review of the Company’s 
compliance with all applicable tax requirements. 

Effective tax planning ensures that AllHome is able to 
optimize all permissible allowances, deductions, concessions, 
exemptions, rebates and exclusions. This helps in minimizing 

tax liability, and enables the Company to save for business 
expansion. In support of this, the Company regularly trains its 
employees on the evolving tax regulations, and conducts regular 
tax planning activities to analyze financial situations, mitigate tax 
liability and maximizing tax relief and credits. As taxation is one of 
the primary ways businesses support the government in its various 
economic and social efforts, AllHome will continue to champion a 
responsible tax strategy as part of its efforts on good governance 
and corporate citizenship.

Growth Strategy

DISCLOSURE Amount (in PHP million)

Revenues from third-party sales 12,325.86

Revenue from intra-group transactions 88.88

Profit/Loss before tax 1,422.77

Tangible Assets 18,729.94

Corporate Income Tax paid on a cash basis 163.64

Corporate Income Tax accured on profit/loss 107.85

103-1, 103-2, 103-3, 207-1, 207-2, 207-3, 207-4

103-3

The pandemic has greatly accelerated digitization in 
the Philippines as more people worked from home and 
learners studied remotely while adapting to the new normal. 
In addressing the new needs of thousands of Filipinos, 
AllHome launched AllDigital— a one-stop shop for all 
things innovative and digital. As the 50th store of AllHome, 
AllDigital will offer a wide variety of gadgets ranging from 
laptops, cellphones, cameras, to even drones, e-scooters 
and collectible toys. 
 
The AllDigital store has customer experience at its core, 
enticing customers to try out the newest technological 
innovations available for grabs. The store features a 
gaming nook that allows gamers to try the latest games and 
consoles, as well as gaming computers. Drones also have a 
dedicated fly zone for customers to fly and test them safely. 
E-scooters can also be run and tested in-store, and avid 
toy collectors may also observe life-size models on display 

Feature Story: AllDigital

which complement a comprehensive array of collectible 
toys. AllDigital aims to offer first-hand experience of the 
latest cutting-edge tech available in the market, attracting 
gamers, tech enthusiasts, photographers, music lovers and 
toy collectors from the upscale market. 

As part of AllHome’s newest expansion, AllDigital proves 
that the Company continuously grows and adapts to meet 
the timely and dynamic needs of the Philippine market. 
The Chairman of AllHome, Manuel B. Villar, explained, 
“As the pandemic pushes us to adopt technology faster, 
AllHome enters the tech world, further expanding its offering 
for the Appliance category and targeting a brand-new 
market. This involves creating a tech hub that houses 
nothing but the best-selling premium products today. It’s 
a place where gadget enthusiasts can come together and 
even learn from one another.” AllDigital is located at the 
second floor of the Evia Lifestyle Center in Las Pinas City.
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EMPLOYEE 
RELATIONS
As the backbone of the Company, AllHome recognizes the invaluable contributions of 
its hard-working and dedicated workforce. This is why AllHome provides competitive 
compensation and benefits package, and various opportunities for personal and 
professional growth. 

In 2020, the Company had 515 employees, with a very balanced gender ratio of 1:1. 
The Company also had a very low attrition rate of 0.77% reinforcing that AllHome is an 
employer of choice in its industry. Because of rapid expansion in 2020, its employee base 
grew by 24% from  the previous year. 

103-1, 103-2, 103-3

Total Number of Employees
102-7, 102-8, 405-1, CG-MR-330a.1

by Employment Contract

by Position

by Age Group

Total: 515

Total: 86

Total: 30

Total: 194
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Total: 280
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4
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166

5

<30 y.o.

30-50 y.o.

>50 y.o.

126
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4

78
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5

<30 y.o.

30-50 y.o.

>50 y.o.

126

144 

4
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5

<30 y.o.

30-50 y.o.

>50 y.o.

148

114 

4

78

166

5

<30 y.o.

30-50 y.o.

>50 y.o.

148

114 

4

78

166

5

<30 y.o.

30-50 y.o.
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GENDER AGE GROUP NEW HIRES TURNOVER

MALE
< 30 y.o. 24 44

30-50 y.o. 34 15
> 50 y.o. 0 0

FEMALE
< 30 y.o. 50 25

30-50 y.o. 15 35
> 50 y.o. 0 0

TOTAL 123 119

RATE 24% 23%

Attrition Rate

0.77%
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Compensation and Benefits

INDICATOR Male Female Total

Total number of employees that took parental leave in 2020 4 9 13

Total number of employees that returned to work after 
parental leave ended in 2020 4 9 13

Return to work rate 100% 100% 100%

103-1, 103-2, 103-3, 401-2

LIST OF BENEFITS
% of female employees 

who availed
% of male employees 

who availed
2019 2020 2019 2020

SSS 100 12 100 13

PhilHealth 100 5 100 2

Pag-IBIG 100 4 100 3

Parental Leaves 5 4 1 2

Vacation Leaves 64 100 60 100

Sick Leaves 38 100 59 100

Medical Benefits (aside from PhilHealth) 100 100 100 100

Housing assistance (aside from Pag-IBIG) N/A 0 N/A 0

Retirement fund (aside from SSS) 1 N/A* 1 N/A*

Telecommuting 19 10.58 15 14.94

* AllHome has yet to determine when to establish a retirement fund.

Parental Leave 401-3

AllHome prides itself in attracting the best talent the country has to offer. By providing competitive remuneration and 
benefits packages, as well as professional development opportunities, AllHome is an employer of choice within its industry. 

Understanding the sustainability and business gains 
associated with a diverse workforce, AllHome does not 
discriminate against any applicant on the basis of gender, 
age, disability, educational attainment, race and religion. In 
2020, AllHome recorded 52% of its employees as female 
and 48% male, reflecting the Company’s culture towards 
gender parity and equality. 

AllHome fosters a Company culture where every voice 
is welcome and valued. The Management is supporting 
diversity and inclusion in the workplace and implements 

INDICATOR Male Female Total

Total number of employees that took parental leave in 2020 0 2 2

Total number of employees that returned to work after parental 
leave ended in 2020 0 2 2

Return to work rate - 100% 100%

Solo Parental Leave 401-3

Employees receive a wide range of benefits as part 
of its remuneration package. Aside from government-
mandated benefits, AllHome also provides additional 
leave entitlements, medical benefits, housing assistance, 
and telecommuting and communication allowances 
for its talent pool. AllHome also provides bonuses 
in addition to the government-mandated 13th month 
pay, and gives opportunities to travel abroad as part 
of its incentive program. This encourages employee 
engagement and retention, while giving more motivation 
for its workforce to excel and be productive.

During the pandemic, sudden shifts in working 
arrangements had to be made to ensure the wellbeing 
and safety of the AllHome workforce. Because of the 
need to close certain offices and stores, AllHome 
arranged alternative working schemes like work-from-
home, and kept close communication with its employees 
on COVID-19 safety protocols and return to work 
guidelines, to safeguard the continuity of its business 
operations. For those who had to be at work premises, 

shuttle services were provided to minimize exposure. 
Moreover, attendance policies were also waived during the 
quarantines to accommodate employees that might be tardy 
or absent due to situations beyond their control. To further 
improve the experience of our frontline personnel during 
the ECQ/MECQ period, AllHome sponsored their meals and 
set-up secure eating places. AllHome also provides all regular 
employees with medical insurance which also covers their 
dependents. 

To further attract the best talent in the country, the Company 
also ensures that the work environment is good and 
comfortable, and that the Company culture gets nurtured 
through quarterly bonding activities in departments, annual 
team-building sessions. Moreover, it garners equal and fair 
opportunities based on merit, and evaluates performance 
regularly and fairly. Lastly, AllHome provides training and 
development so its talent pool may continue to grow 
professionally.

Diversity and Equal Opportunity

non-discriminatory practices in accordance to the 
Department of Labor and Employment (DOLE). Moreover, 
because AllHome has stores across the country, it is able 
to employ people from various backgrounds and locales, 
providing more opportunities in local communities while 
creating value nation-wide.
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DISCLOSURE Male Female

Total training hours provided 1,761.5 1,830.5

Total number of employees attended the trainings 608 561

Average training hours provided 2.9 3.3

For Third-party Employees

In 2020, AllHome provided 32 internal and 41 external 
trainings to its employees. Furthermore, the AllHome Training 
Academy implemented the Supervisory Development Program 
to hone the skills of supervisors in preparation for expansion 
while preparing the team for any unforeseen events due to 
COVID-19. Training programs also apply to workers of its third-
party manpower providers, and include programs on Customer 
Service, Product Proficiency, Retail Salesmanship, etc. 
Training for both organic and inorganic employees ensures 
that AllHome maintains a qualified workforce which can give 
consistent quality service to its customers. 

Trainings also prepare employees to perform future roles and 
responsibilities. Succession planning therefore helps direct AllHome 
to develop a plan to prepare multiple individuals to potentially 
perform higher functions as their careers progress.

Once a year, AllHome conducts performance evaluations for all 
employees, in order to measure their improvement of skills, work 
performance and adherence to corporate values. This helps 
AllHome keep high standards of quality of work and give incentives 
based on merit.

DISCLOSURE Male Female Total

Total training hours provided 2,321 1,920 4,241

Average training hours provided 9.32 7.22 8.23

GENDER Position No. of Hours Average Hours

Male

Top Management - -

Senior Management 8 0.57

Middle Management 616 11.85

Supervisors 1,389 13.23

Rank and File 308 3.95

Female

Top Management 4.5 4.5

Senior Management 75 4.69

Middle Management 418 12.29

Supervisors 1,135 12.75

Rank and File 288 2.29

Training and Development
AllHome was able to provide over 4,000 training hours to 
its employees in 2020 to support and educate an effective 
workforce with the requisite skills and knowledge to serve 
its customers. AllHome provided various training and 
development programs designed to increase productivity 
and performance. While 2020 posed challenges in 

administering trainings, AllHome was able to continue its learning 
and development initiative through online webinars. These webinars 
included topics on Personality Development, Product Proficiency 
Sessions and Basic Customer Service, Retail Salesmanship, and 
Supervisory Development.

103-1, 103-2, 103-3, 404-1, 404-2

Percentage of Employees Receiving Regular Performance and 

Career Development Reviews 

GENDER Position %

Male

Top Management 0
Senior Management 47
Middle Management 60

Supervisors 54
Rank and File 38

Female

Top Management 100
Senior Management 53
Middle Management 40

Supervisors 46
Rank and File 62

404-3

102-41, 103-1, 103-2, 103-3, 402-1

While none of the employees are currently covered by 
Collective Bargaining Agreements or form part of a union, 
AllHome still ensures fair and timely communication with all 
members of its workforce.

AllHome established a framework to address grievances 
through an internal procedure for complaints. Such grievances 
are dealt with promptly, fairly and in accordance to Company 
policies. Reports and information gathered are always verified 
and further investigated. Information is documented properly 
and treated with the utmost confidentiality. The Company 
makes sure that best efforts are enforced to amicably settle any 
employment dispute or issue.

To engage employees in the innovation and improvement of 
its systems, AllHome also established a structured suggestion 
system, employee surveys, and leadership teams. Employees 
who are involved feel their contribution is valued, and in turn 
help find timely solutions to issues or inefficiencies. With 
this, AllHome conducts an Annual Values Session activity 
wherein all voices of employees shall be heard. The summary 
of employee's concerns, thoughts, and recommendations 
shall be part of Management decision-making. The Company 
also implements “It’s time to K.I.S.S. (Keep it Simple and 
Straightforward)”, a program that allows employees to 
suggest ways to simplify the current methods and practices 
of the Company. Employees that provide the best ideas are 
recognized and rewarded by the Chairman, and the suggested 
improvements are implemented. To further foster engagement, 
AllHome also runs Jumpstart— a quarterly activity that rewards 
and recognizes outstanding individual and team performance. In 
2020, however, the three Jumpstart events organized were held 
online via Zoom for the first time, due to limitations on physical 
contact due to the pandemic.

AllHome ensures that the human rights of all its employees are 
protected and fulfilled. Towards this, the Company put in place 
policies that prevent discrimination and misconduct. It has therefore 
created and implemented a comprehensive Code of Business 
Conduct and Ethics to address violations, grievances, and to ensure 
that transparency and proper conduct are consistently observed. 
The Company has also institutionalized a Non-discrimination Policy 
which encourages respect for differences in all aspects. Complaints 
on discrimination are acted on promptly as prevention and 
remedial actions are done after the investigations to prevent repeat 
incidents. Further, AllHome has also adopted a policy against 
sexual harassment in the workplace, as based on the definition 
of sexual harassment set forth in Section 3 of Republic Act 7877. 
Correspondingly, grievances of all kinds are also heard through its 
Whistle-Blowing and Open-Door policies, which allow everyone to 
raise out their concerns with the assurance that they will be treated 
fairly and with the utmost confidentiality. The Company permits 
no employment-based retaliation against anyone who brings a 
complaint or any work-related concerns.

legal actions or employee 

grievances involving forced 

of child labor

Minimum number of weeks’ 

notice provided to employees 

who will be affected by the 

significant operational changes

1 
week 
prior

Employee Engagement 
and Labor Management

0
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103-1, 103-2, 103-3, 403-1, 403-2, 403-3, 403-4, 403-5, 403-6, 403-7

AllHome ensures that its employees and contractors have a 
safe and conducive work environment which respects workers 
fundamental rights and freedoms. 

One of the ways AllHome promotes this is by championing 
Occupational Health and Safety (OHS). AllHome has recorded 
a total of 1,071,136 safe man-hours in 2020, and has organized 
100 safety drills for the organization and its personnel to stay 

as a safe as possible. In 2020, it had recorded no work-related 
fatalities or ill-health, but has noted 8 work-related injury incidents. 
Because AllHome’s operations require employees to be involved 
in the transportation and installation of home improvement fixtures, 
both in the structures of its customers as well as in its facilities, there 
were reported bruises, dislocations, and muscle strains caused by 
the lifting of merchandise on rackings.

DISCLOSURE Employees If yes, how many 
are covered?

Covered by an OHS management system based on legal 
requirements and/or recognized standards/guidelines Yes 100%

Covered by an OHS management system based on legal 
requirements and /or recognized standards/guidelines that has been 
internally audited?

Yes 100%

Covered by an OHS management system based on legal 
requirements and/or recognized standards/guidelines that has been 
audited by an external party?

No N/A

Safety Statistics 403-9, 403-10

403-8

INDICATORS Quantity

Lost Time Accidents 8

Incidence Rate 2.64

Severitry Rate 52.72

Lost Days 12

Number of fatalities as a result of work related injury 0

Rate of fatalities as a result of work related injury 0

Number of high-consequence work-related injuries (excluding fatalities) 0

Rate of high-consequence work-related injuries (excluding fatalities) 0

Number of recordable work-related injuries 8

• Bruises 5

• Dislocations 2

• Muscle Strains 1

Rate of recordable work-relatable injuries 7.47

Number of hours worked 1,071,200

Safe man hours 1,071,136

Number of fatalities as a result of work-related ill-health 0

Number of recordable cases of work-related ill-health 0

Workplace Conditions and Safety
The health and safety policy of the Company guarantees a 
place of employment that is free from hazardous conditions 
that are likely to cause physical harm to employees and its 
clients. This includes the provision of proper orientation to all 
employees, risk assessment and prevention programs, and 
training of safety officers and first aiders. Furthermore, the 
Company employs designated safety personnel to ensure 
all its safety protocols are being implemented at all its sites 
and stores. All of AllHome’s health and safety policies and 
measures are aligned with DOLE regulations and Republic Act 
11058: “An Act Strengthening Compliance with Occupational 
Safety and Health Standards and Providing Penalties for 
Violations Thereof”.

In 2020, the COVID-19 pandemic became a major health 
and safety concern for AllHome and its stakeholders. The 
Company, therefore, adopted several new measures to cope 
with the risk of infection. 

To increase awareness on COVID-19 risks, AllHome 
continuously issued COVID-19 policies and guidelines 
on health and safety protocols. Further, posters and print 
resources about COVID-19 were placed in all entrance 
points of offices and stores. While many employees were 
encouraged to work from home, AllHome ensured that those 
who manned the stores were well protected.

The Company also provided surgical masks, face shields, 
alcohol and sanitizers, as well as personal protective 
equipment for each office. Safety Officers were also assigned 
to ensure that prevention and control practices are strictly 
implemented. Employees were asked to submit Daily Health 
Symptoms forms, to monitor their temperature, to frequently 
wash their hands, to observe physical distancing and limit 
face to face interaction. They were also instructed to regularly 
disinfect and clean work areas and common spaces. For 
workers who had to physically come to work, meals were 
provided. Transportation was also provided through shuttle 
services (pick-up point to office and vice-versa) because during 
the lockdown, commuting became a real challenge because of 
the bans on certain types of public transportation.

To identify and assess hazards, AllHome Safety Officers 
undergo Basic Occupational Safety and Health Training. First 
Aid Trainings are also provided so that emergency situations 
may also be addressed with an immediate response. These 
trainings are made available to a number of employees 
in each working area to be able to ensure safety and to 
respond to emergency situations. The level of safety training 
also corresponds to the level of risk of work. Trainings are 
conducted annually for free and attended by employees from 
different store and office locations. Those who attend the 
trainings are provided with meals, transportation allowance 
if done off-site and can also secure a copy of their training 

certificate. In 2020, trainings are delivered through Zoom.
The Company also conducts periodic workplace inspections. 
Through regular site inspection, audit and assessment, the Company 
identifies areas that needs to be checked and regularly monitored. 
Employees and authorized personnel such as Safety officers and 
security personnel can report directly to the Facilities Management 
Department if they notice any work-related hazards. 

To keep track of employees’ health, the Company organizes annual 
physical examinations on-site and also provides health care plans 
to employees and their dependents. AllHome partners with a 
health care provider to help regularized employees keep track of 
their health and assists them with their medical concerns. Regular 
employees are also entitled to paid sick leaves as part of their 
employment benefits package. Employees are also encouraged to 
keep an active and healthy lifestyle through information campaigns 
and fitness activities.

Moreover, in compliance with the Department of Labor and 
Employment guidelines for the implementation of a workplace policy 
and program on Tuberculosis, Hepatitis B, and HIV, the Company 
laid out guidelines for the prevention and control of these health 
risks. AllHome facilitates a referral system to provide assistance and 
for better management and treatment of these cases.

Also, in cooperation with the mall and building administration, 
AllHome participates in the earthquake and disaster response drills 
which are done periodically. Through these trainings, employees 
and building personnel are equipped with knowledge and skills 
to enhance disaster preparedness and response. In an event of 
a disaster, the Company's primary goal is to keep our employees 
and clients safe and prevent further injury by moving them to a 
safer space. The Company fully complies with the safety rules and 
protocols of the government.

Because of AllHome’s commitment to the health and safety of 
its employees, the Company implements various occupational 
health services which serve and complement its policies on non-
discrimination, reasonable working arrangements, and improvement 
of workplace conditions, among others. 

These policies and services provide employees with a working 
space free from harm, equipped with proper ventilation and 
adequate sanitary facilities, thereby reducing the possibility of 
disease transmission. Periodic annual medical examinations allow 
the early detection of occupational and non-occupational diseases, 
and determine the effect of exposure of employees to health 
hazards.
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As AllHome continues to grow and expand its operations to serve more Filipinos, 
its commitment towards sustainability is also gaining momentum. By engaging local 
suppliers and vetting them on their sustainability performance, AllHome is able to use 
its leverage as positive push for change. Moreover, by ensuring its operations are clean 
and green, when it comes to its energy consumption, emissions, water use, and waste 
generation, it is able to mitigate and lessen its impact on the planet. Lastly, by being 
responsible stewards of data, especially with the increased use of digital platforms, 
AllHome ensure that the privacy and security of its customers, employees and wider 
audience is safeguarded.

Responsible Supply Chain

AllHome, as part of the retail industry which relies heavily on 
the procurement and transport of goods, puts great efforts 
into choosing its suppliers. 

Aside from its retail partners and suppliers, the Company 
also relies on third-party distributors and suppliers, including 
concessionaires for its inventory intake and store displays, 
and other third-party service providers such as logistical 
services for the delivery of its products to its stores, 
distribution centers and in-store warehouses.

When engaging with suppliers, AllHome employs a 
stringent accreditation process to ensure that its suppliers 
adhere to certain sustainability standards when it comes to 
environmental performance and labor management. Through 
audits, quality control and inspections, the Company vets all 
potential suppliers and measures their viability against the 
Company’s provisions in its “Conduct of Business and Fair 
Dealings” policy. 

Suppliers are vetted, chosen, and accredited based on 
sustainability indicators, as well as customer preference, 
product quality, profit margin, after-sales service, marketing 
support, and incentives program. The sustainability indicators 

In its efforts to champion local players, AllHome sources all its products from Filipino companies— thereby ensuring 
that most of the value it distributes gets invested back into the country’s economy. By leveraging its position, AllHome 
also promotes sustainable operations by vetting and accrediting supplying companies with the best ESG indicators. 

In addition, the Company generally offers delivery services 
for its products. To this end, the Company hires reliable third-
party logistics providers for the distribution and delivery of 
its products to its various stores and has made arrangements 
for certain delivery trucks to be designated for AllHome’s 
exclusive use to ensure quality service delivery. 

include environmental performance and safety in facilities 
and offices, information on their manpower and labor 
relations which include questions on human rights, child and 
forced labor, bribery and corruption, among others.

The AllHome Merchandising Group also conducts a quarterly 
review of the suppliers’ performance to see if the Company 
will renew their annual contract. Suppliers can raise their 
concerns through the form of a letter sent through email 
or personally delivered addressed to the Purchasing or 
Merchandising Head.  These concerns may also be raised 
during the supplier's performance review done every quarter.

103-1, 103-2, 103-3

102-9
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Responsible Consumption 103-1, 103-3

AllHome is committed to managing its impact on the environment wherever 
possible, and optimizing all available resources to maximize their use. To 
this end, the Company monitors and manages its performance on energy 
consumption, water use, and waste generation. The Company also ensures 
compliance to all the environmental rules and regulations set by the 
government and its various agencies. 

Environmental Compliance

0
monetary fines and non-

monetary sanctions for 

non-compliance with 

environmental laws and/or 

regulations in 2020

307-1

AllHome is a Company concerned about the sustainability of its enterprise 
operations both in the industry and in the communities where it operates. 
However, as AllHome is a lessee of Vistamall, compliance with government 
environmental regulations is not monitored by the Company. Nonetheless, 
the Company puts in place energy-saving initiatives and progressive waste 
segregation policies to adhere to the environmental policies imposed by the 
owners of the Mall where AllHome stores are located.  

As the first “one-stop shop” home improvement retailer in 
the Philippines, AllHome was built for Filipino homeowners 
and builders, therefore it also sources all its products from 
Philippine-based companies who specialize in construction, 
interior design, and other home-building and home-improving 
products. When needed, AllHome avails its imported 
products by coursing them through local importers and/or 
consolidators, but always puts local products and suppliers 
first. Furthermore, AllHome also develops its own in-house 
brands to ensure product differentiation against 
its competitors. 

As the market shifts to new demands and tastes from a younger 
millennial population, the Company continuously improves and 
expands its product ranges to fit the changing home-improvement 
market of the Philippines. The Company, therefore, continues 
to strive to be “the top-of-mind choice of Architects, Builders, 
Contractors, Designers, and Engineers (ABCDE) for ALL the 
products and ALL the services they need, ALL in one convenient 
location; a true home improvement one-stop shop made for home 
buyers and home builders alike.” The Company therefore always 
searches for new and innovative products and designs available 
both locally and internationally.

AllHome contributes to national economic growth by buying from and engaging suppliers along its dynamic supply chain. In 2020, 
AllHome spent 100% of its procurement budget on local suppliers, ensuring that the value distributed through its supply chain 
nurtures and contributes to the local economy. 

SCOPE Number of Suppliers Payments Made to Suppliers 
(in PHP million)

National 948 9,729.10

Regional 248 786.90

TOTAL 1,196 10,516.00

103-1, 103-2, 103-3, 204-1

ENERGY 2019 2020 Reduction*

Gasoline (in GJ) 24,614 Data not available Data not available

Diesel (in L) N/A 14,700 N/A

Electricity  (in MWh) 23,107 19,323 3,784

* The figure is the difference between the 2019 and 2020 values. Negative values mean an increase in consumption

103-2, 103-3

AllHome consumed a 
total of 19,323 MWh and 
14,700 L in 2020. Electricity 
consumption declined in 
2020 by 3,784 MWh, which 
is attributable to impact of 
the pandemic, forcing many 
stores to shut during the 
periods of strict quarantine. 

Although the restrictions eased towards the end of the 2020, 
AllHome also initiated several energy-saving approaches to lessen 
its consumption day-to-day. These include the use of energy-
efficient lighting and equipment, the optimization of store lighting 
based on operational needs, the maximization of natural light in its 
store designs, regular preventive maintenance, among others. 

During natural calamities, wherein power interruptions are 
most prolonged, the diesel consumption of the Company goes 
up alongside the use of generator sets maintaining business 
operations. To ensure the most efficient fuel consumption, 
AllHome regularly maintains and checks its generator sets so 
that fuel wastage may be mitigated or prevented. 

EMISSION 2019 2020 Reduction*

Direct (Scope I) GHG Emissions 1,668 39.35 1,629

Energy indirect (Scope 2) GHG Emissions 16,457 13,762 2,695

Emissions in Tonnes CO
2
e 103-2, 103-3, 305-1, 305-2, 305-5

On air emissions, both Scope 1 and Scope 2 GHG emissions of 
the Company dropped by 98% and 13% respectively in 2020. 
These trends have mainly emerged as a result of reduced 
operations due to the community quarantine protocols which 
lessened AllHome’s overall consumption of energy, and 
therefore also its CO2 emissions.

As a network of stores in different locations and with varying 
sizes all over the Philippines, the Company’s energy usage 
is utilized to power and maintain its operations via generator 
sets, vehicles, and electricity-powered installations as part 
of its stores. Hence, the Greenhouse Gases (GHG) coming 
from AllHome are limited to its vehicles, generator sets, and 

electricity use. To limit its impact, AllHome conducts yearly 
emission tests for its generator sets in accordance to the 
DENR Standards, and runs in-house checks monthly in order 
to best maintain and monitor the state of its equipment.

AllHome continues to keep up with the latest best practices 
for sustainable businesses, and strives to become an 
environmentally-friendly enterprise.

302-1, 302-4, CG-MR-130a.1

Energy Use and Emissions

* The figure is the difference between the 2019 and 2020 values. 
Negative values mean an increase in consumption
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Procurement Practices



Waste 103-1, 103-2, 103-3, 306-1, 306-2, 306-3, CG-MR-410a.3

Recyclable Wastes 
(in tons)

2019 2020

2.4* 3.2**  
*Carton wastes only
**3 tons of carton waste; 200 kg of plastics

303-1, 303-5Water

Water is another precious resource that AllHome is conscious in conserving. In 2020, the Company consumed 
33,951 m3 of water, mainly used for domestic consumption such as the use of toilets and cleaning activities.

Water Consumption
(in cubic meters)

2019 2020

42,434 33,951

AllHome also does its best to minimize its waste by 
recycling and reusing packaging materials and cartons. 
It does so by using used cartons as packaging for 
customers when they purchase merchandise, and by 
selling the rest of the cartons and paper to recyclers, in 
order to minimize the waste that ends up in landfills. In 
2020, AllHome generated a total of 3.2 tons of recyclable 
solid waste, 3 tons of which were carton waste and 200 
kgs of plastic waste, mainly from packaging materials from 
the various homewares and merchandise it sells. 

With an expansive business network across the 
Philippines heavily reliant on carton usage, AllHome 
has an instituted waste segregation policy and program 

in place, which also ensures employees are trained and 
reminded to observe proper waste segregation throughout 
AllHome stores.

AllHome also uses paper bags and encourages its customers 
to bring their own eco-bags to lessen the need to use new 
packaging materials such as plastic at the check-out counters. 

AllHome recognizes that continued reliance on plastic has 
adverse effects on the environment. As a responsible business 
enterprise, AllHome will take progressive steps to significantly 
reduce the plastic waste generated by its operations.

Information Security

103-1, 103-2, 103-3, 103-1, 103-2, 103-3, 418-1, CG-MR-230a.1, CG-MR-230a.2

AllHome acknowledges the risk exposure of customer information due to 
its COVID-19 Tracker, AllHome e-commerce Site, and AllRewards Loyalty 
Program. In ensuring customer privacy, AllHome implemented a strict 
policy that strictly prohibits deliberate disclosure of pertinent data under 
its Code of Conduct and Business Ethics, section on Offenses Against 
Company Interest-Dishonesty. 

Moreover, the Company runs strict data and information security in 
accordance with the Data Privacy Act or Republic Act 10173. Towards 
this, the Company has put in place appropriate controls and measures 
to protect customer data regarding its collection, handling, use, sharing, 
processing, disposal, or storage, especially sensitive and critical data.

Customer Privacy

0 

substantiated complaints on 

customer privacy in 2019 and 2020

Data Security
CG-MR-230a.1

Data Security is an area of great concern to the Company as digitalization 
becomes more dynamic and brings about new threats. AllHome therefore 
abides by the procedure and regulations set forth by the government, 
which including the guidelines set by the Department of Trade and Industry 
(DTI) and the provisions of the Data Privacy Act the DPA. The Company’s 
Data Privacy Officers regularly attend trainings and seminars accredited 
and organized by the National Privacy Commission.

In 2020, the Company used multi-layer security technologies from Anti-
Virus to Intrusion Prevention System/Intrusion Detection System (IPS/IDS) 
on its data centers. AllHome also conducts periodic inspections regarding 
the inclusion of policy forms, physical and electronic data storage, and data 
processing and disposal. 

With the surge of online transactions, the Company also converted all 
existing web applications that are external facing to Secured Socket Layer/
Transport Layer Security (SSL/TLS) based security. For internal systems, the 
IT department installed a VPN in its employees’ laptops/desktops.

There have been no data breaches recorded in 2020. However, 
AllHome continues to strengthen its existing data security controls to 
ensure the protection of business operations, especially those that are 
conducted digitally.

0 

data breaches, including leaks, 

thefts, and losses of data in 2019 

and 2020
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AllHome always seeks to improve the lives of the communities where its 50 stores are 
located nationwide. Aside from sourcing and hiring talents within their vicinity, AllHome 
also finds ways to give back to the communities it operates in. To foster this principle, 
employees are encouraged to engage in volunteer programs such as clean-up drives 
to protect the critical habitat nearby, and to participate in projects under the Villar 
SIPAG program of the Villar Group, which include nutrition caravans, medical and dental 
missions, river rehabilitation programs, and various livelihood programs.

103-1, 103-2, 103-3, 203-1

In 2020, AllHome participated in some of the 
community initiatives that addressed new needs 
that arose from the pandemic, relieved victims of 
typhoons and helped support the livelihoods of 
local artisans. 

In April, AllHome participated in the Bayanihan 
Against COVID-19 government program through 
the donation of construction materials and supplies 
to convert the Philippine International Convention 
Center into a 630-bed improved health facility. 

Through the Omegang kay Ganda campaign, the 
proceeds from the sale of Omega items were 
donated to Villar Sipag Foundation, wherein 10% of 
its sales were donated to typhoon victims in Bicol. 

In addition, 30 tablets were given to teachers of a 
public school to aid them in conducting distance 
learning, benefiting both teachers and students 
who were impacted by school disruptions during 
the COVID-19 quarantines. 

Through AllHome Builds, the Company was 
also able to use recycled brown bags and 
reusable bags instead of plastics. The Company 
implemented this in 50 stores, each with a 
transaction count averaging at 200 a day per 
branch. The estimated number of bags used per 
month is at 270,000 brown bags a month. 
AllHome Butuan also donated to the Butuan 
Medical Center personal protective equipment 
for their health workers. In addition, AllHome also 
provided 201 stools, Lotus Safety Goggles, single 
respirators, respirators without cartridges, 16L 
knapsack sprayers and 5L pressure sprayers, in aid 
of their COVID-19 efforts.

Lastly, AllHome also participated in the LIKHA 
project of the Villar Foundation, which supports 
livelihood programs in Las Pinas Area and features 
artisanal creations made from dried water hyacinth 
"water lily" leaves, such as baskets, plant holders, 
and storage bins.
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GENERAL DISCLOSURES

STANDARD DISCLOSURE PAGE NUMBERS AND/OR
DIRECT ANSWERS OMISSION

GRI  101 :  FOUNDATION 2016
GENERAL DISCLOSURES
GRI  102 :  GENERAL D ISCLOSURES 2016
GRI 102-1 Name of the organization 4

GRI 102-2 Activities, brands, products, and services 6, 7

GRI 102-3 Location of headquarters LGF Building B Evia Lifestyle Center, Vista 
City, Daanghari, Almanza II, Las Piñas City

GRI 102-4 Location of operations Philippines

GRI 102-5 Ownership and legal form https://corporate.allhome.com.ph/our-
company/shareholdings-structure/

GRI 102-6 Markets served 6, 7

GRI 102-7 Scale of the organization 6,  25, 29

GRI 102-8 Information on employees and other workers 29

GRI 102-9 Supply chain 37

GRI 102-10 Significant changes to the organization and its supply chain This is AllHome's maiden sustainability report.

GRI 102-11 Precautionary Principle or approach https://corporate.allhome.com.ph/corporate-
governance/enterprise-risk-management/

GRI 102-12 External initiatives None

GRI 102-13 Membership of associations Philippine Retailers Association

STRATEGY
GRI 102-14 Statement from senior decision-maker 12

ETHICS AND INTEGRITY
GRI 102-16 Values, principles, standards, and norms of behavior 5

GOVERNANCE

GRI 102-18 Governance structure
https://corporate.allhome.com.ph/corporate-
governance/board-of-directors-and-senior-
management/

STAKEHOLDER ENGAGEMENT
GRI 102-40 List of stakeholder groups 17

GRI 102-41 Collective bargaining agreements 33

GRI 102-42 Identifying and selecting stakeholders 17

GRI 102-43 Approach to stakeholder engagement 17

GRI 102-44 Key topics and concerns raised 17

REPORTING PRACTICE

GRI 102-45 Entities included in the consolidated financial statements https://corporate.allhome.com.ph/company-
disclosures/annual-reports/

GRI 102-46 Defining report content and topic Boundaries 16

GRI 102-47 List of material topics 16

GRI 102-48 Restatements of information This is AllHome's maiden sustainability report.

GRI 102-49 Changes in reporting This is AllHome's maiden sustainability report.

GRI 102-50 Reporting period About the Report

GRI 102-51 Date of most recent report This is AllHome's maiden sustainability report.

GRI 102-52 Reporting cycle Annual

GRI 102-53 Contact point for questions regarding the report About the Report

GRI 102-54 Claims of reporting in accordance with the GRI standards About the Report

GRI 102-55 GRI content index 44

GRI 102-56 External assurance This report did not undergo external 
assurance.

GRI CONTENT INDEX
TOPIC-SPECIFIC DISCLOSURES

STANDARD DISCLOSURE PAGE NUMBERS AND/OR DIRECT ANSWERS OMISSION

ECONOMIC PERFORMANCE

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 24, 25

GRI 103-2 The management approach and its components 25

GRI 103-3 Evaluation of the management approach 26

GRI 201: Economic 
Performance 2016 GRI 201-1 Direct economic value generated and distributed 25

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 26

GRI 103-2 The management approach and its components 26

GRI 103-3 Evaluation of the management approach 26

GRI 207: Tax 2019

GRI 207-1 Approach to tax 26

GRI 207-2 Tax governance, control, and risk management 26

GRI 207-3 Stakeholder engagement and management of concerns related to tax 26

GRI 207-4 Country-by-country reporting 26

SUPPLY CHAIN    

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 38

GRI 103-2 The management approach and its components 38

GRI 103-3 Evaluation of the management approach 38

GRI 204: 
Procurement 
Practices 2016

GRI 204-1 Proportion of spending on local suppliers 38

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 37

GRI 103-2 The management approach and its components 37

GRI 103-3 Evaluation of the management approach 37

GRI 308: Supplier 
Environmental 
Assessment 2016

GRI 308-2 Negative environmental impacts in the supply chain and actions taken

No negative 
environmental 
impacts were 
identified in 2020.

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 37

GRI 103-2 The management approach and its components 37

GRI 103-3 Evaluation of the management approach 37

GRI 414: Supplier 
Social Assessment 
2016

GRI 414-2 Negative social impacts in the supply chain and actions taken
No negative social 
impacts were 
identified in 2020.

CUSTOMER MANAGEMENT    

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 20

GRI 103-2 The management approach and its components 20

GRI 103-3 Evaluation of the management approach 20

GRI 416: Customer 
Health and Safety 
2016

GRI 416-2 Incidents of non-compliance concerning the health and safety impacts of products 
and services 20

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 18, 21

GRI 103-2 The management approach and its components 23

GRI 103-3 Evaluation of the management approach 23

GRI 417: Marketing 
and Labeling 2016

GRI 405-1 Incidents of non-compliance concerning product and service information and 
labeling 23

GRI 417-2 Incidents of non-compliance concerning product and service information and 
labeling 23

GRI 418: Customer 
Privacy 2016 GRI 418-1 Substantiated complaints concerning breaches of customer privacy and losses of 

customer data 41
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LABOR PRACTICES AND EMPLOYEE DEVELOPMENT

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 28

GRI 103-2 The management approach and its components 28

GRI 103-3 Evaluation of the management approach 28

GRI 405: Diversity 
and Equal 
Opportunity 2016

GRI 405-1 Diversity of governance bodies and employees 29

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 28

GRI 103-2 The management approach and its components 28

GRI 103-3 Evaluation of the management approach 28

GRI 401: 
Employment 2016

GRI 401-1 New employee hires and employee turnover 29

GRI 401-2 Benefits provided to full-time employees that are not provided to temporary or 
part-time employees 30

GRI 401-3 Parental leave 30, 31

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 32

GRI 103-2 The management approach and its components 32

GRI 103-3 Evaluation of the management approach 32

GRI 404: Training 
and Education 2016

GRI 404-1 Average hours of training per year per employee 32

GRI 404-2 Programs for upgrading employee skills and transition assistance program 32

GRI 404-3 Percentage of employees receiving regular performance and career development 
reviews 33

LABOR/MANAGEMENT RELATIONS

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 33

GRI 103-2 The management approach and its components 33

GRI 103-3 Evaluation of the management approach 33

GRI 402: Labor/
Management 
Relations 2016

GRI 402-1 Minimum notice periods regarding operational changes 33

EMPLOYEE HEALTH AND SAFETY

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 34

GRI 103-2 The management approach and its components 34

GRI 103-3 Evaluation of the management approach 34

GRI 403: 
Occupational 
Health & Safety 
2018

GRI 403-1 Occupational health and safety management system 34

GRI 403-2 Hazard identification, risk assessment, and incident investigation 34

GRI 403-3 Occupational health services 34

GRI 403-4 Worker participation, consultation, and communication on occupational health and 
safety 34

GRI 403-5 Worker training on occupational health and safety 34

GRI 403-6 Promotion of worker health 34

GRI 403-7 Prevention and mitigation of occupational health and safety impacts directly linked 
by business relationships 34

GRI 403-8 Workers covered by an occupational health and safety management system 34

GRI 403-9 Work-related injuries 34

GRI 403-10 Worker-related ill health 34

COMMUNITY DEVELOPMENT

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 42

GRI 103-2 The management approach and its components 42

GRI 103-3 Evaluation of the management approach 42

GRI 203: Indirect 
Economic Impacts 
2016

GRI 203-1 Infrastructure investments and services supported 42

ENERGY & EMISSIONS    

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 38

GRI 103-2 The management approach and its components 39

GRI 103-3 Evaluation of the management approach 39

GRI 302: Energy 
2016

GRI 302-1 Energy consumption within the organization 39

GRI 302-4 Reduction of energy consumption 39

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 38

GRI 103-2 The management approach and its components 39

GRI 103-3 Evaluation of the management approach 39

GRI 305: Emissions 
2016

GRI 305-1 Direct (Scope 1) GHG emissions 39

GRI 305-2 Energy indirect (Scope 2) GHG emissions 39

GRI 305-5 Reduction of GHG emissions 39

WATER

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 40

GRI 103-2 The management approach and its components Vistamall manages 
AllHome's water 
consumption.GRI 103-3 Evaluation of the management approach

GRI 303: Water and 
Effluents 2018

GRI 303-1 Interactions with water as a shared resource 40

GRI 303-2 Management of water discharge-related impacts Not applicable

GRI 303-5 Water consumption 40

WASTE    

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 40

GRI 103-2 The management approach and its components 40

GRI 103-3 Evaluation of the management approach 40

GRI 306: Waste 
2020

GRI 306-1 Waste generation and significant waste-related impacts 40

GRI 306-2 Management of significant waste-related impacts 40

GRI 306-3 Waste generated 40

COMPLIANCE    

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 38

GRI 103-2 The management approach and its components 38

GRI 103-3 Evaluation of the management approach 38

GRI 307: 
Environmental 
Compliance 2016

GRI 307-1 Non-compliance with environmental laws and regulations 38

GRI 103: 
Management 
Approach 2016

GRI 103-1 Explanation of the material topic and its Boundary 33

GRI 103-2 The management approach and its components 33

GRI 103-3 Evaluation of the management approach 33

GRI 419: 
Socioeconomic 
Compliance 2016

GRI 419-1 Non-compliance with laws and regulations in the social and economic area Zero cases on non-
compliance

Villar Group Sustainability Report 2020Villar Group Sustainability Report 2020 4746



DISCLOSURE STANDARD TOPIC PAGE NUMBERS AND/OR 
DIRECT ANSWERS

MULTIL INE AND SPECIALTY RETAILERS &  DISTRIBUTORS   

Portfolio
CG-MR-000.A Number of: (1) retail locations and (2) distribution centers 6

CG-MR-000.B Total area of: (1) retail space and (2) distribution centers 6

ENERGY

Energy Management in 
Retail & Distribution CG-MR-130a.1 (1) Total energy consumed, (2) percentage grid electricity, 

(3) percentage renewable 39

INFORMATION SECURITY &  PRIVACY    

Data Security

CG-MR-230a.1 Description of approach to identifying and addressing 
data security risks 41

CG-MR-230a.2
(1) Number of data breaches, (2) percentage involving 
personally identifiable information (PII), (3) number of 
customers affected

41

WORK ENVIRONMENT    

Labor Practices

CG-MR-310a.1 (1) Average hourly wage and (2) percentage of in-store 
employees earning minimum wage, by region

This information is 
deemed confidential.

CG-MR-310a.2 (1) Voluntary and (2) involuntary turnover rate for in-store 
employees Not applicable

CG-MR-310a.3 Total amount of monetary losses as a result of legal 
proceedings associated with labor law violations Zero monetary losses

Workforce Diversity & 
Inclusion

CG-MR-330a.1
Percentage of gender and racial/ethnic group 
representation for (1) management and (2) all other 
employees

29

CG-MR-330a.2 Total amount of monetary losses as a result of legal 
proceedings associated with employment discrimination Zero monetary losses

IMPACTS OF PRODUCTS AND PACKAGING    

Product Sourcing, 
Packaging & Marketing

CG-MR-410a.1 Revenue from products third-party certified to 
environmental and/or social sustainability standards Not applicable

CG-MR-410a.2 Discussion of processes to assess and manage risks and/
or hazards associated with chemicals in products Not applicable

CG-MR-410a.3 Discussion ofz strategies to reduce the environmental 
impact of packaging 40

SASB CONTENT INDEX
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