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ABOUT THE 
REPORT
This sustainability report illustrates the strengthened commitment 
of the companies under the Villar Group towards sustainable 
development. Through this report, the Group discloses both its 
financial and non-financial performance vis-à-vis international 
economic, social and environmental (ESG) reporting metrics. 
Furthermore, the report also seeks to highlight the Group’s 
COVID-19 response, as well as the Corporate Social Responsibility 
(CSR) projects undertaken by the different companies, as well as 
the Villar Sipag Foundation. 

The Villar Group 2021 Sustainability Report covers the ESG 
performance of five companies: Vista Land, Vistamalls, AllHome, 
Golden MV, and AllDay. Further information with regards to their 
corporate governance can also be found in their respective 2021 
Annual Reports and SEC Annex: 

• Vista Land: https://www.vistaland.com.ph/investor-relations/ 
• Vistamalls: https://documents.starmalls.com.ph/sec-annual-

reports.php
• AllHome: https://corporate.allhome.com.ph/company-

disclosures/annual-reports/ 
• Golden MV: https://www.goldenhaven.com.ph/corporate/ 
• AllDay: https://corporate.allday.com.ph/company-disclosures/

annual-reports/

This report was prepared in accordance with the GRI Standards 
2021. In addition, it also integrates SASB Standards specific to 
certain sectors. These industry-specific metrics include those under 
Multiline and Specialty Retailers & Distributors, Home Builders, 
and Real Estate. This report covers the four companies’ ESG 
performance for the time period of January 1, 2020 to December 
31, 2021, unless otherwise stated. It may also contain comparative 
figures from prior years where needed.

Contact Information 

Your feedback is valuable to us. For 
comments or queries with regards our 
sustainability performance, please contact 
the following touch points: 

Vista Land & Vistamalls 
Brian N. Edang
Head of Investor Relations
ir@vistaland.com.ph 

AllHome 
Robirose M. Abbot
Head of Investor Relations 
ir@allhome.ph 

Golden MV 
Estrellita S. Tan 
Investor Relations Officer 
ir@goldenhaven.com.ph

AllDay
Emerito M. Purisima Jr. 
Investor Relations Officer
ir@allday.ph



CHAIRMAN’S 
MESSAGE

Much has been 
said about the 
challenges of 
operating a 
business in a 
pandemic but we 
have demonstrated 
that such trials 
only masked 
opportunities for 
our company to 
grow and thrive.

“
“



To our esteemed stakeholders,

I firmly believe that the most significant milestone we 
have achieved in 2021 was when we proved how our 
group of companies is investment-worthy within its 
respective niches.industries.

Much has been said about the challenges of operating a 
business in a pandemic but we have demonstrated that 
such trials only masked opportunities for our company 
to grow and thrive.

We have established that with our far-reaching ambition 
of ensuring every Filipino family has a home, as well as our 
sensitive and agile response to the ever-changing needs of 
our customers, we have the right mindset and resources 
to overcome any pandemic-driven barrier to success. We 
managed with resiliency, creativity, and innovative spirit 
that is innate in our corporate culture. We proactively 
adopted digital solutions to reach customers safely, 
making attending to essential errands more convenient 
for them (AllDay, AllHome, Vistamalls, VistaLand). Others 
pivoted and adapted their strategies to leverage existing 
investments (Vistamalls & Golden MV). 

The year 2021 highlighted the strengths of and revealed 
more opportunities for the group. Moving forward, 
sustainability guides us in the right direction as we 
pursue further expansion. sSustainability will be at the 
forefront of our endeavors.

Vista Land embarked on the road to recovery by 
maximizing opportunities and optimizing possibilities. 
Sustainability is seen as using existing resources without 
compromising the needs of the future. Its vertical and 
horizontal expansions with a growing slant towards 
strategic sites outside the metropolis help decongest 
city centers while promoting development and 
sustainable communities in other parts of the Philippines. 

There was no better time than the reporting year for 
Vistamalls to showcase its purpose, born out of the 
“beauty in convenience” business model. Sustainability 
came into adapting mall operations to all quarantine 
levels, ever mindful of the needs of stakeholders such as 
vendors offering essential goods and services as well as 
critical business processing offshore organizations. We 
made strategic partnerships to maintain a safe shopping 
experience while keeping Vistamalls Covid-free. 

Shopping safely in the New Normal is also a priority 
for AllHome. Digital innovations and improved in-store 
protocols were introduced to maintain a healthy space 
among our customers and employees. AllHome is poised 
to be the one-stop shop of choice, well-bolstered 
by its digital channels attuned to volatile consumer 
trends. AllDay demonstrated how innovation and the 
premium experience add value to our customers. After 
its successful IPO launchintial public offering, AllDay 
generated funding for expansion, with a target of 100 
stores by 2026. 

It has been a rewarding year for Golden MV, with 
Golden Haven bagging two excellent deathcare industry 
service awards for 2021. Its memorial lots’ value has 
been appreciating an average of 20% annually, affirming 
that modern Filipino investors have matured enough 
to consider memorial lots as a high-value asset. BRIA 
Homes Inc.

None of these achievements would have been possible 
without the tireless efforts of our esteemed employees, 
service providers, and other stakeholders who ensured 
that our vision of success has translated well across 
our subsidiaries. 

Despite the wobble brought by the pandemic, the 
Villar Group real estate properties remain one of the 
safest investments. More importantly, we are part of 
the community where we work in. Where we succeed, 
they thrive. We look forward to a future of exponential 
growth not just in financial milestones but also in 
improving our sustainability metrics towards excellent 
corporate citizenship.

I am honored to have you all join me on this journey. 
Thank you for your continued support.

Manny Villar
Chairman
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With the increasing 
appreciation 
of Golden MV 
properties, our 
customers are now 
reaping the benefits 
of their investments.



Despite the challenges posed by the pandemic on 
business operations in 2021, Vista Land & Lifescapes, 
Inc. (VLL) has made significant inroads in our vertical, 
commercial, and other real estate segments. 

Our agile capacity in adapting to the needs of the times 
and in meeting the fickle demands of our customers 
serve us well in our stead. Our bold decision to fully 
embrace digital transformation has firmly sustained 
our position not just as one of the leading integrated 
property developers and homebuilders in the country 
but also as a true visionary of the future of the 
Philippine real estate industry.

Accelerating our digital initiatives allowed us to realize 
our goals of providing best-in-class customer service 
for our potential and existing homebuyers and clients 
for our commercial developments. 

We were able to reach more investors, thanks to our 
online sales platform, online payment portals, and 
virtual property tours. We boosted our social media 
engagements, promoted our buyers’ and suppliers’ 
portals, and launched ViCon, our highly successful 
virtual investment property convention. 

We recognized the importance of having a Search 
Engine Optimization strategy as part of our overall 
virtual motivation. We enforced this across all 
businesses, resulting in improved SEO rankings as rated 
by third-party organizations. 

We also upgraded our customer service by introducing 
curbside pick-up for our malls and commercial centers. 
We also launched the Shop Buddy service for next-level 
convenience and safer shopping for our customers. 

We see our continuously evolving digitalization strategy 
as the key to a brighter business future and as a tool 
to support our efforts in our Environmental, Social, 
and Governance initiatives. We determined that our 
sustainability and ethical impact can be measured by 
our decided focus on three Sustainable Development 
Goals (SDG):

1. SDG 8: Decent work and economic growth - We 
provide employment opportunities with high 
priority in communities where we operate.

2. SDG 9: Industry, innovation, and infrastructure – 
we ensure an uninterrupted supply of electricity 
and clean water, sufficient air circulation within 
all properties, and other related infrastructure 
developments. Our commercial group brings goods 
and services closer to local communities.

3. SDG 11: Sustainable cities and communities – VLL 
applies strategic planning to integrated housing, and 
commercial spaces, and ensures access to green 
and open spaces which aims to make subdivisions 
self-contained and walkable. Our commercial 
establishments serve as one-stop shops for the needs 
of their citizens with amenities that conform to 
international standards.

The year 2021 has shown us what is achievable when 
we set our minds to maximize opportunities and 
optimize possibilities. We are present in 147 cities and 
municipalities in 49 provinces across the Philippines. Our 
land bank by end of 2021 was at 2,937 hectares, 57% of 
which is in Mega Manila and 44% in prime locations across 
the country.

We continue to have big plans for our future. From the 
reserved lands of our existing developments across the 
country, we have initially identified 44 Vista Estates which 
will further increase in value due to the infrastructure 
within or near the development. Our horizontal 
developments will be constrained to the buyers’ threshold 
for bank financing to remain true to our mission to make 
housing affordable to Filipinos. We plan to expand our 
commercial portfolio via the Real Estate Investment Trust.

We have seen how your drive and passion have overcome 
any roadblocks posed by lockdowns and pandemic 
restrictions. We are confident that more barriers will be 
set aside as we perform as a fully transformed modern 
organization with the digital competence and the warm 
heart of a Filipino serving Filipinos.

Manuel Paolo Villar
President, Chief Executive Officer
Vista Land & Lifescapes, Inc.



PERFORMANCE HIGHLIGHTS

BRITTANY CROWN ASIA

Develops luxury houses in 
masterplanned communities, 

catering to the high-end market 
segment in Mega Manila.

Caters to the upper middle 
market housing segment in 

Mega Manila.

Established: 1993 Established: 1995

La Posada (Sucat, Muntinlupa

Portofino South (Daang Hari, 
Alabang)

Portofino Courtyards (Daang 
Hari, Alabang)

Amore (Daang Hari, Alabang

Georgia Club (Sta. Rosa, Laguna

Augusta (Sta. Rosa, Laguna

Crosswinds (Tagaytay City

Alpine Tower (Tagaytay City)

Valenza (Sta. Rosa, Laguna) 

Fortezza (Cabuyao, Laguna) 

Marina Heights (Sucat, 
Muntinlupa)

Citta Italia (Bacoor, Cavite)

Augustine Grove (Dasmariñas, 
Cavite)

Ponticelli (Daang Hari )

Maia Alta (Antipolo, Rizal)

Brescia (Commonwealth, 
Quezon City)

2019 2020 2021 2019 2020 2021

799.04 394.46 1,463.46 1,522.84

453.74 19.11 504.40 1,062.02 793.08 474.10

288.65 14.58 671.54 450.48

Reservation Sales

Revenues

Gross Profit
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PERFORMANCE HIGHLIGHTS

CAMELLA COMMUNITIES PHILIPPINES VISTA RESIDENCES

Servicing the affordable and 
middle-income housing segment in 

the Mega Manila area.

Offers residential properties 
outside the Mega Manila area in 

the affordable and middle market 
segments primarily under the 

“Camella” and “Lessandra” brands.

Builds both mid and high-rise

vertical developments.

Established: 1977 Established: 1991 Established: 2009

Camella Verra (Caloocan City)

Camella Ellisande (Taguig City)

Camella Dasma At The Islands 
(Dasmariñas, Cavite)

Tierra Nevada (General Trias, 
Cavite) 

Camella Silang (Silang, Cavite) 

Cerritos Heights (Daang Hari)

Camella East Winds (Pililla, Rizal)

Camella Cagayan (Tuguegarao 
City)

Camella Subic (Subic, Bataan) 

Provence (Malolos, Bulacan) 

Camella Pinecrest (Bacolod, City) 

Camella Prima Butuan (Butuan 
City)

Camella Taal (Taal, Batangas)

Camella Palawan (Puerto Princesa, 
Palawan)

Camella Dos Rios Trails

(Cabuyao, Laguna)

Kizuna Heights (Taft Avenue, 
Manila)

Sky Arts Manila (Malate, 
Manila)

The Spectrum (Pasig City) 

Vista Shaw (Mandaluyong City) 

The Courtyard (Taguig City) 

Hawthorne Heights (Katipunan, 
Quezon City) 

Canyon Hill (Baguio City) 

Suarez Residences (Cebu City)

The Loop Towers (Cagayan de 
Oro City)

2019 2020 2021 2019 2020 2021 2019 2020 2021

24,017.04 16,648.52 42,519.48 29,807.46 9,742.81 5,303.20

14,284.66 8,808.92 7,197.50 14,608.92 9,712.35 6,709.90 2,418.60 2,467.11 2,512.10

7,016.07 4,027.14 7,846.28 4,450.06 1,236.88 837.59
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We are the undisputed leader and recognized authority in homebuilding and community development in the Philippines. 
Our presence across the country is widely-known and strongly felt. 

The depth and breadth of our product line answers the needs of Filipino families and reaches every point on the home 
ownership spectrum: from first homes, to upgraded homes, to urban developments, and to lifestyle communities.
We build communities that foster proud family and neighborhood relationships, value the rewards of hard work, and 
reflect responsible use of resources and our environment.

We seek to become an integral part of the livelihood aspiration of the Filipino family. People take pride in living in one of 
our homes.

Our people are the key to our success. We build homes with unwavering commitment, passion and dedication to 
quality and genuine care for our homebuyers. We conduct ourselves with the highest levels of creativity, integrity and 
professionalism.

Our name is built on trust and quality. Long after our houses are built, our brands will continue to speak for Vista Land.
WE BUILD HOMES FOR EVERY FILIPINO.

2-23VISION/MISSION

THE COMPANY
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Cost is not a question of 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.

Synergy is one of the greatest assets of any corporation. Teams bound by a 

common goal are stronger. We encourage and inspire each other to better 

ourselves. We have each other’s back. We have the Company’s back.

We need to be trustworthy. 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 for our customers 

can believe in us.

Every day, 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.

Our future is wrapped up in our customers – along with their dreams, their hopes, 

and their lives. We work within the community and proudly serve its residents who 

are our stakeholders.  Their needs and wants drive our purpose. We must foster a 

close relationship to be attuned to their choices.

VALUES

Cost Consciousness

Teamwork

Honesty

Competitive Spirit

Closeness to Customers

2-23

Cost is not a question of 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.

Synergy is one of a corporation’s greatest assets.

The solitary genius is nice, but teams are stronger.

We have a common goal, and we need each other to get there.

We have each other’s back.

We have the company’s back.

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 customers can believe in us.

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.

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.

VALUES

Cost Consciousness

Teamwork

Honesty

Competitive Spirit

Closeness to Customers

2-23
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2-6BUSINESS MODEL
Vista Land & Lifescapes, Inc. (VLL) is one of the leading 
integrated property developers and homebuilders in 
the Philippines. 

Vista Land was incorporated on February 28, 2007 
as the holding company of the Vista Group which is 
engaged in the development of residential subdivisions 
and construction of housing and condominium units.

The VLL Group is divided into horizontal, vertical, 
commercial and other real estate segments. The 
horizontal and vertical segments cater to the 
development and sale of residential lots and units 
and residential high-rise condominium, respectively. 
The commercial segment caters to the development, 
leasing and management of shopping malls and 
commercial centers all over the Philippines as well as 
buildings catering to the business process outsourcing 
industry. Another segment caters to the development 
and management of recreational and vacation facilities 
such as resorts, hotels, club and spa. It also includes 
activities from holding companies.

VLL has six wholly-owned subsidiaries namely, Brittany 
Corporation; Crown Asia Properties, Inc.;  Lessandra 
and Vista Residences, Inc.; Camella Homes, Inc.; 
Communities Philippines, Inc.; and VLL International 
Inc. The Company also has an 88.34%-owned 
subsidiary, Vistamalls, Inc.

2-2, 2-6PROJECTS
Brittany
Brittany Corporation caters to the high-end market 
in Mega Manila, with grand homes in master-planned 
communities that offer the best scenic locations. 
Brittany was the first in the Philippines to design and 
build dream home communities that mix luxury with 
stunning world-class architecture and elegant themes.

Launched in 1993, Brittany Corporation showed the 
upscale market what they truly deserve. Along with 
the luxurious properties, upscale condominiums, 
townhomes, lot properties, Brittany gathered all of 
its the sophisticated properties in one community 
that blends modern luxury and posh lifestyle for 
their clients. The brand is committed to providing a 
high level of craftsmanship and service to real estate 
investors. 
Defining luxury and lifestyle in every home, Brittany 
properties are located in Crosswinds Tagaytay, Sta. 
Rosa Laguna, Vista Alabang, and Lakefront Sucat in 
Paranaque City.

These real estate jewels offer different translations 
of luxurious sophistication that range from  a 
private sanctuary experience amidst around 35,000 
homegrown pine trees to a Swiss chalet, a Southern-
American lifestyle, an Italian-inspired community that 
exudes classic old-world charm, or  Neo-Victorian in 
San Francisco, USA. 
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Crown Asia
Crown Asia, with 25 years of experience in the real 
estate industry, provides the breadth of a world-class 
themed community. Whether it’s a house and lot or a 
condominium, Crown Asia is devoted to developing high-
quality homes for young professionals looking for their 
next home or investment opportunity. The brand has built 
brand equity in premium-themed homes with historic 
architectural features and ground-breaking concepts 
inspired by some of the world’s magnificent places known 
for their art and architecture.

Filipinos in high-middle income segments predominantly 
occupy the community of Crown Asia. Crown Asia believes 
this market segment is particularly deserving of a “trophy” 
home and the company went to great lengths to assure the 
quality build of a Crown Asia home.

Crown Asia’s themed communities revolve around designs 
such as American countryside, Bohemian lifestyle, Italian 
home-style, and Neo-Victorian. Crown Asia developments, 
both houses and condominiums, are located mainly in 
Cavite and Laguna such as in Bacoor, Damariñas, Sta. Rosa, 
Cabuyao, and San Pedro.

Vista Residences
Since its establishment in 2003, Vista Residences has 
evolved to become one of the top-tier condominiums 
providers in the Philippines. It has distinguished itself as 
a prominent player in the real estate industry’s rapidly 
flourishing vertical development sector. Vista Residences 
continues to meet the growing demand for condominium 
living with over 50 mid- and high-rise towers across the 
country’s most dynamic business districts.

Vista Residences has become the go-to condominium 
for students, young professionals and investors looking 
for convenience, security, comfort, and proximity to 
practically everything a modern condominium has 
to offer. These high-end luxury buildings often come 
complete with hotel amenities and modern services 
designed to satisfy the needs of the up-and-coming 
modern city dwellers.

The brand strategically locates its development 
in some of Metro Manila’s most accessible and 
appealing areas, including major tourist hotspots, near 
major transportation hubs, and close to prestigious 
institutions and universities.

The brand sees promising growth in the future along 
with high appreciation value, supported by the massive 
economic development in the country. With Manila, 
currently being one of the top investment cities, local 
and foreign investors will continue to find real estate 
in the Philippines to be a lucrative business.
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Camella
Camella, considered the largest homebuilder in the 
Philippines, has a proven track record of producing high-
quality homes for over 40 years. As a seasoned developer, 
Camella has created a diverse range of high-quality homes 
that boast of green spaces, lifestyle facilities, and business 
establishments that are all integrated into these master-
planned neighborhoods.

The brand prides itself on elevating residences into safer 
communities for families wanting a home instead of just a 
place to live.

Every one of Camella’s townships is strategically located 
near business districts, transportation hubs, schools, 
general stores, shopping centers, clinics, churches, 
and attractions to provide its residents the best living 
experience. 

Lessandra
Lessandra positions itself as the answer to the constant 
demand for Filipino homes. With over 40 communities 
nationwide and considered one of the most prominent real 
estate developers in the Philippines, Lessandra exhibits its 
communities as having an “Angat and Aliwalas” way of life.

Lessandra offers affordable houses protected by 24/7 
CCTV and high fence safeguards. The brand assures that 
prospective residents can live in a safe and worry-free in 
the neighborhood. As a typical Vista Land development, the 
Lessandra community is also strategically located close 
to business establishments, commercial hubs, schools, 
hospitals, churches, and road networks.

“Maaliwalas Community” Lessandra offers its clients a wide 
variety of well-built homes designed around community 
facilities that encourage bonding with good neighbors be 
it at the club house or basketball court, or at the pool or 
simply with kids at the community playground areas.
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PRIME 
LOCATION  

SUBURBAN 
ENVIRONMENT

SECURITY AND 
WELLNESS

VALUE FOR 
MONEY

PRACTICAL 
HOME 
IMPROVEMENT

Bolstered by its tremendous achievements in affordable 
housing, Camella has successfully ventured into the next 
level with the introduction of “Camella Manors”. These 
vertical villages strategically situated in the vicinity of Vista 
Land’s communities encourage homeowners to live a 
modern lifestyle. The new project aims to provide high-end, 
exclusive condominium villages that reflect the distinctive 
beauty and refreshing ambiance of a Camella Home 
development.

Camella Manors is the latest affordable mid-rise 
condominium development project of Vista Land. Camella 
Manors was born out of the idea of establishing a lifestyle 
in which staying in is equally enjoyable as going out, 
considering that staying home is more vital than ever 
while living in a pandemic. Camella Manors, also takes 
advantage of the growing popularity of work-from-home 
arrangements, with most Metro Manila city dwellers 
returning to their hometowns while continuing to practice 
their professions in a less congested environment.

Camella Manors
Camella Manors commits to redefine condo living through:
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Lumina
Lumina positions itself as a real estate developer 
that specializes in inexpensive and socialized 
housing. The brand makes no compromises when 
it comes to community development. Most of the 
brand projects are adjacent to the busiest streets, 
business centers, schools, hospitals, and business 
and leisure facilities to give every client every 
convenience possible while nurturing the pride of 
homeownership.

Lumina homes start from a base price of 
Php500,000, which can be funded via a housing loan 
as needed. The brand is committed to developing 
master-planned communities with amenities such 
as community halls, basketball courts, small gardens, 
and playgrounds that are unaffected by the low 
cost of housing. Lumina Homes realize every Juan’s 
dream of owning a home by offering affordable 
payment options.

With over 50 projects across the country, Lumina 
was once dubbed as the Philippines’ fastest-growing 
affordable mass housing developer. The brand 
concentrates on key locations with high demand for 
affordable homes such as Rizal, Bulacan, Pampanga, 
Bataan, Zambales, Nueva Ecija, Tarlac, Pangasinan, 
La Union, Cagayan, Isabela, Cavite, Batangas, Laguna, 
Quezon, Camarines Norte, Albay, Sorsogon, Iloilo, 
Capiz, Cebu, Negros Occidental, Agusan del Norte, 

14  |  Villar Group 2021  Sustainability Report



CoHo
In 2019, Vista Land launched Condo Homes 
(COHO), its latest brand defined for its stunning 
and high-end buildings in Metro Manila’s most 
sought-after business district,). COHO sells itself 
as the best option for buyers in need of housing 
that are located close to the city.  

These exclusive spaces are designed for young 
urban dwellers, young professionals and investors 
who need to be within convenient access of city 
living. COHO brings the style of condo living 
with all the convenient amenities of home and 
the advantages of resort-inspired amenities. Living 
in a COHO means working mothers can easily 
shop within walking distance of malls, start-up 
entrepreneurs are fueled by artisinal coffee shops 
across the street or and sci-fi fanatics can easily 
convert into cinematic avengers with IMAX Laser 
cinemas as their video rooms.

COHO is developing condominiums for sale in 
Taguig, Las Pinas, Bacoor, and Tagaytay.
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SUSTAINABILITY
Vista Land is guided by the GRI and SASB Standards in the conduct of their materiality processes with the 
following steps:

3-1, 3-2MATERIALITY

Issues and topics from different 
references such as the sector-
specific publications from GRI 
and SASB standards for Real 
Estate, and industry peers were 
collated. As there were topics 
in 2020 that can be under 
common topics, the list was 
simplified with a few additional 
ones to ensure that the 
economic, environmental, social, 
and governance (EESG) aspects 
of the organization are covered.

The Company revisited the 
list to assess if the topics are 
material to the operations and 
stakeholders. An online form 
is provided that allowed the 
Company to identify topics that 
are material by selecting ‘Yes’ 
or ‘No’.

Topics deemed as material are 
processed into an online survey 
where the Company further 
assessed the criticality of impact 
of each topic using a five-point 
scale, with 1 as low to no 
impact and 5 as highest impact. 

3 Materiality Assessment

2 Identification of Material Topics

1 Pre-identification of topics

In 2021, Vista Land extended the online survey to other 
departments to capture more insights on the issues in 
the company. Majority of the respondents has enthusiastic 
interests on discussions pertaining to sustainability. Most 
of them believed sustainability is the balance of using 
existing resources without compromising the needs of 
the future. Some responded linked sustainability to doing 
environmental-friendly practices or having technologies in 
the business or in personal life and for the protection of the 
environment and natural resources. Still others think that 

sustainability is achieving the present goals without risking 
the ability to attain future goals.

The respondents shared that Vista Land partakes in different 
initiatives where it performs well. Among these are the 
Company’s competitiveness, values, and digital services; 
continuous discussion on improving current policies; Clean 
and Green Program and Tree Planting; and contribution and 
involvement in the Villar SIPAG farm school.
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MATERIALITY MATRIX

VISTALAND 2021 Materiality Matrix
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2-29STAKEHOLDER ENGAGEMENT

ENGAGEMENT FREQUENCY KEY TOPICS AND CONCERNS RAISED COMPANY’S RESPONSE

CUSTOMERS
EXTERNAL

1. Project updates
2. Client presentations and visits
3. Hotline
4. Social media
5. Website

1. As needed
2. As needed
3. As needed
4. As needed
5. As needed

1. Payment channels
2. Safety of operations
3. Information privacy and security

1. Maximized online payment facilities
2. Digitized services for :
2.1 reservations
2.2 property tours
2.3 sales platforms
2.4 innovations
3. Strict implementation of Privacy Manual and Data 

Privacy Act

EMPLOYEES AND WORKERS
INTERNAL

1. Performance appraisal
2. Consultations
3. Jumpstart Activity
4. Employee convention (done 

usually during December in 
time for the birthday of the 
Chairman)

1. Performance 
appraisal

2. Consultations
3. Jumpstart 

Activity
4. Employee 

convention 
(done usually 
during 
December in 
time for the 
birthday of the 
Chairman)

1. Health, safety and wellness
2. Continuous learning and growth
3. Corruption

1. COVID-19 response:
1.1 Shuttle services
1.2 Temporary accomodation near the workplace
1.3 Faciliated Rapid and RT-PCR tests
1.4 Compensationand benefit packages
2. Employee Engagements:
2.1 Job rotations
2.2 Management education
2.3 Mentoring
2.4 Performance evaluation
2.5 Company-wide gatherings
3. Whistleblowing policy
4. KISS Campaign

REGULATORY BODIES
EXTERNAL

1. Submission of requirements 1. As needed 1. Compliance with social and environmental 
laws and regulations

2. COVID-19 response

1. Timely submission of requirements for renewal or 
acquisition of permits/licenses

2. Strict implementation of safety protocols

LOCAL COMMUNITIES
EXTERNAL

1. Community Consultations 1. As needed 1. Livelihood and job generation
2. Safety of operations
3. Access to services e.g., schools or churches

1. Provided employment to local communities
2. Sourced materials from local markets
3. Sponsorships for local intiatives
4. Training for communities on livelihood
5. Funded laboratory testing capacities and laboratory 

supplies
6. Integrated schools, churches, and other services in 

developments

STOCKHOLDERS AND INVESTORS
EXTERNAL

1. Annual Stockholders’ Meetings
2. Special Stockholders’ Meetings
3. Analysts’ Briefings
4. One on one meetings

1. Annual
2. As needed
3. Quarterly 4. Per 

reques

1. Financial sustainability
2. Ethical operations
3. Long-term plans

1. Company updates and disclosures
2. Board meetings

SUPPLIERS
EXTERNAL

1. Accreditation process
2. Email and corporate mobile 

number for concerns

1. Annual
2. As needed

1. Transparency in accreditation and 
procurement proceses

2. Project requirements
3. Corruption practices
4. Business continuity during the pandemic

1. Review of supplier base and processes
2. Send employees to training sessions, 

conventions, trade fairs, and symposia
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CONTRIBUTION TO THE UN SDGs

Vista Land provides employment opportunities to the communities 
where the company operates. With its increasing visibility to more cities 
and municipalities, more communities are given access to employment 
opportunities hence, contributing to the growth of the local economy.

SDG 8
DECENT WORK AND ECONOMIC GROWTH

Vista Land’s continuous residential development decreases the housing 
requirement of the country. Master planning of residential projects employs 
strategic planning that integrates housing, commercial spaces, and access to 
green and open spaces which aims to make subdivisions self-contained and 
walkable.

SDG 11
SUSTAINABLE CITIES AND COMMUNITIES

Vista Land’s continuous residential development decreases the housing 
requirement of the country. Master planning of residential projects employs 
strategic planning that integrates housing, commercial spaces, and access to 
green and open spaces which aims to make subdivisions self-contained and 
walkable.

SDG 11
SUSTAINABLE CITIES AND COMMUNITIES
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CUSTOMER

The Philippine real estate industry in a 2021 pandemic proved to be a great opportunity for Vista Land to 
optimize its resources and expedite its transition into the digital space. This, in turn, increased its capacity to 
serve a wider range of customers more efficiently despite the challenges of a pandemic environment.
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Consistent with the 2020 results, Vista Land puts 
Customer Satisfaction as the number one material 
topic for 2021. Being the largest homebuilder in the 
Philippines, the Company needs to answer the needs 
of Filipinos with trust and quality.

Recognizing the value of high brand awareness, the 
Company made sure to have a dedicated team 
focused on supporting and receiving concerns raised 
by its customers.

Through Vista Land’s platforms for capturing 
customers’ feedback, the Company was able to 
identify gaps in customer service and do its best 
effort to address their concerns promptly.

Since Vista Land projects are widespread across the 
country, the Company has a hotline (023-Camella) 
so customers and homebuyers can easily call for 
inquiries or concerns.

In response to the COVID-19 pandemic, Vista Land 
boosted social media platforms and messaging 
applications such as Vista Home –especially created 
for the homebuyers – and Vista Chat to better 
address customers’ inquiries or concerns. 

Aside from these platforms, the Company mandated 
all its employees in all departments to be the 
customer service ambassadors for buyers from all 
income levels. This initiative made sure that customers 

SATISFACTION 3-3

can rely on any Vista Land employee for an informed 
response to their questions or clarifications on their 
transactions.

In 2021, the majority of the concerns of the 
Company’s homebuyers raised pertain to payment 
concerns. When the community quarantine was first 
imposed in 2020, settling of monthly amortizations 
in Vista Land offices was halted and physical visits 
to sites and offices were restricted. Upon vetting, 
the Company realized that existing digital platforms 
may not capture all inquiries and concerns of the 
customers.  

To address these gaps, Vista Land expanded its online 
payment options beyond banks and implemented 
them across the brands. All communication lines 
remained open and accessible for all stakeholders 
of Vista Land. The Company beefed up its digital 
capacity not just to sell the products on its platforms 
but also to further engage its customers via Vista 
Home and Vista Chat. 

Customer portals across all digital platforms are 
regularly being audited and improved to include 
mechanisms that better capture customer feedback.  
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The Company is committed to delivering the Vista 
Land Standard of Living promise to its customers 
through its integrated communities – real estate 
developments that cleverly mix beautiful and 
quality homes with commercial establishments, 
office buildings, leisure areas, and socio-civic 
amenities. 

Vista Land ventured into integrated development 
to provide a high quality of life that can be traced 
from an excellent home living environment. 
Ever mindful of the changing consumer taste 
and needs, Vista Land offers top-tier leisure 
condominium and residential properties in the 
country’s most scenic and exquisite locales. 
Condominium developments also offer the bonus 
of hotel amenities and services. 

Its projects are also based in the most accessible 
and attractive locations across the Philippines, 
in the proximity of key tourist destinations, near 
main transportation hubs, and right across premier 
colleges and universities.

Product Quality

VISTA LAND STANDARD OF LIVING

Vista Land aims to be present in 200 cities and 
municipalities across the Philippines in the near 
future.
Master planning of residential projects employs 
strategic planning that integrates housing, 
commercial spaces, and access to green and open 
spaces which aims to make subdivisions self-
contained and walkable. 

Part of Vista Land’s land acquisition study is 
the proximity of transport services and other 
infrastructures to the residential development. This 
is incorporated in the strategic planning of the 
development that also ensures an uninterrupted 
supply of electricity and water, good air circulation 
within the property, and such related infrastructure 
improvements. 

Project Development
IF-HB-160a.4, IF-HB-410b.1

Approach to Negative Impact Reversing 
Migration

Most projects are strategically selected and developed 
outside Metro Manila to decrease the influx of 
population and the traffic volume in the urban areas 
which eventually lessens the impact on the ambient air 
quality in the metropolis.

Designing Self-contained and Sustainable 
Communities

Vista Land employs mixed-use development that 
encourages homeowners or tenants to support 
the local economy. This also reduces the need for 
traveling to other areas to meet basic needs and wants. 
Although increasing occupancy has a direct relationship 
with the consumption of utility services, Vista Land is 
studying the feasibility of alternative and cost-effective 
technologies to ensure efficient use of utilities within 
the properties.
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The Company continues to cater to various housing needs 
in different cities and municipalities. While it works toward 
its vision of being the leading homebuilder for every 
Filipino, its efforts may bring unfavorable impacts mostly 
to the environment and society. These may include the 
following:

• Potential displacement of biodiversity and 
communities  

• Increase in volume of traffic and pollution 
in the area  

• Higher occupancy rate increases water and 
energy demand  

• Higher water demand results in more 
wastewater and higher wastewater 
treatment demand  

• Higher density impacts the air quality 
• Higher percentage of built surface cause 

heat island effect

Due to the Company’s exposure to climate-related 
scenarios, Vista Land conducts thorough technical due 
diligence and environment scanning on all of its land 
acquisitions and project launches. Technical due diligence 
includes environmental studies in specific land parcels and 
adjacent areas.  

As Vista Land progresses to a more resilient design for its 
future developments, it will consider additional measures 
for pressing climate-related events including the 2°C or 
lower scenario such as the sea-level rise and intensified 
patterns of precipitation in its Enterprise Risk Management 
(“ERM”).

Design Considerations
IF-HB-420a.2, IF-RE-450a.2

For its housing development activities, site 
development and construction work are contracted 
out to various qualified and accredited independent 
contractors. For larger projects, such as site 
development work, contracts are awarded based 
on competitive bidding. For smaller-scale projects, 
such as the construction of certain structures within 
a project or of specific housing and condominium 
units, the Company will directly contract specific 
contractors based on its previous experience with 
such contractors for a specific type of project. 

In all cases, the Company’s accreditation procedure 
takes into consideration each contractor’s experience, 
financial capability, resources, and track record of 
adhering to quality, cost, and time of completion 
commitments. The Company maintains relationships 
with over 300 accredited independent contractors 
and deals with each of them on an arms-length 
basis. The Company is not and does not expect to 
be dependent upon one or a limited number of 
suppliers or contractors. 

Vista Land does not enter into long-term 
arrangements with contractors. The awarded 
contracts typically cover the provision of contractor’s 
services concerning a particular project or particular 
housing and condominium units. 

Site Development and 
Construction
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Vista Land engages in research and development activities 
focusing on the types of construction materials used 
for its housing and condominium units, the construction 
methodology, value-engineering for its projects, and quality 
assurance, as well as market studies on potential new retail 
malls and BPO commercial centers and gathering data on 
target retail customer base.

The Company’s research and development activities 
include organizing regular trips for its operations person-
nel, architects, and engineers to various cities in America, 
Europe, and Asia to keep up with high-quality develop-
ments and the latest construction and design trends from 
overseas. 

Research and DevelopmentTo ensure compliance with Company requirements 
and to maintain the quality of the developments, 
the Company has a team of project engineers who 
perform the following functions: 

• directly managing site development and 
construction activities;

• coordinating the activities of the 
Company’s contractors and suppliers;

• overseeing quality and cost controls; and 
• ensuring compliance with zoning and 

building codes and other regulatory 
requirements. 

The Company has the option to either enter into 
fixed-price contracts with its contractors, with the 
cost of materials included as part of the price, or 
to engage with them solely for labor and provide 
for them the needed construction materials since 
the Company also maintains an in-house purchasing 
group. 

Housing unit construction typically takes three to 
12 months to complete depending on the size. For 
vertical projects, midrise buildings take two to three 
years while high-rise buildings take four to five years 
to complete. 

Progress payments are made to contractors 
during the term of the contract based on the 
accomplishment of predetermined project 
performance milestones. The Company usually retains 
10% of each progress payment in the form of a 
guarantee bond or cash for up to one year from the 
date the contracted work is completed and accepted 
by Vista Land. The amounts retained are allocated for 
contingency expenses, such as addressing claims from 
purchasers. This, in turn, limits the financial burden on 
the Company. 

As of December 31, 2021, the Company has ongoing 
construction works for 180 residential development 
projects in various stages of development and level of 
sales across the Philippines. 

The Company has insurance coverage that is required in 
the Philippines for real and personal property. Subject to 
the customary deductibles and exclusions, the Company’s 
insurance policies include coverage for, among other things, 
buildings and improvements, machinery and equipment, 
furniture, fixtures, and fittings against damage from fire and 
natural perils, machinery breakdown, third-party liability to 
the public and construction works. 
For its vertical projects, the Company has also obtained 
insurance from various general contractors. The Company 
does not carry business interruption insurance.

Insurance
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Vista Land was aggressive in print ads during the 
pre-pandemic period. However, the Coronavirus 
has accelerated the Company’s efforts to shift to 
full digital marketing. Vista Land fully converted all 
marketing materials and activities into digital formats 
in 2021.

COVID-19 imposes a potential impact on Vista Land’s 
sales due to a potential decline in the confidence 
of buyers to commit large purchases (i.e., housing 
units) as well as a possible decline in sales to 
Overseas Filipinos in countries that are hard hit by 
the COVID-19 pandemic. Sales of investment-type 
residential products may be significantly affected 
during this period. 

The Vista Land marketing strategy is to face these 
challenges head-on by a full virtual transformation 
and expansion of digital platforms to be able to cast a 
wider net that can break traditional logistic barriers.
To mitigate risks of exposure to the Coronavirus, 
Vista Land fully utilized its digital platform such as the 
introduction of virtual property tours to continue 
serving its customers who prefer not to physically 
visit the site. 

Since Vista Land projects are widespread across the 
country, the Company developed and promoted a 
hotline number (023-Camella) so customers and 
homebuyers can easily call for inquiries or concerns. 
The Company also boosted social media platforms 
and messaging applications such as Vista Home 
for the homebuyers, and Vista Chat to boost the 
connection of customers to Vista Land relevant 
personnel for inquiries and other concerns.

The Vista Land marketing team also made possible 
the success of the 2021 ViCon, the first and largest 
virtual property exposition in the country, alongside 
their counterparts from other Villar Group real estate 
subsidiaries. 

Each Vista Land local office employs a dedicated 
team on the ground that spearheads monthly events 
for its sales network and prospect homebuyers. 
The Corporate Communications group reviews 
and approves marketing materials for publication 
or digitally released. The Company ensures all 
public marketing materials are compliant with the 
Ad Standards Council (ASC). Moreover, all project 
launches must be registered with the Housing and 
Land Use Regulatory Board (HLURB).  

The Company conducts monthly virtual events for its 
sales network such as sales rallies, open houses, and 
sales seminars. Vista Land conducts monthly meetings 
with the sales and marketing teams to revisit and 
improve, if necessary, its existing marketing efforts. 

3-3, 417-2, 417-3

SALES AND 
MARKETING

3,000 
TEAMS

32,400
ACTIVE AGENTS

3,150
ACCREDITED 
LICENSED REALTOR

LOCAL 
MARKETING 
NETWORK

100
DIRECT
MARKETING TEAMS

INTERNATIONAL 
MARKETING 
NETWORK

350
PARTNERS

7,200
INDEPENDENT 
PARTNERS
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Vista Land goes Virtual

The pandemic-driven digital transformation of 
Vista Land created a landscape that encouraged 
innovation and creativity to remain competitive in 
the new economic environment.  

The year 2021 proved to be a great milestone as 
the Company spearheaded the three biggest virtual 
property expositions in the Philippines. The ViCon 
(Villar Group Convention) showcased all real estate 
brands of the Villar Group intended for potential 
buyers around the world. 

The ViCon exhibited different brands—Vista Land, 
Golden MV, Brittany, Camella, Crown Asia, Vista 
Residences, Vista Malls, Lumina, Lessandra, Camella 
Manors, and Golden Haven—to reach more 
prospect buyers, business partners, consumers, and 
investors. In 2021, this occurred in three runs: ViCon 
BOSS in June, ViCon 2.0 EDGE in October, and 
ViCon RISE in December. 

ViCon’s roster of speakers also used the 
opportunity to expound on the profit projection 
of investing in the different properties, thereby 
expanding the market beyond Filipino homeowners.
The virtual convention broke digital grounds, 
making it easier for prospective buyers to shop 
for desired properties at best value promotional 
prices, immediately connect with banking institutions 

for home loans, and even design and furnish their 
dream homes all with a click of a mouse. 

The virtual convention also broke logistics barriers, 
with overseas-based Filipino workers and migrants 
now able to shop with the same online power and 
access as their Philippine-bound families. With the 
Villar Group projecting even stronger remittance 
from OFWs, the digital transformation of real 
estate marketing proved to be a boon for both the 
company and its customers.

Other virtual initiatives include the online 
reservation system for all its product offerings, 
expanded online payment options, virtual property 
tours, and extensive use of social media platforms. 

The convention also boasted of subject matter 
experts who were full of insights into the future of 
Philippine real estate. Different speakers from Vista 
Land, Golden MV, Brittany, Camella, Crown Asia, 
Vista Residences, Vista Malls, Bria, Lumina, Lessandra, 
Camella Manors, and Golden Haven showed the 
participants why and how they should choose 
among the best brands. Moreover, the speakers 
emphasized how much the different properties 
have been lucrative investments over the years, thus 
luring not just prospective home buyers but also 
investors.
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For the housing development, inventories/houses are 
inspected and punch listed first to ensure that they 
are safe and fit to live in before they are turned over 
to the buyers. The Technical Services Department 
representative along with the hired contractor 
conducts the punch listing.

To ensure the health and safety of tenants and 
homeowners in Vista Land properties, Globalland 
Property Management, Inc. manages all properties 
and acts as an oversight of the homeowners’ 
association’s activities. Globalland is also responsible 
for the financial management, security, landscape 
maintenance, and association of social activities. The 
Company also hired a third-party security agency to 
ensure the safety of tenants and homeowners. 

Vista Land also partners with Globalland to develop 
extensive health and safety protocols to ensure the 
well-being of customers and homebuyers, especially 
condominium dwellers because they are the ones 
who are more exposed to using shared facilities and 
compact spaces such as elevators.  

COVID-19 presented the Company with an 
unprecedented set of challenges. Construction of 
residential developments was halted due to the 
community quarantine implemented by the local 
government units. When the lockdowns were lifted, 
Vista Land was able to fast-track the construction 
from the usual six months to an average of four 
months to finish a housing unit. 

In the commercial business, some of the gross floor 
areas (GFA) were temporarily closed during the 
lockdown. Since the majority of the tenants are 
categorized as essential, Vista Land managed to 
increase the operating GFA from 60% to 95% in 
May 2021 and 100% by the end of 2021. Additionally, 
sanitation is provided and temperature checks are 
done at all entrances of Vista Land establishments.

3-3, 416-2

CUSTOMER HEALTH 
AND SAFETY

Vista Land was aggressive in print ads during the 
pre-pandemic period. However, the Coronavirus has 
accelerated the Company’s efforts to shift to full digital 
marketing. Vista Land fully converted all marketing 
materials and activities into digital formats in 2021.

COVID-19 imposes a potential impact on Vista Land’s 
sales due to a potential decline in the confidence of 
buyers to commit large purchases (i.e., housing units) 
as well as a possible decline in sales to Overseas 
Filipinos in countries that are hard hit by the COVID-19 
pandemic. Sales of investment-type residential products 
may be significantly affected during this period. 

The Vista Land marketing strategy is to face these 
challenges head-on by a full virtual transformation and 
expansion of digital platforms to be able to cast a wider 
net that can break traditional logistic barriers.
To mitigate risks of exposure to the Coronavirus, 
Vista Land fully utilized its digital platform such as the 
introduction of virtual property tours to continue 
serving its customers who prefer not to physically visit 
the site. 

Since Vista Land projects are widespread across the 
country, the Company developed and promoted a 
hotline number (023-Camella) so customers and 
homebuyers can easily call for inquiries or concerns. 
The Company also boosted social media platforms 
and messaging applications such as Vista Home for the 
homebuyers, and Vista Chat to boost the connection of 
customers to Vista Land relevant personnel for inquiries 
and other concerns.

The Vista Land marketing team also made possible 
the success of the 2021 ViCon, the first and largest 
virtual property exposition in the country, alongside 
their counterparts from other Villar Group real estate 
subsidiaries. 

Each Vista Land local office employs a dedicated 
team on the ground that spearheads monthly events 
for its sales network and prospect homebuyers. 
The Corporate Communications group reviews and 
approves marketing materials for publication or digitally 
released. The Company ensures all public marketing 
materials are compliant with the Ad Standards Council 
(ASC). Moreover, all project launches must be registered 
with the Housing and Land Use Regulatory Board 
(HLURB).  

The Company conducts monthly virtual events for its 
sales network such as sales rallies, open houses, and 
sales seminars. Vista Land conducts monthly meetings 
with the sales and marketing teams to revisit and 
improve, if necessary, its existing marketing efforts. 

3-3, 418-1

DATA PROTECTION 
AND CYBER 
SECURITY

0
substantiated complaints 

on product or service 
health and safety from 

2019 to 2021
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PEOPLE

People are the prime asset of Vista Land. The Company invests in its people by providing them with competitive 
compensation. It believes that well-compensated employees increase work productivity and job satisfaction.

Aside from provided competitive compensation, Vista Land’s employee retention program also focus on continuous 
learning and ensuring a safe workplace and collaborative culture. 
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PROFILE

1  Attrition rate = (no, of new hires – no. of turnover) / (average of total no, of employees of previous year and total no. of employees of 
current year)

2-7

22%

78%

12%
ATTRITION RATE1

EMPLOYEES BY GENDER

1,703

1,407

1,638

TOTAL NUMBER OF EMPLOYEES
2021 2020 2019
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Vista Land gives equal opportunities to all jobseekers 
and employees regardless of their age, gender, 
marital status, cultural background, or place of origin. 
Employment is given to the rightful candidates on 
the basis of skills need and the criteria they have to 
fulfill to be eligible for the role. The Company includes 
diversity in its recruitment policy as it believes that the 
broader pool of talent opens a greater the chance of 
finding the qualified person for the job. 

It is evident that the pandemic created big changes 
among all businesses and organizations on how to 
retain and engage its workforce. Common challenges 
are mental health and well-being of the employees, 
public transportation, employee communication, 
and managing remote work. Moreover, voluntary 
unplanned “turn-over” and time to fill rates are 
increasing. 

Vista Land, through its Human Resource Department, 
continuously engages its employees remotely through 
maximization of various online platforms such as 
Zoom & Microsoft Teams. Employees were still able to 
celebrate annual company-wide gatherings via VPortal, 
Vista Land’s internally developed e-conference facility. 
Being present in 147 cities and municipalities across 
49 provinces, Vista Land is also able to provide 
employment opportunities to these locations. As it 
plans to expand to 200 cities and municipalities, Vista 
Land is expecting to gain more talents from those 
areas. 

The Company continues to aim to become a powerful 
employer brand, increase the efficiency of recruitment 
process by investing in digital technology, and continue 
efforts towards digital transformation. As of 2021, it 
has digitalized the following platforms: 

• Employee Self Service (ESS) – intended 
to cater all employee-related concerns. Payroll 
information can also be accessed here. 

• Operation Support Specialist (OSS) – 
intended for all IT-related concerns 

• Human Resource Information System 
(HRIS) – intended for accessing all employee-
related data and for requests for leave 
approval, Certificate of Employment (COE), 
Certificate of Employment with Compensation 
(COEC), and other employee-related 
documents 

Vista Land will also continue to focus on employee 
wellness in response to the challenges of the 
pandemic. 

EMPLOYMENT 3-3
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WELL-BEING

On top of the statutory benefits, employees enjoy 
additional perks such as leave credits, health care 
insurance, salary appraisals based on performance, 
mobile plans, car plan for eligible employees, long-term 
incentives such as housing assistance and retirement 
plans, and career growth through training and webinars. 

To mitigate risks during the pandemic, employees are 
provided with healthcare insurance that is extended 
to their dependents and bonuses given the financial 
challenges of living in quarantine. 

Benefits 3-3, 401-2, 401-3

INFOGRAPHICS

List of Benefits Y/N % of female employees 
who availed in 2021

% of male employees 
who availed in 2021

 SSS  Y  100%  100% 
PhilHealth Y 100% 100% 
Pag-IBIG Y 100% 100% 
Parental leaves Y 100% 100% 
Vacation leaves Y 100% 100% 
Sick leaves Y 100% 100% 
Medical Benefits (aside from PhilHealth) Y 100% 100% 
Housing assistance (aside from Pag-IBIG) Y 11% 10% 
Retirement fund (aside from SSS)11 Y 0% 0% 
Telecommuting Y 30% 30% 
Flexible-working Hours12 N 0% 0% 

Other new benefits include 24/7 teleconsultation 
provided by the partner HMO and a partnership with 
QR Diagnostic Laboratory to facilitate RT-PCR and 
Antigen tests for employees. 

The Company has a payroll advice policy for which 
employees can apply in times of emergency. As a result, 
in 2021, employees are very satisfied with the benefits 
package offered by the Company.
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The Villar Group ensured that the health and safety 
of people is its top priority, more so while doing 
business during the pandemic. For this reason, the 
Group aimed for and achieved 98% of its internal 
stakeholders as vaccinated and boosted. Vaccination 
rollouts are continued after 2021. This initiative boosts 
the immunity of employees and their families from the 
virus and the confidence of the consumers especially 
restrictions are lifted.

The pandemic continues to impact business 
operations and exposes residents, visitors, and 
employees to the virus.

Vista Land together with the Villar Group is set to 
vaccinate its employees and workers across the 
country, as it continues to be proactive in its fight 
against COVID-19.

The Group has ordered vaccines from Moderna and 
Oxford-Astra Zeneca for its existing workforce. It 
is also finalizing the process to allow employees to 
access vaccines for their families and household.

VHealthy, its Group-wide vaccination program, 
includes a massive information campaign involving a 
series of webinars that tackle safety protocols and 
the importance of getting inoculated, with resource 
speakers from relevant organizations and other health 
experts.

safet y 3-3, 403-3, 403-7, 403-9, 403-10

With the resumption of office work in 2021, 
Vista Land ensured the safety of its employees 
by continuously giving COVID-19 tests for free, 
conducting office disinfection and sanitation, and 
providing shuttle services to employees manning the 
offices.

Vista Land also partners with an HMO to ensure 
its employees’ health and wellness by mandating 
employees to undergo annual physical examinations 
(for staff to middle managers) and executive check-
ups (for senior managers and up).

Occasionally, the Company would sponsor fitness 
activities such as sports fest, Zumba dancing, and 
even a contest on weight management to encourage 
more participation. It also implements Occupational 
Health and Safety (OHS) policies and programs to 
promote Vista Land as a drug-free workplace as well 
as to prevent illnesses like Hepatitis B, HIV/AIDS, and 
Tuberculosis. 

The Company also participates in different fire and 
earthquake drills as part of emergency preparedness.
These activities, policies, and programs are 
communicated through the Post Master, the 
Company’s official corporate communication platform.

The Company has also contributed to the efforts 
of the government to fight the virus by converting 
forum halls into COVID-19 facilities, providing hospital 
beds and freezers for swabbing facilities, donating 
disinfecting apparatus, face masks, and drinking water 
to various hospitals, food, and accommodation to 
frontliners, and installation of public handwashing 
stations, among others.

“We are committed to 
informing and engaging 
our employees on the 
benefits of the vaccine, 
and to creating a healthy 
and safe workplace for 
them and our clients.”

Manuel Paolo Villar
President and CEO 

0
work-related injuries, 

fatalities, or ill-health from 
2019 to 2021

2
Safety Drills in 2021
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For reporting year 2021, there were no incidents concerning human rights violations or discrimination as Vista Land 
continues to acknowledge labor laws and human rights in the workplace. Moreover, employees are not involved in any 
worker union. The Company’s policies governing employees follow the existing labor laws and regulations.

Human RigHts/engagement 2-30

TRAINING AND DEVELOPMENT 3-3, 404-1, 404-2

Training and seminars are believed to be most 
effective in a classroom setup. However, because 
of the pandemic, facilitating activities on-site were 
limited. This prompted Vista Land to develop a 
Learning Management System that will effectively 
facilitate the training and development initiatives 
even off-site. 

Before the pandemic, Vista Land targeted sending all 
employees to 16 to 24 hours of training per year. The 
Company believes that training and development 
offer the following benefits to employees:
enhance the employees’ skills 

• expose them to the latest trends and 
issues related to the nature of their job

• prepares them for the next level of 
responsibilities they will assume, and

• expands their network as they share 
best practices with other players in the 
industry.

The Company’s training program is divided into four 
levels to address employees’ training needs based on 
the rank/level they are in:

1. Fundamental and Mandatory Training 
(FMT);

2. Skills Enhancement Training;
3. Leaders Enhancement & Development;
4. Executive Education.

In 2021, the Company implemented orientation and 
awareness seminars on COVID-19 vaccination and 
prevention through the V-Healthy program.

Vista Land recognizes employees who have done 
exceptional work in their respective fields. One method of 
candidate development includes job rotations within the 
organization. This provides key performers the opportunity 
to gain experience in working in other departments 
to ensure proper workplace succession. There is also 
management education and mentoring through leadership 
training and management development programs for 
employees.

The Company annually evaluates employee performance 
based on two factors: performance factors and behavioral 
factors.

Based on the annual performance appraisal, the Company 
recognizes the employee’s performance through merit 
increase and promotion to the next rank. Specific ranks 
come with specific benefits such as mobile plans and car 
plans. Aside from promotion to the next rank with salary 
increment, the Company rewards an employee’s excellent 
performance through travel incentives.

Every second week of December, the Villar Group 
holds a Christmas party (also called MBV) that includes 
recognition of personnel with tenure of at least five years. 
Employees with exemplary marks or performances during 
the year are also recognized at the event.

DISCLOSURE 2019 2020 2021

Total training hours provided to employees  12,890  11,576  108,400

Female employees 9,210 8,616 78,464

Male employees 3,680 2,960 29,936

Average training hours provided to employees (hours/ employee) 60 56 61

Female employees 60 56 63

Male employees 60 56 59
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RESOURCES

From the acquisition of land to its final development, Vista Land is committed to creating communities that are safe, accessible, 
and affordable so that more Filipino families can live dignified and prosperous lives. 

The Company also ensures that it builds projects with the environment in mind, understanding the importance of a thriving 
planet for future generations. Vista Land makes sure that its policies go beyond mere environmental compliance, employing 
modern technologies to efficiently manage sanitation and safety. 

The Company further mitigates its environmental impact by creating a responsible supply chain composed of mostly local 
suppliers who are vetted based on their environmental and social performance. 

Lastly, the Company promotes the responsible use of scarce resources by minimizing its consumption and waste wherever 
possible, and by improving its efficiencies and operations to give its communities a healthy and safe environment to live in.
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Vista Land has no significant impact on lands 
with high biodiversity value or in the proximity of 
protected areas. Before acquiring any property, 
Vista Land conducts market research to meet the 
demands of future homeowners. The Company 
considers the following criteria in its land 
acquisition study:
the general economic condition of the 
environment surrounding the property;

• proximity of the land to areas with existing 
products and services brought about by 
nearby developments;

• accessibility to roads and major 
thoroughfares;

• availability of electric facilities, telephone 
lines, and water systems; and

• overall competitive landscape and 
neighboring environment and amenities.

Vista Land also considers the feasibility of 
obtaining required governmental licenses, permits, 
and authorizations, and developing necessary 
improvements and infrastructure, including sewage, 
roads, and electricity.

3-3, 304-1, IF-HB-410b.1

LAND USE AND 
IMPACTS 

Compliance with the different environmental laws 
enables Vista Land to advertise freely its projects 
and accords a good reputation to the Company. It 
has, therefore, recorded no fines and sanctions due 
to noncompliance with environmental laws and 
regulations in 2021.  

Vista Land has a technical services team who tracks 
environmental law compliances from business 
development to the post-business development 
stage. Regular department updates on permit/license 
requirements are done to ensure minimal or non-
material incidents of non-compliance.

The Company is aware that noncompliance with 
the environmental laws may cause a downward 
movement in the sales of properties, hence, negatively 
affecting the financial performance of Vista Land. 
Moreover, this implies failure to launch projects 
knowing that there are pending compliances needing 
to be dealt with.  Vista Land aligns its operations, most 
especially its construction and property management, 
with the modern technologies being introduced 
as means to efficiently implement sanitation, 
environment, and safety laws and regulations 
regardless of cost.  

Vista Land considers entering certifications and 
other environmental initiatives such as ISO 140001 
to contribute to the betterment of the environment. 
Also, the Company continuously researches how to 
enhance its existing practices to help preserve the 
environment.

3-3, 404-1, 404-2COMPLIANCE

0
monetary fines and non-
monetary sanctions for 
non-compliance with 

environmental laws and/or 
regulations from 2019 to 2021
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eneRgy & emissiOns
3-3, 302-1, 302-4, 305-1, 305-2, 305-5, IF-RE-130a.1, IF-RE-130a.2

1 Vista Land continues to manage the energy consumption of common areas such as streetlights, clubhouses, parks, and other open spaces within its properties.

50

2

61

VISTA HUB (in GJ) 2019 2020 2021

203

83

CROWN ASIA VALENZA (in GJ) 2019 2020 2021

3,775

247

547

COMMUNITIES TAAL (in GJ) 2019 2020 2021

2,989

85

417

COMMUNITIES GAPAN (in GJ) 2019 2020 2021

4,343

579

252

COMMUNITIES KORONADAL (in GJ) 2019 2020 2021

7,769

347

571

COMMUNITIES NEGROS (in GJ) 2019 2020 2021

No data

GASOLINE

-331.57 GJ Reduction

-300.67 GJ Reduction

-59 GJ Reduction

36  |  Villar Group 2021  Sustainability Report



ELECTRICITY

906,064

4,556

VISTA HUB (in kWh) 2019 2020 2021

No data

283,643

29,853

240,664

CROWN ASIA VALENZA (in kWh) 2019 2020 2021

31,591

49,040

51,472

COMMUNITIES TAAL (in kWh) 2019 2020 2021

19,999

5,228

44,828

COMMUNITIES GAPAN (in kWh) 2019 2020 2021

31,174

117,700

97,113

COMMUNITIES KORONADAL (in kWh) 2019 2020 2021

116,516

109,389

156,204

COMMUNITIES NEGROS (in kWh) 2019 2020 2021

299,404

85,294

456,093

CROSSWINDS (in kWh) 2019 2020 2021

-210,811 kWh Reduction

-17,449 kWh Reduction

-39,600 kWh Reduction

-86,526 kWh Reduction

-370,799 kWh Reduction

-46,815 kWh Reduction

-2,432 kWh 
Reduction
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SCOPE 1 AND 2 EMISSIONS 2019-2021 305-1,305-2

3.24 
tCO2e

645.3 
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2019 2020
0

13.75

5.72

Scope 2 Emissions (tCO2e) 2019 2020 2021 Scope 2 Emissions (tCO2e)
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2019 2020
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0.14
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COMMUNITIES TAAL

22.5 
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2021

3.72 
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COMMUNITIES GAPAN

14.24
tCO2e

2021
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Vista Land manages, keeps track of, and monitors 
the electricity and gas consumption of its residential 
projects to achieve effective and efficient use of these 
resources. 

As the communities are inherently affected by power 
interruptions, Vista Land makes sure that they are 
serviced by a reliable electricity provider that is capable 
of restoring power in the fastest time possible after the 
event of natural catastrophes.

Vista Land is continuously exploring the viability of 
installing technologies that enable the efficient use 
of energy from renewable sources in residential 
communities and malls. While the Company is using 
retail electricity suppliers to aggregate power, it 
researches to improve the efficiency of energy use, 
especially of gas and electricity.

91.77 
tCO2e

75.72 
tCO2e

2019 2020
290.36

39.20

37.85

Scope 1 Emissions (tCO2e) 2019 2020 2021 Scope 2 Emissions (tCO2e)

COMMUNITIES KORONADAL

24.31 
tCO2e

2021

77.91 
tCO2e

111.25 
tCO2e

2019 2020
519.43

23.51

39.50

Scope 2 Emissions (tCO2e) 2019 2020 2021 Scope 2 Emissions (tCO2e)

COMMUNITIES NEGROS

82.98
tCO2e

2021
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WateR 3-3, 303-1, 303-5, IF-RE-140a.4

WATER 
CONSUMPTION

0

10,786

1,784

VISTA HUB (in m3) 2019 2020 2021

311

1,408

10,695

COMMUNITIES GAPAN (in m3) 2019 2020 2021

0

10,741

9,678

CROWN ASIA VALENZA (in m3) 2019 2020 2021

18,214

18,281

20,932

COMMUNITIES TAAL (in m3) 2019 2020 2021

7,873

20,457

17,595

COMMUNITIES KORONADAL (in m3) 2019 2020 2021

4,610

8,548

11,678

COMMUNITIES NEGROS (in m3) 2019 2020 2021

128,177

98,477

71,012

CROSSWINDS (in m3) 2019 2020 2021
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Vista Land manages its water consumption by keeping 
track of the activities in the communities to achieve 
effective and efficient use of such resources. It 
continues to manage water consumption in common 
areas such as swimming pools, clubhouses, parks, and 
other open spaces.

Its residential developments may experience water 
shortages that bring discomfort to its homeowners, 
especially during the summer months. For this reason, 

the Company always ensures that its residential 
communities’ water consumption needs are provided 
by a reliable distributor. In addition, Vista Land’s 
residential developments are equipped with elevated 
water tanks.

Vista Land is exploring the option of installing water-
recycling equipment to divert discharges to other uses 
such as landscape maintenance.

 Villar Group 2021  Sustainability Report  |  41



PROFIT

The financial health and stability of Vista Land help 
ensure it has the capability to continue adding value for 
stakeholders, providing quality products and services 
to its customers, as well as safeguarding productive 
employment for its people.

It is for this reason that the Management Committee 
remains focused on optimizing the Company’s financial 
assets and exercising prudence in managing resources, 
especially in times of socio-economic crisis such as one 
brought about by the global pandemic.

10,231.49

1,255.63
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2,919.17
42.31
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10,231.49

1,255.63

15,768.51

12,841.20

2,919.17
42.31

Operations

Wages & Benefits

Suppliers

Investors & Stockholders

Taxes

Community Investments
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Direct Economic Value Generated

PhP millions
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Furthermore, the Company introduced innovations 
while maintaining transparent channels of 
communication to enable a collaborative environment 
with the various communities it actively engages. These 
empower Vista Land to strengthen the resiliency of 
its business continuity plan and crisis management 
strategy, thereby allowing it to remain stable and strong 
throughout the challenging year. 
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Vista Land continues to recover from the impact of 
the pandemic. Despite the 5% decrease in 2021 in 
overall revenue as compared with the previous year, 
Vista Land’s leasing business has performed admirably 
amidst the economic challenges of the pandemic 
through its community-based malls with tenants that 
are largely classified as essential services, such as the 
home store and the supermarket. This resulted in a 
9% increased performance from 2020 due to the 
increase in revenue from the leasing segment. 

For the 2021 reporting year, the Company 
contributed 20% to its operations, 3% to 
compensation and benefits for employees, 49% to 
suppliers, 22% in dividends for stockholders, and 5% 
to the government in the form of taxes, and 1% to 
community investments.

Vista Land posted a net income of P6.0 billion 
for the 1st nine months of 2021, up 9% from the 
same period last year. The Company’s gross margin 
improved by 320 basis points and the EBITDA margin 
also improved by 440 basis points due to the various 
operational efficiency measures undertaken during 
the period. 

Vista Land Chairman Manuel B. Villar Jr. said, “We 
remain optimistic with the industry, especially with 
the sustained increase in the Overseas Filipinos (OF) 
remittances which are at about 6% at the end of 
August. Demand from OFs remained strong, which 
contributed to the growth in our reservation sales to 
P43.9 billion for the period.”

Total assets stood at P306.7 billion as of end 
September 2021.

Capital expenditure for the 1st nine months of the 
year reached P18.4 billion mainly for construction and 
land development. Land acquisitions remained muted 
as the company disclosed that they are looking at 
maximizing its existing land bank.  The company had 
2,937 hectares of land as of end September 2021.  A 
total of P7.2 billion worth of projects were launched 
during the period, comprising one high-end project, 
five affordable projects, and two mid-rise buildings.   

eCOnOmiC 
PeRfORmanCe
3-3, 303-1, 303-5, IF-RE-140a.4
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RESPONSIBLE SUPPLY CHAIN
Vista Land strives for efficient and responsible supply 
chain processes. Maintaining long-term partnerships 
with over 300 accredited independent contractors, the 
company deals with each of them on an arms-length 
basis. 

Procurement risks may result in lower production 
efficiency and competitiveness are identified to be 
inherent to the company. This includes local suppliers 
that may lack the technical capability or other resources 
needed to support the Company’s requirements. 
The company is also vulnerable to price fluctuations 
associated with labor shortages, especially with the 
government ramping up its infrastructure programs. 
Complications such as construction or infrastructure 
failures, design flaws, significant project delays, quality 
control issues, or otherwise, could reflect to Vista Land’s 
capability to deliver and may cause difficulty attracting 
new customers. 

To this end, Vista Land ensures that the contractors 
and suppliers are financially and economically stable, 
as well as environmentally and socially responsible. It is 
important that they share the mission of building homes 
for every Filipino by adhering to laws and regulations, 
and acting ethically at all times. 

Vista Land’s suppliers undergo an established 
accreditation process that allows for non-discriminatory 
selection and chooses suppliers based on their ability 
to fulfill our requirements, offer’s competitiveness, 
historical performance, and results of background 
checking, among others. Suppliers are evaluated through 
their proof of production capacity, compliance with set 
standards and regulations, and legitimacy of operations. 
We also welcome all suppliers who employ workers 
from disadvantaged groups or have sustainability 
initiatives in place.

The in-house purchasing group facilitates the evaluation 
and assessment of suppliers as part of its primary 
responsibility. In line with the mission and vision of 
the Company, Vista Land ensures that all dealings with 
suppliers are done above-board and compliant with 
the rules and regulations of the Company. Vista Land 
employees are expected to avoid conflicts of interest 
and act with the Company’s interest always in mind. 

Vista Land suppliers’ performance are also evaluated on 
a regular basis. Non-compliant incidents are reported to 
the organization by key persons on-site. Once a formal 
report is filed, the Management takes the necessary 
action to address the issue immediately. 

Suppliers with recurring issues are provided with a 
maximum of three warnings, after which they will 
be tagged as “banned.” Banned suppliers will not be 
entertained by the Company for future transactions.
A regular review of processes is also done to assess, 
to improve, to adapt, and to formulate new processes, 
systems, and technologies. 

In the spirit of partnership, the Company opens its 
communication lines to suppliers to encourage them to 
raise any concerns or grievances. Suppliers may reach 
the Company through the procurement team, either 
through email or via the corporate mobile number.

3-3, 308-2, 414-2

Based on our assessment, there 
were no significant environmental 
and social impacts from Vista 
Land’s supply chain in 2021.
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PROCUREMENT PRACTICES

Vista Land contributes to the local economy by 
sourcing its supply requirement from a broad base of 
local suppliers. Proximity and same culture promotes 
easier communication, understanding, and more 
efficient processes. Hence, given the same competitive 
offerings, we would give preference to the local 
partners. 

3-3, 204-4  

100% 
 of the procurement budget 
is spent on local suppliers

Vista Land is dedicated to supporting local suppliers 
by employing workers within the company’s areas 
of operation and establishing long-term relationships 
with them to help develop the local economy. The 
Company invests in learning development by providing 
the necessary training sessions to further improve its 
employees’ skills as procurement professionals. They 
are sent to conventions, trade fairs, and symposia to 
keep them abreast of the latest technological trends 
and innovations. 

Vista Land aims to be present in 200 cities and 
municipalities in the near future. This means that it 
will be able to provide opportunities to more local 
suppliers in areas where it plans to develop. The 
supplier base is also continuously reviewed by our 
purchasing group  to maintain a healthy and diverse 
pool of suppliers. 
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COMMUNITY

Since its inception, the Company’s social responsibility arm Villar SIPAG (Social Institute for Poverty Alleviation 
and Governance) has initiated, implemented, and supported various projects aimed at improving the quality of 
life of the people in the communities where they live and sustain a business presence.

One of its earliest programs that reflected its ambition to uplift every Filipino family’s quality of life was a tree-
planting program to create urban forests in open spaces of subdivisions, residential communities, and schools. 
Over the years, its advocacies and beneficiaries have expanded and diversified in order to reach more people 
and sectors of society including the poor and underprivileged.

3-3, 203-1, 203-2
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One such example that echoes the love of the land, as 
well as the need to care for its nurturers, is the Villar 
Farm Schools which were created to help promote a 
new breed of Filipino farmers.  

Villar SIPAG has four farm schools, which were 
established one after the other in 2015. The first is 
located in the boundary of Las Piñas City and Bacoor 
city which cater to farmers in NCR, Southern Luzon, 
and Bicol. The farm in San Jose del Monte City opened 
in July 2016. It also offers free training programs for 
farmers in Northern and Central Luzon and the 
Cordilleras.

Both Villar SIPAG farms schools are venues of the 
training program on Agri-Crops production. Established 
in partnership with several like-minded organizations, 
the program is open to anyone who wants to learn 
urban agriculture, training in farm business school, 
production of high-quality inbred rice seeds and farm 
mechanization, a farm machinery operation workshop, 
management, enterprise, and training on the operation 
and maintenance of rice machinery. 

The farm schools are also venues for training on 
freshwater aquaculture, native animal production, and 
management in partnership with the Bureau of Fisheries 
and Aquatic Resources (BFAR) and Bureau of Animal 
Industry (BAI). The schools also hold training in cacao 
production and intercropping of coconut with the 
Philippine Coconut Authority (PCA).  

On January 20, 2020, Villar inaugurated the Villar SIPAG 
Farm School in San Miguel, Iloilo to serve the Visayas 
Region. The main training program offered here is the 
two-week training of trainers on rice mechanization and 
inbred rice seeds production. The Philippine Carabao 
Center also conducts training in Villar SIPAG Farm on 
courses such as bull handling and dairy and buffalo 
fattening. It even hosted TESDA training courses in 
Construction, Painting, and Masonry.

In addition, the Villar SIPAG Farm School in Davao City 
was established also in 2020 to provide training to 
farmers and others who want to avail of agriculture-
related training in Mindanao. 

The Villar SIPAG Farm Schools have welcomed 
thousands of trainees and hosted hundreds of training 
sessions on agriculture-related courses for free. 

To date, there are 2,367 accredited farm schools all 
over the country that serve as learning sites for farmers 
and plant enthusiasts who are given the opportunity to 
train for free on the ways of modern farming. 

VillaR faRm sCHOOls

In November 2021, the Villar SIPAG held its 10th annual 
OFW and Family Summit in a virtual expo via virtual 
platforms Zoom and Facebook Live, to pay tribute to 
the modern-day heroes and a key Vista Land target 
market, the Overseas Filipino Workers (OFW).

The Villar SIPAG 10th OFW & Family virtual summit 
aimed to promote financial literacy and provide 
business opportunities in real estate as well as insights 
to OFWs in preparation for life in the New Normal. 
This virtual expo aimed to address an alarming trend 
that saw one out of 10 OFWs remained financially 
broke while 80% returned to the Philippines without 
savings. 

Villar SIPAG recognized the need to promote the 
importance of making valuable investments amidst 
challenging times. The Summit’s workshops discussed 
how financial planning was not only about increasing 
income but also about managing finances well. There 
were also relevant talks on how to budget OFW 
remittances and save money more effectively.

10tH annual OfW
and family summit
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GOVERNANCE

Vista Land commits to the principles of good corporate governance. This drives the Company to make all its 
stakeholders aware as part of institutionalizing an ethical workplace. 
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Male Female

57%
Female

Independent Non-independent

71%
Non-independent

Executive Non-executive

57%
Non-executive

Filipino

100%
Filipino

2-9, 2-11STRUCTURE

Manuel B. Villar Jr.
Chairman of the Board

Cynthia J. Javarez 
Director, Chief Operating Officer

Manuel Paolo A. Villar 
Vice Chairman of the Board and President 

& Chief Executive Officer

Camille A. Villar 
Managing Director

Marilou O. Adea 
Independent Director

Ruben O. Fruto 
Independent Director

Frances Rosalie T. Coloma 
Director

The Board shall constitute the proper committees to assist it in good corporate governance.
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Manuel B. Villar
Chairman

Justina F. Callangan
Member

 Cynthia J. Javarez
Member

audit COmmittee
The Board shall establish an Audit Committee to enhance its oversight capability over the Corporation’s financial 
reporting, internal control system, internal and external audit processes, and compliance with applicable laws and 
regulations. 

The Committee shall have the following functions:

A. recommend for approval the Internal Audit Charter (“IA Charter”), which formally defines the role of 
Internal Audit and the audit plan as well as oversees the implementation of the IA Charter;

B. monitor and evaluate the adequacy and effectiveness of the Corporation’s internal control system through 
the Internal Audit (“IA”) Department, the integrity of financial reporting, and the security of physical and 
information assets. Well-designed internal control procedures and processes that will provide a system of 
checks and balances should be in place to:

a. safeguard the Corporation’s resources and ensure their effective utilization, 
b. prevent the occurrence of fraud and other irregularities, 
c. protect the accuracy and reliability of the Corporation’s financial data, and 
d. ensure compliance with applicable laws and regulations;

C. oversee the IA Department, and recommend the appointment and/or grounds for approval of an internal 
audit head or Chief Audit Executive (“CAE”). The Audit Committee should also approve the terms and 
conditions for outsourcing internal audit services;

D. establish and identify the reporting line of the Internal Auditor to enable him to properly fulfill his duties 
and responsibilities. For this purpose, he should directly report to the Audit Committee;

E. review and monitor Management’s responsiveness to the Internal Auditor’s findings and recommendations;

F. discuss with the External Auditor the nature, scope, and expenses of the audit before the commencement 
of the audit, and ensure the proper coordination if more than one audit firm is involved in the activity to 
secure proper coverage and minimize duplication of efforts;

G. evaluate and determine the non-audit work, if any, of the External Auditor, and periodically review the 
non-audit fees paid to the External Auditor about the total fees paid to him and the Corporation’s overall 
consultancy expenses. The committee should disallow any non-audit work that will conflict with his duties 
as an External Auditor or may pose a threat to his independence. The non-audit work, if allowed, should 
be disclosed in the Corporation’s Annual Report and Annual Corporate Governance Report;

nOminatiOn COmmittee
The Nomination Committee reviews the nominations for candidates for election to the Board of Directors and 
ensures their compliance with the requirements of the Revised Corporation Code and the Securities Regulation 
Code. Furthermore, it ensures that the guidelines on the nomination and election of independent directors set forth 
in Rule 38 of the Revised Implementing Rules and Regulations of the Securities Regulation Code are complied with
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H. review and approve the Interim and Annual Financial Statements before their submission to the Board 
with particular focus on the following matters:

• any change/s in accounting policies and practices
• areas where a significant amount of judgment has been exercised
• significant adjustments resulting from the audit
• going concern assumptions
• compliance with accounting standards
• compliance with tax, legal and regulatory requirements;

I. review the disposition of the recommendations in the External Auditor’s management letter;

J. perform oversight functions over the Corporation’s Internal and External Auditors. It ensures the 
independence of Internal and External Auditors, and that both auditors are given unrestricted access to all 
records, properties, and personnel to enable them to perform their respective audit functions;

K. coordinate, monitor, and facilitate compliance with laws, rules, and regulations;

L. recommend to the Board the appointment, reappointment, removal, and fees of the External Auditor, 
duly accredited by the SEC, who undertakes an independent audit of the Corporation, and provides 
an objective assurance on how the financial statements should be prepared and presented to the 
stockholders; and

M. meet with the Board at least every quarter without the presence of the CEO or other management team 
members, and periodically meet with the head of the internal audit. The Audit Committee shall ensure 
that, in the performance of the work of the Internal Auditor, he shall be free from interference by outside 
parties. 

The Audit Committee shall be composed of at least three (3) appropriately qualified non-executive directors, the 
majority of whom, including the Chairman, should be independent. 
All of the members of the committee must have relevant background, knowledge, skills, and/or experience in the areas 
of accounting, auditing, and finance. 
The Chairman of the Audit Committee should not be the Chairman of the Board or of any other committees.

Members:

Romulo L. Neri
Chairman

Frances Rosalie T. Coloma
Member

 Justina F. Callangan
Member
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COmPensatiOn and RemuneRatiOn 
COmmittee

The Compensation and Remuneration Committee shall be composed of at least three (3) members, one of whom 
shall be an independent director, to establish a formal and transparent procedure for developing a policy on the 
remuneration of directors and officers to ensure that their compensation is consistent with the Corporation’s culture, 
strategy and the business environment in which it operates.

The following shall be the duties and responsibilities of the Compensation and
Remuneration Committee:

A. establish a formal and transparent procedure for developing a policy on executive remuneration and for 
fixing the remuneration packages of corporate officers and directors, and provide oversight over the 
remuneration of senior management and other key personnel ensuring that compensation is consistent 
with the Corporation’s culture, strategy and control environment;

B. designate the amount of remuneration, which shall be at a sufficient level to attract and retain directors 
and officers who are needed to run the company successfully;

C. establish a formal and transparent procedure for developing a policy on executive remuneration and for 
fixing the remuneration packages of individual directors, if any, and officers;

D. develop a form on Full Business Interest Disclosure as part of the pre-employment requirements for all 
incoming officers, which among others compel all officers to declare under the penalty of perjury all their 
existing business interests or shareholdings that may directly or indirectly conflict with their performance 
of duties once hired;

E. disallow any director to decide his or her remuneration; 

F. provide in the Corporation’s annual reports, information, and proxy statements a clear, concise, and 
understandable disclosure of compensation of its executive officers for the previous fiscal year and the 
ensuing year;

G. review (if any) of the existing Human Resources Development or Personnel Handbook, to strengthen 
provisions on conflict of interest, salaries, and benefits policies, promotion, and career advancement 
directives, and compliance of personnel concerned with all statutory requirements that must be 
periodically met in their respective posts and in the absence of Personnel Handbook, the committee 
should develop one that covers the same parameters of governance stated above.

Members:

 Manuel Paolo A. Villar
Chairman

 Romulo L. Neri
wMember

 Camille A. Villar
Member
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CORPORate gOVeRnanCe COmmittee

Upon establishment thereof, the Corporate Governance (CG) Committee shall be tasked to assist the Board in the 
performance of its corporate governance responsibilities. It shall be composed of at least three (3) members, with 
qualifications as may be prescribed by the Board of Directors taking into consideration the requirements under SEC 
Memorandum Circular No. 19, series of 2016 re Code of Corporate Governance for Publicly-Listed Companies (“CG 
Code for PLCs”).

The CG Committee shall be tasked with ensuring compliance with and proper observance of corporate governance 
principles and practices. It shall have the following duties and functions, among others:

A. oversee the implementation of the corporate governance framework and periodically review the said 
framework to ensure that it remains appropriate in light of material changes to the corporation’s size, 
complexity, and business strategy, as well as its business and regulatory environments;

B. oversee the periodic performance evaluation of the Board and its committees as well as executive 
management, and conduct an annual self-evaluation of its performance;

C. ensure that the results of the Board evaluation are shared, discussed, and that concrete action plans are 
developed and implemented to address the identified areas for improvement;

D. recommend continuing education/training programs for directors, assignment of tasks/projects to board 
committees, succession plan for the Board members and senior officers, and remuneration packages for 
corporate and individual performance

E. adopt corporate governance policies and ensure that these are reviewed and updated regularly, and 
consistently implemented in form and substance;

F. propose and plan relevant training for the members of the Board;

G. determine the nomination and election process for the Corporation’s directors and has the special 
duty of defining the general profile of Board members that the Corporation may need and ensuring 
appropriate knowledge, competencies, and expertise that complement the existing skills of the Board; and

H. establish a formal and transparent procedure to develop a policy for determining the remuneration 
of directors and officers that is consistent with the Corporation’s culture and strategy as well as the 
business environment in which it operates.

Members:

 Justina F. Callangan
Chairman

Manuel B. Villar, Jr.
wMember

Romulo L. Neri
Member
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BOaRd Risk OVeRsigHt COmmittee

Subject to the Corporation’s size, risk profile, and complexity of operations, the Board may establish a separate 
Board Risk Oversight Committee (BROC) that shall be responsible for the oversight of the Corporation’s Enterprise 
Risk Management system to ensure its functionality and effectiveness. The BROC shall be composed of at least 
three (3) members, with qualifications as may be prescribed by the Board of Directors taking into consideration the 
requirements under the CG Code for PLCs.

The BROC shall have the following duties and responsibilities, among others:

A. develop a formal enterprise risk management plan which contains the following elements: (i) common 
language or register of risks, (ii) well-defined risk management goals, objectives, and oversight, (iii) uniform 
processes for assessing risks and developing strategies to manage prioritized risks, (iv) designing and 
implementing risk management strategies, and (v) continuing assessments to improve risk strategies, 
processes, and measures;

B. oversee the implementation of the enterprise risk management plan through a Management Risk 
Oversight Committee. The BROC shall conduct regular discussions on the Corporation’s prioritized and 
residual risk exposures based on regular risk management reports and assesses how the concerned units 
or offices are addressing and managing these risks;

C. evaluate the risk management plan to ensure its continued relevance, comprehensiveness, and 
effectiveness. The BROC shall revisit defined risk management strategies, look for emerging or changing 
material exposures, and stay abreast of significant developments that seriously impact the likelihood of 
harm or loss;

D. advise the Board on its risk appetite levels and risk tolerance limits;

E. review at least annually the Corporation’s risk appetite levels and risk tolerance limits based on 
changes and developments in the business, the regulatory framework, the external economic and 
business environment, and when major events occur that are considered to have major impacts on the 
Corporation;

F. assess the probability of each identified risk becoming a reality and estimates its possible significant 
financial impact and the likelihood of occurrence. Priority areas of concern are those risks that are the 
most likely to occur and to impact the performance and stability of the corporation and its stakeholders;

G. provide oversight over Management’s activities in managing credit, market, liquidity, operational, legal, 
and other risk exposures of the corporation. This function shall include regularly receiving information 
on risk exposures and risk management activities from Management; and the Board regularly, or as 
deemed necessary, the Corporation’s material risk exposures, the actions taken to reduce the risks, and 
recommends further action or plans, as necessary.

Members:

 Romulo L. Neri
Chairman

 Cynthia J. Javarez 
wMember

 Justina F. Callangan
Member
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Related PaRt y tRansaCtiOn COmmittee

Subject to the Corporation’s size, risk profile, and complexity of operations, the Board may also establish a Related 
Party Transaction (RPT) Committee, which shall be tasked with reviewing all material-related party transactions of 
the Corporation and should be composed of at least three (3) directors, with qualifications as may be prescribed by 
the Board of Directors taking into consideration the requirements under the CG Code for PLCs.

The following shall be the functions of the RPT Committee, among others:

A. evaluate on an ongoing basis, existing relations between and among businesses and counterparties to 
ensure that all related parties are continuously identified, RPTs are monitored, and subsequent changes 
in relationships with counterparties (from non-related to related and vice versa) are captured. Related 
parties, RPTs, and changes in relationships shall be reflected in the relevant reports to the Board and 
regulators/supervisors;

B. evaluate all material RPTs to ensure that these are not undertaken on more favorable economic terms 
(e.g., price, commissions, interest rates, fees, tenor, collateral requirement) to such related parties 
than similar transactions with non-related parties under similar circumstances and that no corporate 
or business resources of the Corporation are misappropriated or misapplied, and to determine any 
potential reputational risk issues that may arise as a result of or in connection with the transactions. 

In evaluating RPTs, the Committee shall take into account, among others, the following:

• the related party’s relationship to the Corporation and interest in the transaction;
• the material facts of the proposed RPT, including the proposed aggregate value of such 

transaction;
• the benefits to the Corporation of the proposed RPT;
• the availability of other sources of comparable products or services; and 
• an assessment of whether the proposed RPT is on terms and conditions that are comparable to 

the terms generally available to an unrelated party under similar circumstances. 

The Corporation should have an effective price discovery system in place and exercise due diligence 
in determining a fair price for RPTs;

C. ensure that appropriate disclosure is made, and/or information is provided on regulating and supervising 
authorities relating to the Corporation’s RPT exposures and policies on conflicts of interest or potential 
conflicts of interest. The disclosure shall include information on the approach to managing material 
conflicts of interest that are inconsistent with such policies, and conflicts that could arise as a result of 
the Corporation’s affiliation or transactions with other related parties;

D. report to the Board of Directors regularly, the status and aggregate exposures to each related party, as 
well as the total amount of exposures to all related parties;

E. ensure that transactions with related parties, including the write-off of exposures, are subject to a 
periodic independent review or audit process; and

F. oversee the implementation of the system for identifying, monitoring, measuring, controlling, and 
reporting RPTs, including a periodic review of RPT policies and procedures.

Members:

 Justina F. Callangan
Chairman

Frances Rosalie T. Coloma
Member

Romulo L. Neri
Member
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Ethical Business Practices

Vista Land commits to the principles of good 
corporate governance and thereby informs all 
stakeholders of its efforts to institutionalize an ethical 
workplace. 

Through Board Leadership, Vista Land takes a stand 
against corrupt practices by adopting the Company’s 
anti-corruption policies, including the Whistleblowing 
and Anti-Bribery policies. These policies were crafted 
in compliance with the principles and best practices 
set out in the Company’s Manual on Corporate 
Governance. Moreover, these are communicated to 
its employees during job orientations and tackled 
during the annual corporate values session of 
the Company. These are facilitated by the Human 
Resources department (HR) in batches via the Zoom 
virtual meeting platform.

Vista Land recognizes its exposure to corruption 
risks if anti-corruption and other related policies are 
not well communicated. This may result in reported 
incidents that may give a negative impression to the 
Company.

Vista Land makes sure to include discussion of the 
Anti-Corruption Policies of the Company during on-
the-job orientations and the annual corporate values 
session of the Company. 

Audit procedures are in place to ensure that 
appropriate disclosures and accounting are made by 
the employees which are strictly enforced among 
them including members of the management.

The Company’s Code of Business Conduct and Ethics 
clearly states provisions on the proper and moral 
transactions within and outside the Company. Any 
misconduct or failure to exercise good judgments 
will be subjected to corrective actions based on due 
process by the labor laws.

3-3, 205-2, 205-3

Vista Land will continue to uphold a cooperative, 
efficient, and productive work environment and 
business organization. All stakeholders of Vista Land 
are expected to devote their full attention to the 
business interests of the Company. 

To ensure adherence to corporate principles and best 
practices, the Compliance Officer is responsible for 
the following: 

A. Monitor compliance with the provisions and 
requirements of this Manual on Corporate 
Governance (“Manual”) and the rules and 
regulations of regulatory agencies and, if any 
violations are found, report the matter to 
the Board and recommend the imposition 
of appropriate disciplinary action on the 
responsible parties and the adoption of 
measures to prevent a repetition of the violation; 

B. Appear before the Securities and Exchange 
Commission when summoned in relation to 
compliance with this Manual; and

C. Issue a certification every January 30th of 
the year on the extent of the Corporation’s 
compliance with this Manual for the completed 
year, and, if there are any deviations, explain the 
reason for such deviation.

Company Policies
2-23, 2-24, 3-3

Anti-corruption
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Compliance with laws and regulations enables Vista 
Land to operate continuously and maintain a good 
reputation for stakeholders. 

2-27, 3-3

To cover environmental regulations, Vista Land has 
a technical services team who tracks environmental 
compliances from business development to the post-
business development stage. Regular department 
updates on permit/license requirements are done 
to ensure minimal or non-material incidents of 
noncompliance

The Company continuous research is conducted 
to enhance its existing practices to help preserve 
the environment.  Entering certifications and other 
environmental initiatives such as ISO 140001 are also 
being considered to contribute to the betterment of 
the environment.

Regulatory Compliance

0 
 noncompliance 

with environmental 
and socio-economic 

lawsbudget is spent on 
local suppliers

The Company also secures various government 
approvals such as license to sell, development permits, 
environmental compliance certificates, etc. as part of 
the normal course of its business.

Government 
approvals/regulations

2-27, 3-3

The Company is not subject to any civil or criminal 
lawsuit or other legal actions. 

The subsidiaries are subject to various civil and 
criminal lawsuits and legal actions arising in the 
ordinary course of business. Typical cases include 
adverse claims against a subsidiary’s title over parcels 
of land and claims brought by buyers seeking the 
return of deposits or cancellations of sales. From time 
to time, the subsidiaries also dispute taxes that have 
been assessed against them by the Philippine Bureau 
of Internal Revenue. In the opinion of the Company’s 
management, none of the lawsuits or legal actions 
to which the subsidiaries are currently subject will 
materially affect the daily operations of their business 
nor will they have a material adverse effect on the 
Company’s consolidated financial position and results 
of operations.

Legal Proceedings

The Company has no principal products that have 
pending government approval as of December 31, 
2021.

As of December 31, 2021, except for the pending 
tax reform program and proposed land conversion 
moratorium, the Company is not aware of any 
existing or probable governmental regulations that 
will affect the Company’s business operations.

In terms of amount spent for development activities 
(representing capital expenditures) as a percentage of 
revenue from real estate sales: 117% in 2019, 113% in 
2020, and 122% in 2021.

The Company typically spends about 1% of the 
total costs of development for environmental 
laws compliance. By executing such compliance, 
the Company can help in the preservation of 
the environment as part of its social corporate 
responsibility.
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STANDARD DISCLOSURE LOCATION OMISSION

General Disclosure

GRI 2: GENERAL 
DISCLOSURES 
2021

The Organization and its Reporting Practices

2-1 Organizational details 10

2-2 Entities included in the organizations’s sustainability reporting 10-15

2-3 Reporting period, frequency and contact point

January 1 to December 31,
2021
Annual
Brian N. Edang (Head Investor 
Relations)

2-4 Restatements of information None

2-5 External assurance This report is not assured by a 
third-party organization.

Activities and Workers

2-6 Activities structure and composition 10-15

2-7 Employees 29

2-8 Workers who are not employee Not applicable
Monitoring includes 
regular and probationary 
employees only

Governance

2-9 Governance structure and composition 49

2-10 Nomination and selection of the highest governance body 2021 VLL IACGR *

2-11 Chair of the highest governnance body 49

2-12 Role of the highest governance body in overseeing the man-
agement of impacts 54

2-13 Delegation of responsibility for managing impacts 54

2-14 Role of the highest governance body in sistainability report-
ing. 2021 VLL IACGR *

2-15 Conflict of interest VLL Code of Business 
Conduct & Ethics  **

2-16 Communication of critical concerns 2021 VLL IACGR *

2-17 Collective knowledge of the  highest governance body 2021 VLL IACGR *

2-18 Evaluation of the performance of the highest governance 
body 2021 VLL IACGR *

2-19 Renumeration policies 2016 VLL IACGR ***

2-20 Process to determine renumeration 2016 VLL IACGR ***

2-21 Annual total compensation ratio VLL Annual Report 2021 ****

Strategy, Policies and Practices

2-22 Statement n sustaibele development strategy 5

2-23 Policies commitments 9, 56

2-24 Embedding policy commitment 56

2-25 Processes to remediate negative impacts 56-57

2-26 Compliance with laws and regulaions 35, 56-57

GENERAL DISCLOSURES

Statement of use Vista Land & Lifescapes, Inc. has reported in accordance with the GRI Standards for the period 
January 1, 2021 to December 31, 2021.

GRI 1 used GRI 1: Foundation 2021

GRI CONTENT INDEX

* Link to: https://www.vistaland.com.ph/assets/corporategovernance/annualreport/e3a0e3b0b1/VLL_PSE-SEC-Form-I-ACGR-2021.pdf
** Link to: https://www.vistaland.com.ph/assets/corporate-governance/code/7736f0a6f1/CodeofBusinessConductEthics.pdf
***Link to: https://www.vistaland.com.ph/assets/corporategovernance/annualreport/b3b31979e0/VLL_SECForm_ACGR_2016_05302017-v3.pdf
**** Link: https://www.vistaland.com.ph/assets/stockinformation/disclosures/8673f13bd0/VLL_SEC-Form-17A_December-31-2021.pdf
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STANDARD DISCLOSURE LOCATION OMISSION

Economic Performace

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 42-43

GRI 201: Economic Per-
formance 2016

201-1 Direct economic value generated and distributed 42-43

201-3 Defined benefit plan obligations and other retirement 
plans VLL Annual Report 2021 ****

Tax

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics VLL Annual Report 2021 ****

GRI 207: TAX 2019

207-1 Approach to tax VLL Annual Report 2021 ****

207-2 Tax governance, control and risk management VLL Annual Report 2021 ****

207-3 Stakeholder engagement and management of concerns 
related to tax VLL Annual Report 2021 ****

207-4 Country-by-country reporting VLL Annual Report 2021 ****

Responsible Supply Chain & Procurement Practices

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 45

GRI 204: PROCUREMENT 
PRACTICES 2016 204-1 Proportion of spending on local suppliers 45

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topicsh 44

GRI 308: SUPPLIER 
ENVIRONMENTAL AS-
SESSMNET 2016

308-2 Negative environmental impacts in the supply chain and 
actions taken 44

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 44

GRI 414: SUPPLIER SO-
CIAL ASSESSMENT 2016 414-2 Negative social impacts in the supply chain and actions 

taken  44

Customer Satisfaction

Health and Safety

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 27

GRI 417: CUSTOMER 
HEALTH AND SAFETY 
2016

416-2 Incidents of non-compliance concerning the health and 
safety impacts of products and services 27

TOPIC SPECIFIC DISCLOSURE

GENERAL DISCLOSURES

GRI 2: GENERAL 
DISCLOSURES 
2021

Stakeholder Engagement

2-28 Approach to stakeholder engagement 18

2-29 Collective bargaining agreements VLL Annual Report 2021 ****

Material Topics

GRI 3: MATERIAL 
TOPICS 2021

3-1 Process to determine material topics 16

3-2 List of Material Topics 17

GRI CONTENT INDEX

**** Link: https://www.vistaland.com.ph/assets/stockinformation/disclosures/8673f13bd0/VLL_SEC-Form-17A_December-31-2021.pdf
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STANDARD DISCLOSURE LOCATION OMISSION

Customer Satisfaction

Marketing and Promotions

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 25-26

GRI 417: MARKETING 
AND LABELING 2016

417-2 Incidents of non-compliance concerning product and service 
information and labelling 25-26

417-3 Incident of non-compliance concerning marketing communica-
tions 25-26

Data Protection and Cyber Security

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 27

GRI 418: CUSTOMER 
PRIVACY 2016 418-1 Substantiated complaints concerning breaches of customer 

privacy and losses of customer data Zero from 2019 to 2021

Employment

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 30

GRI 405: DIVERSITY 
AND EQUAL OPPOR-
TUNITY 2016

405-1 Diversity of governance bodies and employees 29

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 30

GRI 401: EMPLOY-
MENT 2016 401-1 New employee hires and employee turnover 29

Local Employment

GRI 202: MARKET 
PRESENCE 2016

201-1 Ratios of standard entry level wage by gender compared to 
local minimum wage

1:1 (in Mega Manila); 7:5 
(in Luzon and Visayas), 
3:1 (in Mindanao)

201-2 Proportion of senior managemetn hired from the local commu-
nity 100% are Filipino locals

Training and Development

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 33

GRI 404: Training anf 
Education 2016

404-1 Average hours of training per year per employee 33

404-2 Programs for upgrading employee skills and transition assis-
tance program 33

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

Well-being

Benefits

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 31

GRI 401: EMPLOY-
MENT 2016

401-2 Benefits provided to full-time employees that are not provided 
to temporary or part-time employees 31

401-3 Parental Leaves 31

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Well-being

Human Rights

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 36

GRI 402: LABOR/ 
MANAGEMENT 
RELATIONS 2016

402-1 Minimum notice periods regarding operational changes 1 week

Occupational Health and Safety

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 32

403-3 Occupational health services 32

403-4 Worker participation, consultation, and communication on 
occupational health and safety 32

403-5 Worker training on occupational health and safety 34

403-6 Promotion of worker health 32

403-7 Prevention and mitigation of occupational health and 
safety impacts directly linked by business relationship 33

403-9 Work-related injuries 32

403-10 Work-related ill health 33

Community

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 46-47

GRI 203: INDI-
RECT ECONOMIC 
IMPACTS 2016

203-1 Infrastructure investments and services supported 46-47

203-2 Significant indirect economic impacts 46-47

Energy 

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 40

GRI 302: ENERGY 
2016

302-1 Energy consumption within the organization 41

302-4 Reduction of energy consumption 41

GRI 305: EMIS-
SIONS 2016

305-1 Direct (Scope 1) GHG emissions 40

305-2 Energy indirect  (Scope 2) GHG emissions 40

305-5 Reduction of GHG emissions 40

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Water Use

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 41

GRU 303: WATER 
AND EFFLUENTS 
2018

303-1 Interactions with water as a shared resource 41

303-2 Management of water discharge-related impacts 41

303-5 Water Consumption 40

Ethical Business Practices

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 56

GRI 205: AN-
TI-CORRUPTION 
2016

205-1 Operations assessed for risked related to corruption VLL Annual Report 2021 ****

205-2 Communication and training about anti-corruption policies 
and procedure VLL Annual Report 2021 ****

205-3 Confirmed incidents of corruption and actions taken VLL Annual Report 2021 ****

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX

**** Link: https://www.vistaland.com.ph/assets/stockinformation/disclosures/8673f13bd0/VLL_SEC-Form-17A_December-31-2021.pdf
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Home Builders & Real Estate     

STANDARD DISCLOSURE LOCATION

Home Builders & Real Estate     

Land Use & Ecological 
Impacts IF-HB-160a.4

Discussion of process to integrate environmental considerations 
into site selection, site design, and site development and 
construction

22

Community Impacts of New 
Developments IF-HB-410b.1

Description of how proximity and access to infrastructure, 
services, and economic centers affect site selection and 
development decisions

22, 35

Data Protection and Cyber Security

Climate Change Adaptation
IF-RE-450a.2   Description of climate change risk exposure analysis, degree of 

systematic portfolio exposure, and strategies for mitigating risks 23
IF-HB-420a.2   

Energy Management

IF-RE-130a.1 Energy consumption data coverage as a percentage of total floor 
area, by property subsector 36-37

IF-RE-130a.2
(1) Total energy consumed by portfolio area with data coverage, 
(2) percentage grid electricity, and (3) percentage renewable, by 
property subsecto

36-37

Workforce DIvesity & Inclu-
sion IF-RE-140a.4 Description of water management risks and discussion of strate-

gies and practices to mitigate those risk 40, 43

SASB CONTENT INDEX

**** Link: https://www.vistaland.com.ph/assets/stockinformation/disclosures/8673f13bd0/VLL_SEC-Form-17A_December-31-2021.pdf
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PRESIDENT’S 
REPORT

The year 2021 saw 
how sustainability 
builds resiliency in 
our operating model 
and fuels growth and 
innovation.

“

2-22

”
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Through a year of continued uncertainty, Vistamalls Inc. 
sustained its support for the millions of people in the retail 
market we serve, the communities in which we operate, and 
the businesses that depend on us.

As we navigate in the New Normal, we recognize the valuable 
contributions of our primary resources—our employees, 
business partners, and other stakeholders whose profound 
dedication and resilience have enabled us not just to survive 
but thrive in what were dubbed as the watershed years.

Community-based commercial mall centers and business 
process outsourcing (BPO) office spaces provided our 
company with stable revenues despite the health crisis. This 
opened an opportunity for Vistamalls to strengthen our 
leasing business that caters to community-based malls and 
BPO offices or other similar uses. 

Notwithstanding continued mobility restrictions, our leasing 
portfolio remained viable. We ended 2021 with 1.6 million 
sqm of the gross floor area of investment properties. Of this, 
our malls and retail stores accounted for 1.4 million or 86%. 
Our leasing business is currently composed of 31 malls, 69 
commercial centers, and seven office buildings.

There was also no better time when our business model, born 
out of the “beauty in convenience” concept, served its purpose 
well. Our malls house essential businesses and major business 
process offshore centers located close to communities and 
transport hubs. Life must continue in any fluctuating quarantine 
levels and we devoted our business operations, strategies, and 
capabilities to work doing just that.

The year 2021 saw how sustainability builds resiliency in 
our operating model and fuels growth and innovation. We 
further strengthened our ability to serve our customers’ ever-
changing needs through important and ongoing investments 
in technology such as digital communication platforms, 
eCommerce adoption, and contactless shopping. 

Thanks to strategic partnerships, we now offer a wider option 
of services such as our alleasy go personal shopper service 
under a unified hotline that is active across the entire mall 
network of the Villar Group. We launched the DropBuy 
curbside pick-up service. We have increased our digital 
footprints through virtual events, virtual conventions as well 
as eMarketing platforms that included social media. We are 
committed to continually innovating to create a seamless, digital 
customer experience and deepen our customer relationships.

We also introduced a few capacity-building initiatives in 
the interest of maintaining a safe shopping experience and 
keeping our mall network Covid-free. We continuously 
improve our occupational safety management systems and 
fully comply with all government-mandated safety protocols 
nationwide in all our establishments, one proof of which was 

To Our Valued Shareholder, being awarded the Safety Seal joint certification from the 
Department of Health, Labor, Interior and Local Government, 
Tourism and Trade and Industry. 

Looking at some details on our financial results, Revenues 
totaled to Php 9.2 billion. We have recorded an EBITDA of Php 
7.4 billion with an EBITDA margin of 81% as we were able to 
capitalize on the various cost saving measures implemented 
during the year. Net income was at P4.4 billion for 2021. 

The Group’s leasing portfolio remained to be resilient amid 
the pandemic as majority of our tenants are essentials thus 
we ended 2021 with 95% operational GFA.  

In terms of our financial position, we have maintained a 
strong balance sheet with total assets registering at Php 80.7 
billion, 10% higher compared to prior year’s Php 73.7 billion. 
Vistamalls was able to reduce its net debt to equity ratio to 
0.06x from 0.11x in 2020. 

We became proud partners of the nationwide Covid-19 
vaccination program by offering our malls as alternative satellite 
vaccination sites to decongest local health centers and make 
inoculation safer and more convenient for the public. 

A noteworthy pursuit for the year was when Vista Mall Naga 
became the first to transition to solar power, generating 
278.13 MWHr of clean energy on an annual basis with its 
solar rooftop system capable of reducing at least 190 tons 
of carbon footprint per year. We believe that this milestone 
of generating clean and affordable energy will help our 
communities achieve environmental sustainability.

On June 15, 2022, finally, we rang the first step into a new 
future for VistaREIT, we would like to express how truly 
pleased we are with the outcome of our Initial Public 
Offering. We are truly proud to join the PSE’s roster of listed 
companies. VistaREIT is the flagship mall and office REIT of 
Vista Land. The company has a portfolio of ten community 
malls and two PEZA-registered office buildings with an 
aggregate gross leasable area of 256,404 sqm. The malls are 
located in Vista Land’s integrated developments, which serve 
as a one-stop shop for its residents.

To borrow our Chairman’s words, we offer an elevated mall 
experience coming from our high quality and world class 
tenants. We have long believed that Filipinos deserve a mall 
experience that is at par with the best in the world.

As we close another year of change and progress, we remain 
unwavering in our service, always with a clear focus on our 
stakeholders and the future.

We will continue to work every day to maintain your support 
and trust.

Manuel Paolo A. Villar
President
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PERFORMANCE 

Indicator 2019 2020 2021

*Total commercial assets 100 107 107

*Number of malls 31 31 31

*Number of 
commercial centers

62 69 69

*Number of offices 7 7 7

Gross leasable area in sqm 
(Malls)

1,271,002 1,362,467 1,362,467

Gross floor area in sqm 
(BPO spaces)

226,227 226,227 226,227

Average occupancy rate 
(%)

86 83 86

Number of appraisals 
provided

30 31 31

*pertains to the combined Vista Malls and Vista Land 
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Vistamalls, Inc. aspires to serve and elevate the Filipino quality of life by building and operating retail 
shopping malls and commercial centers where vibrant community life is created, shared, and celebrated.

2-23VISION

THE COMPANY

2-23

Inspired by, and committed to, the fulfillment of our vision, we, at Vista Malls shall strive:

• To continuously cater to the various needs of our customers and the communities we serve

• To ensure and nurture the safety, health, and wellness of our employees and to prepare them for 
career advancement

• To value and respect the rights of our shareholders and other stakeholders, such as suppliers, 
contractors, customers, and creditors

• To be proactive in the performance and attainment of our corporate social responsibility

• To explore other areas for expansion where opportunities for growth and development are 
abound

MISSION

8  | Vistamalls 2021  Sustainability Report



Cost is not a question of 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.

Synergy is one of a corporation’s greatest assets.

The solitary genius is nice, but teams are stronger.

We have a common goal, and we need each other to get there.

We have each other’s back.

We have the company’s back.

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 customers can believe in us.

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.

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.

VALUES

Cost Consciousness

Teamwork

Honesty

Competitive Spirit

Closeness to Customers

2-23
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Vista Malls, formerly Starmalls, Inc. until its name change in 2019, is a 
Philippine-based company engaged in investment, real estate, and leasing 
business. The company was incorporated in Metro Manila, Philippines on 
October 16, 1969.

BUSINESS MODEL

The Company owns and operates shopping malls that carry 
the Vistamall name, and caters to the retail mass market in 
the Philippines. This holding company of the Vistamalls Group 
is also engaged in leasing office space to Business Process 
Outsourcing (BPO) companies. It has two subsidiaries: the 
Masterpiece Asia Properties Inc. (MAPI), which is engaged in 
the operations and development of commercial properties for 
lease, and the Manuela Corporation (MC), which is involved 
in the operations and development of commercial properties 
for lease. 

In its desire to be the ultimate one-stop shopping destination, 
the malls boast of a diverse tenant mix capable of providing 
a wide variety of products and services that their respective 
host communities may need.

Each mall is also tactically developed in proximity to major 
transport hubs. The strategic locations of its commercial 
areas spread across key cities of the Philippines, paired with a 

massive landbank, gives Vista Malls a competitive advantage. 
Vista Malls also feature the very best of the AllValue portfolio, 
housing its many flagship stores, including AllHome, All Day 
Supermarket, Coffee Project, Bake My Day, KinderCity, and 
Finds, A Discount Store, as well as Vista Cinemas. These brands 
enhance and support a thriving community and create a 
platform for both international and local retailers to reach a 
dynamic and growing market.

With the Company’s strong connection with its communities, 
companies, and consumers, it moves forward to expand to 
new areas of growth, with a stronger focus on sustainability 
and a perpetual desire to be of service to a discerning 
shopping public.
 

2-1, 2-6
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PROPERTIES* 2-2, 2-6

Function, beauty, 
and inspiration 
are the critical 
hallmarks of 
each Vistamall 
shopping center.

As a major retail space industry player, Vista Malls strongly believes in 
redefining the global mall experience. Vista Malls embody the concept 
of “beauty in convenience” which is well-grounded with the modern 
community in mind, in keeping with the Vista Land corporate philosophy. A 
Vistamall shopper will find world-class features set in the midst of classic 
architectural designs.

COMMERCIAL 
CENTERS

69

31  MALLS

7  OFFICES

*pertains to the combined of Vista Malls and Vista Land

 Villar Group 2021  Sustainability Report  |  11



As a major retail space industry player, Vista Malls strongly believes in redefining the global mall experience.
Vistamalls embody the concept of “beauty in convenience” which is well-grounded with the modern community in
mind, in keeping with the Vista Land corporate philosophy. A Vistamall shopper will find world-class features set in
the midst of classic architectural designs.

Vistamalls is guided by the two leading standard-setting agencies for sustainability reporting, the Global Reporting 
Initiative (GRI), and the Sustainability Accounting Standards Board (SASB). These standards are observed in the 
conduct of the Company’s materiality process through the following steps:

SUSTAINABILITY 2-6

2-23, 3-1, 3-2 MATERIALITY

Issues and topics from different 
references such as the sector-
specific publications from 
GRI and SASB standards for 
Multiline and Specialty Retailers 
& Distributors, and industry 
peers were collated. The list was 
simplified to integrate common 
topics while adding a few more 
to ensure that the economic, 
environmental, social, and 
governance (EESG) aspects of 
the organization were covered. 

The Company revisited the 
list to assess if the topics are 
material to the operations and 
stakeholders. A standardized 
form was used by the 
Company to identify material 
topics, with options ‘Yes’ 
or ‘No’.

 
Topics deemed as material 
were processed into an online 
survey where the Company 
further assessed the criticality 
of impact of each topic using 
a five-point scale (with 1 as 
low to no impact; 5 as highest 
impact). 

1
2

3

Pre-identification of topics

Identification of Material Topics

Materiality Assessment
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The results show a growing criticality for conducting 
ethical business practices within the organization. 
Similarly in 2020, Vistamalls view economic performance 
as one of the most critical topics while bringing attention 
to innovation - a new topic that the Company believes 
to be material to the business and to the stakeholders 
in 2021. Ranking third in the material topics is customer 
satisfaction, which has been the focus also in 2020.

In 2021, Vista Malls extended the online survey to other departments to capture more insights on the issues in the Company.

The shift from environmental to socio-economic topics 
is attributable to the effects of the COVID-19 pandemic 
to Vistamalls. Limited operating hours and temporary 
closure of tenants are among the reasons that impacted 
the business materially. Given the industry and economic 
challenges, the Company has compelled itself to reassess 
its strategies and operations that led it to thrive amidst 
the pandemic.

Impact to Business

Vista Malls 2021 Materiality Matrix

Im
pa
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2-29STAKEHOLDER ENGAGEMENT
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Vista Malls provides employment opportunities to surrounding communities where the 
Company operates. This is done either through direct employment in property management 
and operations, or indirectly through contractual partners, and tenant establishments that 
occupy spaces in buildings. The Company also contributes to decent work and economic 
growth through promotional spaces in our activity centers. The Company indirectly provides 
economic growth to its host communities. Growth comes from tax payments to the local 
government units (LGUs), activity partnerships in its commercial spaces and activity centers, 
and other related initiatives.

Vista Malls’ operations contribute to bringing goods and services closer to the local 
communities where they operate as well as encourage small- and medium-scale enterprises 
to grow and develop in its commercial, office, and BPO spaces. In addition, the Company’s 
partnership with the Villar Social Institute for Poverty Alleviation and Governance (SIPAG) 
Foundation encourages farmers and small industries to develop their initiatives and spur 
innovation that will lead to lasting positive change.

Vista Malls’ commercial, office, and BPO spaces encourage sustainable growth in the 
communities where it operates, as the Company’s establishments serve as one-stop shops for 
the needs of its citizens. Amenities that conform to international standards, such as activity 
centers, indoor playgrounds, shops, movie theaters, and other public spaces, contribute to 
the development of the community in terms of economic and social integration. In addition, 
the construction of transport terminals in the Company’s malls contributes to infrastructure 
improvements in the communities it serves. This means that citizens in the communities 
where we operate no longer need to travel long distances to get what they need. Vista Malls 
also contributes to Vista Land’s contribution to SDG 11, through the Communicities initiative 
of integrated urban development.

Vista Malls, as a commercial, office, and business process outsourcing (BPO) development business, 
primarily contributes to the following global goals:

2-23CONTRIBUTION TO THE UN SDGs

SDG 8
Decent Work and Economic Growth

SDG 9
Industry, Innovation, and Infrastructure

SDG 11
Sustainable Cities and Communities
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PROFIT
ECONOMIC PERFORMANCE

Value Distributed in 2021
(in millions PhP)

Direct Economic Value Generated
(in millions PhP)

7,474.98 7,273.07

9,226.07

2019 2020 2021

Direct Economic Value Generated

PhP millions

32%

7%

17%

11%

33%

0.1%

Operations

Wages & Benefits

Suppliers

Investors & Stockholders

Taxes

Community Investments

32%

7%

17%

11%

33%

0.1%

Operations

Wages & Benefits

Suppliers

Investors & Stockholders

Taxes

Community Investments
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Direct Economic Value Distributed (in millions PhP)

1,248.59

890.81

1,400.0

OPERATING COSTS
2021 2020 2019

1,248.59

890.81

1,400.0

OPERATING COSTS
2021 2020 2019

256.14

252.82

238.16

WAGES &  BENEFITS
2021 2020 2019

256.14

252.82

238.16

WAGES &  BENEFITS
2021 2020 2019

1,289.02

48.31

543.35

PAYMENTS TO 
SUPPLIERS
2021 2020 2019

764

189.02

239.93

DIVIDENDS
2021 2020 2019

1,412.32

1,378.80

867.85

TAXES
2021 2020 2019

9.2

2.93

2.45

COMMUNITY 
INVESTMENTS

2021 2020 2019

9.2

2.93

2.45

COMMUNITY 
INVESTMENTS

2021 2020 2019

1,289.02

48.31

543.35

PAYMENTS TO 
SUPPLIERS
2021 2020 2019

764

189.02

239.93

DIVIDENDS
2021 2020 2019

764

189.02

239.93

DIVIDENDS
2021 2020 2019

1,412.32

1,378.80

867.85

TAXES
2021 2020 2019
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STORE LEASE

Vista Malls operates its commercial leasing business 
through its shopping malls to target the ever-changing 
taste of the broad yet dynamic convenience store (aka 
C-retail) customers. Convenience has become expected 
in this fast-paced society, and more so with people who 
are constrained on a work-from-home or hybrid setups.

In every mall, the priority is to ensure the perfect mix of 
well-loved global brands and proudly homegrown local 
brands are showcased alongside the malls’ world-class 
features and amenities. 

Vista Mall’s expansive portfolio of malls and lifestyle 
centers offers at least four kinds of lease: In-line space, 
Kiosk or Floaters, Exhibit areas, and Office space rentals. 
The Group takes pride in its well-trained team that can 
help potential tenants choose the space that will best 
work for their brands. 

The Company’s leasing team also work with major 
international property companies work to source 
prospective tenant for Vista Malls’ BPO office spaces.

86% 
average occupancy rate in 2021

The challenges of continued business operations in unusual 
conditions notwithstanding, Vista Malls remained steadfast 
in its desire to serve its communities and its 2021 financial 
report reflected positive returns for its efforts. 

The first quarter of 2021 saw the spillover effect of the 
Coronavirus outbreak the previous year on Vistamall Inc. 
and its subsidiaries. The continued quarantine restrictions 
that prompted cutting back on operating hours resulted 
in rental income decreasing by 2% from Php1,902 million 
in the three months ended March 31, 2020, to Php1,861 
million in the period ended March 31, 2021. 

However, the subsequent decline in operational expenses 
and other costs resulted in the Group’s net income 
increasing by 17% from Php788 million in the three 
months ended March 31, 2020, to Php921 million in the 
three months ended March 31, 2021.

The second quarter saw brighter prospects for Vistamall 
as improved vaccination records across the country 
gradually eased logistics movement and saw more people 
out of their homes visiting the shopping centers and 
attending to business. 

The commercial centers that were newly opened 
and their corresponding essential tenants prompted 
rental income to increase by 7% from P2,835 
million in the six months ended June 30, 2020, to 
P3,024 million in the period ended June 30, 2021. 
Commercial assets also contributed an increase in 
other operating income by 25% in the same period.

As a result of the foregoing, the Group’s net income 
increased by 39% from Php1,189 million in the six months 
ended June 30, 2020, to Php1,648 million in the six months 
ended June 30, 2021.

This positive streak continued as more commercial 
centers housing essential tenants were opened to the 
shopping public in the following months. In November 
2021, Vistamall Inc. reported a Php675 million attributable 
net income for the third quarter, jumping 64% from 
Php411 million in the same period the previous year on 
the back of higher venues. The Group’s regulatory report 
showed a third-quarter topline rising by 43% to Php1.87 
billion from Php1.31 billion in 2020.

For the January to September period, Vista Malls logged a 
Php 2.32-billion attributable net income, 48% higher than 
the Php1.57 billion recorded a year ago.
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Company chairman Manuel B. Villar Jr. attributed 
much of the financial success of Vista Malls to its 
“pandemic-proof” commercial assets. The commercial 
spaces were purposely designed to operate alongside 
e-commerce operations by having anchor tenants that 
are considered essential, such as home improvement 
stores, supermarkets, and food establishments.

Another competitive edge is that at least 75% of its 
commercial assets are near Vista Land communities. 
These business strategies allowed the 
Group to be uniquely positioned to weather 
the onslaught of the pandemic. 

Ever sensitive to the needs of its captured markets 
who are constrained by different levels of quarantine 
restrictions, Vista Malls and Starmalls introduced the 
Get All online delivery service platform in 2021 for 
on-demand delivery of products and services that 
ranged from grocery and pharmaceutical needs to even 
household repair services as well as procurement of 
big appliances. 

The Get All Shopper Service, now AllEasy Go, allowed 
for faster transactions and can also be done via 
contactless methods such as e-wallets, credit cards, or 
debit card services, thus enabling its customers and 
tenants alike to comply with pandemic health protocols.

INNOVATION
Other innovative services the Group also offered are 
Curbside Pickup, which is available through the malls’ 
DropBuy service and enables customers to pick up 
pre-ordered items quickly and conveniently at selected 
stores, and the Take Out and Delivery Guide which 
designates pick up points for food and other products 
ordered to go.

In December 2021, Vista Malls took virtual shoppers to 
the next level with the launch of the third Villar Group 
Convention: Retail Innovation Shopping Expo (ViCon: 
RISE).  Aside from a whole day of shopping experience, 
convention participants learned about the new trends 
in retail and mall operations from talks by international 
thinktanks that included Globaldata’s APAC Retail 
and Consumer Head Deepak Nautiyal, NielsenIQ’s 
Oana Matei, and Leechiu Property Consultants’ Chief 
Executive Officer David Leechiu.

The ViCon RISE also introduced a new feature, the 
Business Matching Hall, which allows participants 
to network and explore business and employment 
opportunities, potential partnerships, and general 
catch-up on the future of Philippine retail.

The AllValue and Mall business teams from 
Merchandising, Purchasing, Leasing, Recruitment, and 
Corporate Sales were on-hand to e-meet industry 
players and explore all partnerships.
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RESOURCES

LAND DEVELOPMENT

Vista Malls virtually conducts all of its operations 
through its subsidiaries. These include the acquisition 
of undeveloped land, the planning and design of 
developments, the securing of regulatory approvals for 
development and sale or lease, the supervision of land 
development and construction, and the marketing and 
selling/leasing of its products.

The Vista Land Commercial Group is the commercial 
property leasing business of Vista Land & Lifescapes 
as well as Vista Malls, which includes its retail malls, 
commercial strips and centers for business processing 
operations.

The Company sources land for its projects either through 
direct purchase or through joint venture arrangements 
with landowners. 

As a matter of policy, the Company conducts due 
diligence before acquiring any property or entering into 
any joint venture. The evaluation process focuses on four 
major factors:

• legal documents (e.g., title) related to the property;
• property valuation;
• technical characteristics of the property (e.g., 

location of fault lines); and
• other factors impacting the suitability and feasibility 

of developing future projects.
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Before the Company acquires land or enters into 
joint ventures to develop land, the Company conducts 
extensive checks on both the owner and the land 
itself, with a particular focus on the veracity of the title 
covering the land and whether it can be traced back to 
the original judicial decree granting title over the land. 
As and when needed, the Company also engages third 
parties, such as surveyors and engineers, to verify that 
the land it seeks to acquire is covered by the technical 
description of the title.

Before the Company acquires land or enters into joint 
ventures to develop the land, the Company also conducts 
its own valuation of the property based on, among other 
factors, other similar properties in the market and an 
assessment of the potential income derivable from any 
development suitable for the property.

Before directly acquiring land or entering into a 
joint venture arrangement with a landowner, the 
Company also conducts engineering and environmental 
assessments in order to determine if the land is suitable 
for construction. The land must be topographically 
amenable to housing development.

The Company has developed specific procedures to 
identify land that is suitable for its needs and performs 
market research to determine the demand for housing in 
the markets it wishes to enter. These factors include:
the general economic condition of the environment 
surrounding the property;

• suitable land must be located near areas with 
sufficient demand or that the anticipated demand 
can justify any development;

• the site’s accessibility from nearby roads and major 
thoroughfares;

• the availability of utility infrastructures, such as 
electric transmission facilities, telephone lines, and 
water systems; and

• the overall competitive landscape and the 
neighboring environment and amenities.

The Company also considers the feasibility of 
obtaining required governmental licenses, permits, and 
authorizations, as well as adding necessary improvements 
and infrastructure, including sewage, roads, and electricity 
against a purchase price that will maximize margins within 
the limits of available financing.

LANDSCAPE 
IMPACTS

For its retail mall and BPO commercial center business, 
the Vista Land Commercial Group’s strategy is to 
maintain its early mover advantage by way of asset 
enhancements to its existing retail mall portfolio and 
retail malls expansion that targets consumers within the 
B, Upper C, Broad C and D income segments within 
Metro Manila as well as in emerging urban communities 
in other parts of the Philippines. Its first venture outside 
Metro Manila was in San Jose del Monte in Bulacan 
province on April 2015.

Vista Land Commercial Group’s plans to continue 
strategically locating its new retail malls in areas in close 
proximity to transport hubs and other key infrastructure 
in growth markets such as Cavite, Las Piñas City, 
Mandaluyong City and other major city centers and 
townships in Bulacan.

The advantages of this strategy are best exemplified 
by the Company’s flagship mall in Muntinlupa City, the 
Starmall Alabang. This mall is directly connected to the 
Philippine National Railways’ Alabang station, a major 
railway terminal south of Metro Manila. In addition, the 
same mall houses major bus terminals which serve as 
nodes for people transiting between Metro Manila and 
the southern provinces.

PROJECT DEVELOPMENT
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RESPONSIBLE SUPPLY CHAIN

Vista Malls continues to invest in local suppliers as a 
commitment to help develop the local economy.

Vista Malls selects its suppliers through set criteria 
(e.g., number of years in the industry, Aftersales 
service, Facilities and equipment, Liquidity & Solvency). 
Additionally, contractors and suppliers are chosen based 
on their capacity to fulfill the Company’s requirements, 
competitiveness of their offer, historical performance, 
and results of background investigation, among other 
considerations. Vista Malls requires that business or 
corporate documents (e.g., SEC and DTI Registration, 
BIR registration, Business Permits, Audited Financial 
Statements) would be submitted by potential suppliers 
for assessment as part of its procurement process.

As assessed, Vista Malls has identified no significant 
environmental and social impacts of suppliers that 
may impact the supply chain. Moreover, there were no 
suppliers blacklisted in 2021. 

Vista Malls is at risk of price fluctuations of materials 
(e.g., steel, cement, and other raw materials for 
construction), changing regulations, and labor shortages 
that may impact its supply chain. The Company is also 
aware that there are suppliers that may not be globally 
competitive particularly in technology requirements. 
Furthermore, the pandemic also affected local and global 
supply chains, causing delays in delivery, shortage of 

Site development and construction work is 
contracted out to various qualified and accredited 
independent contractors. 

For larger projects, such as major repair or 
construction work, contracts are awarded on the 
basis of competitive bidding.  For operational repairs 
and maintenance projects, contractors are hired 
without a competitive process based on historical 
experience with the contractor. In all cases, the 
accreditation procedure takes into consideration 
each contractor’s experience, financial capability, 
resources, and track record of adhering to quality, 
cost, and time of completion commitments. The Vista 
Land Commercial Group maintains relationships with 
over 100 accredited independent contractors and 
deals with each of them on an arm’s length basis.

The Vista Land Commercial Group’s business 
and project development team is responsible for 
identifying sites for the construction of new retail 
malls, which in many cases are sites that are within 
the Group’s properties. The business and project 
development team determines the viability of a 
potential plot of land for a new retail mall based on 
the demographics of the area, including the size of 
the population, its income levels, local government, 
local infrastructure, and, in particular, accessibility to 
public transportation. 

The team also evaluates the presence of other 
retail commercial developments in the area. Once 
a suitable site is selected, the corporate planning 
group determines the absorbable size of the retail 
mall to be constructed and the gross floor area, 
which typically ranges from 20,000 to 70,000 square 
meters. The group then proceeds to secure all 
relevant government permits for the project, as well 
as all architectural and engineering schematics. The 
securing of permits and licenses and the completion 
of preliminary design works typically take about 
two months. The construction of each retail mall 
is generally awarded on the basis of competitive 
bidding. The bid process and the preparation of 
detailed drawings and costings generally take about 
three months. The Vista Land Commercial Group 
supervises the construction of each retail mall, which 
typically takes about six months to one year.

SITE DEVELOPMENT AND 
CONSTRUCTION

As of December 31, 2021, the Company has ongoing 
construction work for six commercial projects in 
various stages of development and level of sales, and 
in different locations in Mega Manila, North Luzon 
and Mindanao. The Company expects most of the 
projects will be completed in 2022.

100% 
of procurement budget spent 

to local suppliers
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materials, increased pricing, limited
face-to-face assessments, and other factors which 
may impact the Vista Malls’ operations.

To address these issues, the Company has been 
performing due diligence procedures which include 
requiring prospective suppliers to go through an 
exhaustive accreditation process. This is facilitated 
by the Purchasing group.  After this, the suppliers 
are rated by the Audit team through scorecards. The 
ratings are heavily referenced from the following: 

• updated financial statements 
• previous and existing contracts/projects 
• manpower 
• offices 
• coverage of service 

Audit checks as well as plant or on-site visits as 
allowed by quarantine restrictions are also part of 
the assessment protocols. 

In view of the pandemic situation, the Company 
uses online meeting platforms to communicate with 
suppliers for negotiations and other transactions. 
Suppliers are asked to submit pictures of their 
offices for the Company to review and assess while 
actual visits are limited. With the investment, the 
Company sustains efficient operations even in a 
work-from-home setup.

For suppliers who were identified non-compliant, 
Vista Malls address such issues through: 

• providing timelines for those who failed to meet 
the quality and specifications of the Company. If 
the timeline is still not followed, Vista Malls has 
the option to cancel the contracts with them; 
and

• issuances of letter of delays that contains 
the grace period for suppliers to resolve the 
issue. After the grace period and the issue has 
not been resolved, the Company will impose 
penalties as stipulated in the contracts. 

Vista Malls is continuously growing its lease portfolio 
via enhancements of existing assets and constructing 
more vertical developments, retail malls, and BPO 
commercial centers. 

The Company, hence, maintains the highest 
standards of procurement protocols in the belief 
that this makes good business and better relations 

with its suppliers and subsequently, with the rest of 
its stakeholders. Because of this, the Company will 
continue to maintain long-term relationships with 365 
accredited suppliers and deal with them on an arm’s 
length basis.

A best practice adopted by all procurements teams 
across the Group is to sync and synergize their 
requirements and negotiations as one unit to ensure 
they all receive the best price and value for the 
needed supplies and services. Vista Malls also ensures 
that their teams are regularly trained on the latest 
procurement and negotiation trends to optimize 
capacity of their human resources.
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LEASING POLICIES

MANAGEMENT OF TENANT IMPACTS

The Company’s leasing policy for tenant selection 
follows its target market strategy. The mall leasing 
team evaluates tenants in terms of their product 
offering, store concept, compliance with regulatory 
requirements as well as their operational and financial 
capacity. All leases include arm’s-length commercial 
terms, including those with the Company’s affiliates.

Retail leases are generally granted for a term of two 
years with an average escalation of 8.0%. However, 
some larger tenants are granted initial lease terms of 
three to five years with an escalation of 5.0% to 7.0%, 
renewable upon expiry for a similar period thereafter. 
Tenants are also required to render a 60-day notice 
prior lease termination. 

The Group generally requires payment equivalent to 
three months’ rent as a security deposit and three 
months’ advance rental prior to the commencement 
of a lease. Upon renewal of a lease, the rental rates are 
adjusted to reflect the prevailing market rent.

Retail Mall Development
Tenant sourcing for the Group’s BPO commercial 
centers is conducted by the BPO division, augmented 
by reputable brokers, such as Colliers Philippines, Jones 
Lang Lasalle Leechiu Property Consultants, and Santos 
Knight Frank Philippines. 

Before the Company enters into lease contracts with 
BPO tenants, it seeks to understand their fit-out 
requirements for the rental space and evaluate the 
economics of such requirements. The Company directly 
engages in tenant sourcing for auxiliary food and 
beverage and service spaces and follows the evaluation 
process generally applied for retail mall tenants.

Tenancies are generally granted for a term of one 
to three years, with the exception of larger tenants 
operating nationally, which are granted initial lease terms 
of two to ten years, renewable for a five-year term 
thereafter.

BPO Commercial Centers

The Company prefers to internally manage the 
development, leasing and marketing of its commercial 
properties, rather than outsource these functions. 

The malls are managed by a mall operations team 
consisting of the mall manager, building administrator 

Management

Seperately metered or submetered tenants IF-RE-410a.2

Property
Percent of tenants that are sepa-
rately metered or submetered for 

electricity usage (%)

Percent of tenants that are seper-
ately metered or submetered for 

water usage (%)

Vista Hub 98 98

Starmall EDSA Shaw 85 53

Starmall Alabang 100 78

EVIA 79 79

Vista Mall Bataan 77 77

NOMO 69 69

and tenant relations officer. Operational services 
including maintenance, security and janitorial services 
are outsourced to reputable third-party service 
providers and contracts with these providers are 
reviewed annually.
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Measuring, incentivizing, and improving sustainability impact of tenants
IF-RE-410a.3

Indicator NOMO
Starmall

Edsa 
Shaw

Starmall 
Alabang EVIA Vista Mall 

Bataan Vista Hub

Does the company have agreements with 
tenants to mutually share energy con-
sumption data?

Y Y N Y Y Y

Does the company have agreements with 
tenants to mutually share water with-
drawal data?

Y Y N Y Y Y

Does the company have shared energy 
consumption and water withdrawal tar-
gets with tenants?

Y Y Y Y Y N

Does the company require tenant works 
should meet standards provded by the 
company related to energy consumption, 
water efficiency, and indoor environment 
quality?

Y N Y N N Y

Does the company require tenants to 
provded accurate information required for 
manadatory energy rating schemes?

Y N N N N Y

Does the company have the ability to 
prioritize sustainbility requirements over 
minimizing the costs of improvements and 
adjustments?

Y Y Y Y Y Y

Y N
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ENERGY & EMISSIONS

ENERGY CONSUMPTION BY ENERGY AND MALL, 2019-2021

GASOLINE

LPG

302-1IF-RE-130a.2

10,163

4,280

STARMALL ALABANG (in L) 2020 2021

20

48

EVIA (in L) 2020 2021

62,956

STARMALL EDSA SHAW (in kg) 2020 2021

25,717

115

STARMALL ALABANG (in m3) 2020 2021

9,387

5,643

NOMO (in m3) 2020 2021

96,617

113,407

7,955

EVIA (in kg) 2019 2020 2021

No data

-16,790 kg 
Reduction

-28 L Reduction
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DIESEL

V E H I C L E S

G E N E R A T O R 
S E T S

460

4,500

EVIA (in L) 2020 2021

6,574

7,287

VISTA MALL BATAAN (in L) 2020 2021

442

1,690

STARMALL EDSA SHAW (in L) 2020 2021

8,144

10,063

228

STARMALL ALABANG (in L) 2019 2020 2021

1,608

1,178

287

STARMALL EDSA SHAW (in L) 2019 2020 2021

476

24,000

404

EVIA (in L) 2019 2020 2021

6,552

28,000

1,236

VISTAMALL BATAAN (in L) 2019 2020 2021

1,440

5,276

83

VISTA HUB (in L) 2019 2020 2021

9,190

35,756

NOMO (in L) 2019 2020 2021

Opened December 2019

-1,919 L Reduction

-16,790 kg Reduction

-16,790 kg Reduction

-23,524 L Reduction

-26,566 L Reduction

-1,248 L Reduction

-713 L Reduction

-4,040 L Reduction
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E L E C T R I C I T Y

14,937

15,115

17,339

STARMALL ALABANG (in MWh) 2019 2020 2021

6,736

6,820

7,198

STARMALL EDSA SHAW (in MWh) 2019 2020 2021

14,459

15,115

17,339

EVIA (in MWh) 2019 2020 2021

9,396

10,203

8,355

VISTAMALL BATAAN (in MWh) 2019 2020 2021

3,897

4,556

906

VISTA HUB (in MWh) 2019 2020 2021

5,854

5,457

1,642

NOMO (in MWh) 2020 2021

14,937

15,115

17,339

STARMALL ALABANG (in MWh) 2019 2020 2021

6,736

6,820

7,198

STARMALL EDSA SHAW (in MWh) 2019 2020 2021

14,459

15,115

17,339

EVIA (in MWh) 2019 2020 2021

9,396

10,203

8,355

VISTAMALL BATAAN (in MWh) 2019 2020 2021

3,897

4,556

906

VISTA HUB (in MWh) 2019 2020 2021

5,854

5,457

1,642

NOMO (in MWh) 2020 2021

5,954

-2,224 MWh Reduction

-378 MWh Reduction

-2,224 MWh Reduction

-178 MWh Reduction

-84 MWh Reduction

-656 MWh Reduction

-807 MWh Reduction

-659 MWh Reduction
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SCOPE 1 AND 2 EMISSIONS PER MALL, 2019-2021
305-1,305-2

0.00

99.73

24.74

Scope 1 Emissions (tCO2E)
2021 2020 2019

3,886.64 
tCO2e

4,240.12 
tCO2e

1,169 
tCO2e

Scope 2 Emissions (tCO2e)

2019 2020 2021

NOMO

32.00

55.92

41,602.70

Scope 1 Emissions (tCO2E)
2021 2020 2019

10,764.90 
tCO2e

12,349 
tCO2e

10,637.92 
tCO2e

Scope 2 Emissions (tCO2e)

2019 2020 2021

STARMALL ALABANG

40.00

7.69

204.49

Scope 1 Emissions (tCO2E)
2021 2020 2019

4,857.07 
tCO2e

5,126 
tCO2e

4,797.25 
tCO2e

Scope 2 Emissions (tCO2e)

2019 2020 2021

STARMALL EDSA SHAW

111

474

310

Scope 1 Emissions (tCO2E)
2021 2020 2019

9,511.03 
tCO2e

6,586 
tCO2e

10,297.98 
tCO2e

Scope 2 Emissions (tCO2e)

2019 2020 2021

EVIA
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REDUCTION IN GHG EMISSIONS BY MALL, 2019-2021 305-5

174.00

94.89

35.25

Scope 1 Emissions (tCO2E)
2021 2020 2019

7,266.58 
tCO2e

5,951 
tCO2e

6,691.91 
tCO2e

Scope 2 Emissions (tCO2e)

2019 2020 2021

VISTAMALL BATAAN

12.00

14.20

3.88

Scope 1 Emissions (tCO2E)
2021 2020 2019

3,245.02 
tCO2e

645 
tCO2e

2,775.58 
tCO2e

Scope 2 Emissions (tCO2e)

2019 2020 2021

VISTA HUB

Disclosure 2019 vs 2020 2020 vs 2021

Direct (Scope 1) GHG Emissions (in tonnes CO2e)

NOMO N/A 74.99

Starmall Alabang -23.92 -41,546.78

Starmall EDSA Shaw 32.31 -196.8

EVIA -326.62 127.64

Vistamall Bataan 79.11 59.64

Vista Hub -2.2 10.32

Direct (Scope 1) GHG Emissions (in tonnes CO2e)

NOMO -2,717.64 -353.48

Starmall Alabang 1584.1 126.98

Starmall EDSA Shaw 268.93 59.82

EVIA -2,925.03 -786.95

Vistamall Bataan -1,315.58 574.67

Vista Hub -2,600.02 469.44
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The Company is committed to investing in renewable 
energy technologies for use in its malls and BPO spaces 
such as solar lights for open parking areas and roof decks 
to boost its environmental sustainability levels. 
By yearend 2021, the NOMO has already installed 832 
solar panels which will produce 370kw of DC power 
and output of 300kw with an annual production of 
505.1mwhr additional power. The panels are expected to 
be fully operational by early 2022. 

Energy consumption in Vistamalls commercial spaces can 
be traced in their cooling system, chiller plant operation, 
lighting, generator set operations, and tenants’ use.
Diesel consumption is also added to this count in 2021 
when the Company provided shuttle service to its 
employees who were constrained by quarantine travel 
restrictions.

The Company trains its operations staff on energy 
management measures which include the proper 
maintenance and operation of diesel-run generator sets.
Energy-saving measures are being adopted to increase 
consumption efficiency. These include:

• upgrade of lighting fixtures from 
CFL to LED bulbs;

• optimize facility scheduling 
on turning on the lights, air 
conditioning facilities, elevators and 
escalators; 

• monitor of daily temperature of 
facilities whereby low temperature 
records automatically prompt 
switching off of cooling equipment. 
This includes targeting a sustained 
ambient temperature of 24 degrees 
Centigrade;

• convert to automatic switches for 
pumps and motors;

• maximize the existing load capacity 
of transformers to cater activities;

• track diesel consumption through 
the purchase orders for employee 
shuttle service; and

• schedule regular preventive 
maintenance measures and 
cleaning of facilities to improve 
equipment performance and 
efficiency.
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The Company has also begun benchmarking monthly 
power consumption in 2021, tracking actual kilowatt 
per hour consumption versus budgeted kwh in 
common areas to avoid using excessive energy. Off-
peak hours will see less equipment and lights used. 
Generator sets will only be fired up when there is no 
commercial power from the utility provider.

Projects are being designed with the goal of optimized 
energy efficiency and achieve a Green Building rating, 
More energy-saving equipment and lights that provide 
higher luminous intensity on less wattage lead the 
procurement list.

Design projects with less energy consumption. 
Procurement of equipment that use less energy such 
as purchasing light bulbs with same or higher luminous 
intensity but lesser wattage than the old light bulbs.

Vista Malls recognizes the risk of power interruptions, 
whether caused by natural or man-made events, as 
adversely affecting business operations.

The Company has designated teams that monitor and 
manage the energy consumption of malls. These teams 
are trained on appropriate responses in case of power 
interruptions in their respective malls. A regular facility 
audit check as well as the repair and maintenance of 
equipment are conducted to ensure these are run in 
optimum conditions. A part of maintenance activities is 
the weekly load testing of generator sets in all malls. 

Vista Malls is planning to replace all old electric 
equipment to avoid failure in the system and prevent 
power losses. The Company also plans to consult with 
industry experts and review available latest practice and 
technology for more efficient use of energy.

The Company will continue to expand its program in 
energy reduction with the use of less wattage, high 
efficiency equipment. The Company is continually 
assessing potential renewable sources of energy, 
specifically on solar panels, for its operations. 

In compliance with the Department of Energy (DOE) 
Memorandum Circular No. 93-03-05, the Company 
submits an Annual Energy Efficiency and Conservation 
Report as part of introducing and institutionalizing 
policies or initiatives on energy efficiency and 
conservation. The report will also be used for the 
purpose stipulated under the Energy Efficiency and 
Conservation (EEC) Act.
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WASTE MANAGEMENT
Having an effective solid waste management system 
minimizes cost of disposal because recyclable items 
generate income. Another additional benefit of such a 
system is pest control and a clean environment for both 

SOLID WASTES GENERATED BY DISPOSAL METHOD, 2019-2021 306-3, 306-5

tenants and shoppers. Events, seasonal decorations, 
increased tenants, higher foot traffic, and higher car 
volume are the identified inputs that lead to more 
waste generation in Vista Malls.

150

155

STARMALL ALABANG (Paper in kg) 2019 2020 2021

38

VISTA MALL BATAAN – Boxes, Plastic in kg 2019 2020 2021

40

VISTA HUB – Paper in kg 2019 2020 2021

No data

No data

No data

No data

No data

REUSABLE

50

750

EVIA – Plastics in kg 2019 2020 2021

7.3

450

650

VISTA MALL BATAAN – Papers in kg 2019 2020 2021

0

234.4

8,355

VISTA HUB – Papers in kg 2019 2020 2021

7,200

1,000

0

NOMO – Paper, Cartons, Plastic in kg 2019 2020 2021

130

105

4

STARMALL EDSA SHAW – Paper, Plastics in MT 2019 2020 2021

No data

RECYCLABLE 
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200,000

680,000

STARMALL EDSA SHAW – Papers in kg 2019 2020 2021

550

602

54,000

EVIA – Papers in kg 2019 2020 2021

275

448

54,000

EVIA – Plastics in kg 2019 2020 2021

0.96

145

5,000

NOMO – Assorted Waste in MT 2019 2020 2021

48,000

93,200

STARMALL ALABANG – Assorted Waste in kg 2019 2020 2021

No data

No data

16,970

EVIA – Food Waste in kg 2019 2020 2021

No data

No data

945

48,000

68,000

VISTA MALL BATAAN – Assorted Waste in kg 2019 2020 2021

3,909

35,505

VISTA HUB – Papers in kg 2019 2020 2021

No data

RESIDUALS/
LANDFILLED

108,000

30,000

0

NOMO – Kitchen Waste in kg 2019 2020 2021

63,300

57,300

STARMALL ALABANG – Food Waste in kg 2019 2020 2021

11,030

30,000

30,000

EVIA – Food Waste in kg 2019 2020 2021

No data

0

30,000

45,000

VISTA MALL BATAAN – Food Waste in kg 2019 2020 2021

0

1,994

0

VISTA HUB – Food Waste in kg 2019 2020 2021

COMPOSTED 
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200,000

680,000

STARMALL EDSA SHAW – Papers in kg 2019 2020 2021

550

602

54,000

EVIA – Papers in kg 2019 2020 2021

275

448

54,000

EVIA – Plastics in kg 2019 2020 2021

0.96

145

5,000

NOMO – Assorted Waste in MT 2019 2020 2021

48,000

93,200

STARMALL ALABANG – Assorted Waste in kg 2019 2020 2021

No data

No data

16,970

EVIA – Food Waste in kg 2019 2020 2021

No data

No data

945

48,000

68,000

VISTA MALL BATAAN – Assorted Waste in kg 2019 2020 2021

3,909

35,505

VISTA HUB – Papers in kg 2019 2020 2021

No data

0

103.42

STARMALL ALABANG – Plastics in kg 2019 2020 2021

No data

RESIDUALS/
LANDFILLED

RECOVERED
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TOTAL WEIGHT OF HAZARDOUS WASTE GENERATED

NOMO

Disclosure Units 2019 2020 2021

Bulbs pcs

Opened 
December 2019

25 8.87

Used Oil L 0 No Data

Batteries pcs 22 8.59

Tissue 
Papers kg No data 8.32

STARMALL ALABANG

Bulbs pcs 70 0 300

Used oil drums 6 0 0

Batteries pcs 8 0 50

HAZARDOUS WASTES GENERATED AND TRANSPORTED, 2019-2021 
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STARMALL EDSA SHAW

Disclosure Units 2019 2020 2021

Bulbs MT 61 0.003 0.06

Batteries MT - - 0.002

Grease 
Sludge MT 480 0.001 0.001

EVIA

Bulbs pcs 119 376 685

Floodlights pcs 23 0 0

Genset 
Batteries pcs 16 16 16

Face masks sacks - - 2

Face shields sacks - - 0.5
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VISTA MALL BATAAN

Disclosure Units 2019 2020 2021

Bulbs pcs No data 155 112 a

Genset 
Batteries pcs 95 - -

Used Oil gal No data 95 272 a

Used 
Gloves kg - - 2

Face 
masks kg - - 1

VISTA HUB

Bulbs pcs N/A 343 245

a in kg

38  |  Vistamalls 2021  Sustainability Report



TOTAL WEIGHT OF HAZARDOUS WASTE TRANSPORTED

NOMO

Disclosure Units 2019 2020 2021

Not specified kg Opened 
December 2019

No data 
available 0 b

STARMALL ALABANG c

Bulbs kg 70

No data 
available

0

Genset 
Batteries pcs 8 0

STARMALL EDSA SHAW

Grease 
sludge kg 480

No data 
available

450

Bulbs pcs 61 300

Genset 
Batteries pcs - 18

EVIA

Not specified pcs 80 No data 
available 2.5

VISTA MALL BATAAN

Not specified pcs 0 No data 
available 387

VISTA HUB

Not specified pcs N/A No data 
available 0

b All hazardous wastes were pulled out by the general contractor.
c There are no bulbs and genset batteries were transported for disposal and treatment in 2021.
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The Company strictly implements the ‘Reduce, Reuse, 
Recycle’ practice to minimize waste generation being 
transported to the landfills, reduce environmental impacts 
of packaging, and promote circular economy.
Vista Malls monitors its waste output through manual 
tracking, visual confirmation, referencing on the hauling data, 
and estimations using the size of garbage trucks for wastes 
volume collected as basis.

Segregation at the source is encouraged for all the malls’ 
and BPO tenants. The segregated waste is hauled by a 
contracted waste disposal service provider for proper 
disposal. Recyclable wastes such as cartons, papers, and 
tarpaulins, are sent to Materials Recovery Facilities (MRFs). 
The tenants are required to segregate waste using color 
coded trash bags and to reduce waste by repurposing used 
materials such as recycling scratch paper for printing and 
used cartons as storage boxes. 

Single-use plastics are strictly banned and use of paper 
bags and eco bags is highly encouraged everywhere in 
compliance with local ordinances. 

Food wastes are sent to composting sites to be processed 
into fertilizer which is then used to help farmers under the 
Villar Social Institute for Poverty Alleviation and Governance 
(SIPAG) program, the Company’s corporate social 
responsibility arm.

The Company ensures that hazardous wastes are also 
properly identified, characterized, stored, and transported, 
according to government regulations. Certified haulers are 
required to submit records to the Company for tracking 
and management. The disposal of their own hazardous 
wastes, including the installation of grease traps for their 
sinks are closely coordinated with the tenants.

Audit and compliance checks are regularly held with the 
support of security personnel who make the regular rounds 
to remind and reinforce the waste management policies 
among tenants and shoppers in the commercial areas.
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WATER USE

28,061

34,381

NOMO 2019 2020 2021

21,907

33,748

200,750

STARMALL ALABANG 2019 2020 2021

54,490

59,378

0

STARMALL EDSA SHAW 2019 2020 2021

No data

No data

117,259

131,176

EVIA 2019 2020 2021

18,479

110,638

VISTA MALL BATAAN 2019 2020 2021

No data

3,546

10,786

VISTA HUB 2019 2020 2021

No data

WATER WITHDRAWAL 
(in m3)

WATER WITHDRAWAL, CONSUMPTION, AND DISCHARGE BY SITE, 2019-2021
303-3, 303-4, 303-5, IF-RE-140a.2

3-3, 303-1, 303-2, IF-RE-140a.1, if-re-140a.4

5,989

39,033

69,017

STARMALL EDSA SHAW 2019 2020 2021

83,370

41,902

188,937

EVIA 2019 2020 2021

3,697

99,574.0

96,188

VISTA MALL BATAAN 2019 2020 2021

10,516

30,265

788

NOMO 2019 2020 2021

6,572

10,124

35,947

STARMALL ALABANG 2019 2020 2021

3,320

10,786.0

1,784

VISTA HUB 2019 2020 2021

WATER CONSUMPTION 
(in m3)
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WATER CONSUMPTION 
(in m3)

TOTAL VOLUME OF 
WATER DISCHARGES 

(in m3)

17,545

4,016

NOMO 2019 2020 2021

15,335

23,264

560

STARMALL ALABANG 2019 2020 2021

48,501

41,565

55,214

STARMALL EDSA SHAW 2019 2020 2021

No data

No data

33,889

56,160

547,500

EVIA 2019 2020 2021

7,800

11,064

109,500

VISTA MALL BATAAN 2019 2020 2021

No data

862

VISTA HUB 2019 2020 2021

No data

No data

5,989

39,033

69,017

STARMALL EDSA SHAW 2019 2020 2021

83,370

41,902

188,937

EVIA 2019 2020 2021

3,697

99,574.0

96,188

VISTA MALL BATAAN 2019 2020 2021

10,516

30,265

788

NOMO 2019 2020 2021

6,572

10,124

35,947

STARMALL ALABANG 2019 2020 2021

3,320

10,786.0

1,784

VISTA HUB 2019 2020 2021
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The malls have decreased its water consumption in 2021 
due to limited mall hours and operations in compliance with 
safety protocols of preventing the spread of the Coronavirus. 
The reduced foot traffic in the malls also led to less water 
requirements for the cooling towers and mandatory shut-off 
of the water features.

Water is a vital resource in Vistamall’s operations. It is 
primarily used for the malls’ cooling system, cooking and 
washing supply of tenants, and cleaning and hygiene supply 
for comfort rooms and as water features (e.g., fountains).

Because of the global water crises, the company has to be 
mindful of both its water consumption and discharge. As the 
company takes part in preserving a healthy environment for 
all its stakeholders, we commit to the conservation of fresh 
water and maintenance of the quality of wastewater. Non-
compliance with regulatory effluent standards may cause 
ceasing of operations. Ultimately, it may result in significant 
health risks.

To conserve water, management developed workaround 
processes on water consumption as impacted by reduced 
shopping hours during the pandemic. Water meters are 
optimized and frequently monitored and water pressure 
is adjusted contingent to water intake needs. Building 
personnel are trained to benchmark, track and report any 
deviation in the malls’ monthly water consumption records. 
The Company also maintains its facilities through regular 
inspection of the water lines and weekly monitoring of 
tenants’ consumption to avoid incidents such as leaks, 
broken pipes, malfunctioning toilets, etc. Any broken pipes or 
water-related facility are promptly repaired. 

Cleaning, sanitation, plant care and cooling of the 
commercial areas remain priority use and thus water 
consumption for these types of activities are kept at status 
quo, with management ensuring enough water supply to 
avoid business interruptions. 

New water-conservation technology such as sensor type 
faucets are installed in all commercial and BPO facilities. 
Water conservation reminders are also strategically posted 
in various areas. 

To prevent water pollution in nearby water bodies, as well 
as soil and underground contamination from leakages, the 
Company makes sure that its wastewater treatment facilities 
comply and meet the regulatory requirements set by the 
DENR and by certified third-party service providers.

Quarterly testing is conducted by accredited testing 
laboratories to verify if the water discharge complies with 
effluent standards. The piping system is also maintained by 
property management teams to ensure it discharges only in 
designated discharge points. They ensure that all hazardous 
wastes are properly secured and their disposal tracked. 
Monitoring of cistern tanks and sewage treatment plants are 
conducted weekly and they are cleaned annually.

To ensure continuous access to clean water, the malls are 
equipped with water tanks that will be tapped during a 
water shortage. 

Vista Malls is committed to ensure that its customers and 
tenants have an efficient and reliable water supply at all times. 
Vista Malls envisions further reduce the volume of water 
needed to run the facilities by a minimum of 20% by the end 
of the year. 

By 2023, Company aims to reuse treated water from the 
Sewage Treatment Plant (STP) as alternative flush water 
resource for at least 50% of its water closets and urinals. 
This water-recycling equipment may also divert discharges 
for other uses such as landscape maintenance and operation 
of cooling towers. A related initiative includes using water 
blown off from the cooling tower for perimeter cleaning.

The Company is modernizing its facilities to conform 
with the stricter standards of DENR and of Laguna 
Lake Development Authority (LLDA). It has invested 
in bioaugmentation that hastens the breakdown of 
contaminants in wastewater. Particularly, this process uses 
non-hazardous and non-corrosive microbes to degrade fats, 
oils, starch proteins, industrial waste and grease and also 
lowers sludge that can affect the environment. The STP is 
compliant with the existing DAO-1990-35 but is undergoing 
an upgrade to keep with the stricter standards of DAO 
2016-08 and DAO-2021-19 for select effluents.

Aside from targetting zero leaks, and wastewater recycling, 
there are also plans for a rainwater collection system by 
2024 that will allocate the stored water to watering plants 
and washing down of building facades and drive ways and 
other menial cleaning tasks. The property management 
teams are currently testing the viability of the rainwater 
harvesting system.
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CUSTOMER

Vista Malls caters to the broad C retail consumers. We believe that our shopping malls address the needs and aspirations of this target 
customer segment through our wide selection of retail outlets, supermarkets, and department stores, together with other attractions, 
such as food courts, cinemas, and other entertainment facilities. We attract local chains and franchises, to satisfy the preferences of our 
preferred market.

The management team also took a proactive approach towards managing the tenant mix at its existing assets to ensure optimal 
alignment with the needs of its target market, including removing and replacing delinquent tenants with tenants that provide more 
suitable retail concepts and offerings as well as reorganizing mall layouts not only to address customers’ needs but also to increase the 
efficiency of available leasable areas.
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SATISFACTION 3-3

Sites
Did a third party conduct the 

customer sastisfaction study?  
(Y/N)

2019 e 2020 2021 d

EVI Y 4.7 4.5/5 f 8.87

NOMO Y 4.5 4.35/5 c No Data

Starmall Alabang Y* 4.2 4.13/5 8.59

Starmall EDSA Shaw Y* 4.3 4.04/5 8.39

Vista Mall Bataan Y* 4.3 4.29/5 c 8.32

Convenience to the customers is what drives the 
company to continuously provide excellent services. 
The results are better than in 2020, as proven by 
higher website traffic this year and the social media 
engagements are increasing.

With the easing of quarantine restrictions across 
the country, most establishments and factories have 
resumed near-normal operations and required more 
essential personnel to report to their respective 
workplaces. Many organizations have adopted the 
hybrid work system of on-site and work-from-home 
combination arrangements. 

In response to the needs of the New Normal shopper, 
Vista Malls and Starmalls have responded as agilely to 
the increase in foot traffic, ensuring more support staff 
are on hand to handle the pre-pandemic volume of 
shoppers while still complying with safety protocols 
required for pandemic operations. At the same time, 
they have also accommodated newer logistics needs 
of tenants who have begun e-commerce services and 
require designated areas for pick up or parking for food 
or grocery delivery services.

Vista Mall and Starmall partnered with logistics provider 
DropBUY, to establish a shopper service under a unified 
hotline. This shopper service is now active across the 
entire 30-mall network of the Villar Group.

The Company also launched its DropBUY curbside pick-
up service. DropBUY enables customers to conveniently 
pick up items that they ordered ahead from certain 
stores. Pick-up points are situated at easily accessible 
areas within mall premises.

Various innovations were born and launched in the 
Group in 2021 to stay on the cutting edge of satisfying 
customer needs that also promote safety, customer 
independence and efficiency. One such showcase 
is AllDay Supermarket successfully launching the 
Philippines’ first self-checkout counters in its Evia 
Lifestyle Center in Alabang.

Vista Malls affiliates AllDay supermarket and AllHome 
home improvement store have launched their respective 
online platforms in 2021.  AllDay’s e-grocery platform 
serves the entire National Capital Region and boasts of 
not only same-day delivery but even 24-hour delivery in 
select locations.

To further boost convenience and safety for shoppers 
and retail workers, the Company also encouraged 
cashless transactions among its tenants and subsidiaries. 
AllDay Supermarket shoppers have the extra option of 
paying via other digital transaction systems or e-wallets 
such as PayMaya or GCash other than the usual debit, 
credit prepaid card processes.

d Results are based on Google Reviews
e Survey was conducted by R&H Market Opportunity Windows, Inc. in 2019
f Not conducted by a third-party
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The Company has committed to staying faithful to the 
course of always being the head of the pack in adopting 
best practices in technology and efficient operations.
Vista Malls redeveloped and updated its facilities, ever 
mindful of customer feedback and demands, In keeping 
with its desire to provide a world-class shopping 
experience, the older malls received a façade, interior 
design, and tenant zone upgrade. With the increased 
demand for digital services, the Company launched 
the Personal Shopper service to help customers while 
maintaining contactless shopping. Safety protocols are 
carefully observed, audited, and improved across all 
operations.

Communication channels were increased and diversified 
to include digital channels to ensure customers can 
readily reach out to the Company and their concerns 
were promptly addressed.

On-site mall personnel including housekeeping, security, 
and customer service attendants are also continuously 
trained for better handling of customer concerns.
The Company aims to sustain efforts to keep to the 
standards of providing a premium shopping experience 
for its target market not only through structural and 
design improvements but also in timely assistance to its 
clientele.

Management is aware that they need to raise their game 
to meet the requirements of an already fickle target 
market that has now discovered the convenience of 
online shopping.

The Company has closely monitored Vista Malls’ 
presence in the digital world and noted the need to 
strengthen its online presence as well as adopt relevant 
digital tools to better reach customers who have a 
growing preference to acquire their essential needs 
online.
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The Company believes that with a continuously evolving world comes shifting preferences and ways of life so keeping 
up and constantly upgrading is the only way to give customers the service that they need and deserve. The Villar Group 
has always been in the business of innovation and creativity and in Vista Malls, the Group has introduced a new breed of 
leisure and lifestyle malls that guarantees a world-class shopping and dining experience.

Innovation

Redefined Shopping Experience 

One of Vista Mall’s most loved 
locations, Vista Mall Daang Hari, is 
once again redefining the Vista Mall 
experience, heralded by changing 
its name to SOMO – A Vista Mall.

SOMO has fully embraced the shift 
to outdoor shopping and dining. Its 
open-air concept and sprawling 
outdoor halls and spaces highlight 
the mall’s impressive architecture 
and immaculate landscape. The 
experience at SOMO is a tad bit 
different compared to other Vista 
Malls since it perfectly marries 
shopping and dining with the 
refreshing outdoors. At the main 
mall, shops and restaurants are 
littered throughout the open-air 
halls of SOMO. While strolling, 
customers can feel the cool breeze 
and warmth of the sun as they shop. 
The whole mall is filled with natural 
sunlight and allows customers to 
enjoy the views and become more 
connected with their surroundings.

Customers can enjoy dining al 
fresco at Dear Joe, the country’s 
first and only letter-writing café, 
and at the other al fresco dining 
areas set up around SOMO. With 
the pandemic encouraging more 
open-air set ups, this growing trend 
introduces another way of safely 
dining while enjoying nature.

Keeping Up in the Retail Trends

In December 2021, the Villar 
Group Convention: Retail 
Innovation Shopping Expo 
(ViCon: RISE) was launched 
where apart from a whole day 
of virtual shopping, participants 
also learned about new trends 
in retail and mall operations 
from international thinktanks, 
including Globaldata’s APAC 
Retail and Consumer Head 
Deepak Nautiyal, NielsenIQ’s 
Oana Matei and Leechiu 
Property Consultants’ Chief 
Executive Officer David Leechiu.

A unique feature at the retail 
edition of ViCon is its Business 
Matching Hall, which allows 
for ViCon RISE’s industry 
attendees, as well as MSMEs, to 
network and explore business 
and employment opportunities, 
potential partnerships and 
a general catch-up on retail 
trends and insights.
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3-3, 403-7

Vista Malls have always sought to be on the 
forefront of implementing safety guidelines and 
protocols, having recognized the critical role they 
play in serving members of the community which 
are in close proximity to the malls, not to mention 
those who commute via the nearby transport hubs.

To ensure the safety and convenience of the 
customers especially the senior citizens and 
Persons with Disability (PWD), Vista Malls makes 
sure that (i) there are adequate parking spaces 
reserved for them, (ii) escalators and elevators 
are maintained properly, and (iii) senior citizen and 
PWD-convenient ramps and stairs are available.

The occurrence of natural disasters, 
such as earthquakes and typhoons, is 
recognized by the Company which may 
impact its customers and employees.

The Company conducts quarterly evacuation 
drills led by an emergency response team (ERT) 
assigned to each mall, in coordination with 
disaster risk management offices of the cities 
where malls are located. Well-lit evacuation 
plans are installed in high traffic areas within 
the malls so customers can easily locate the 
nearest exits in the event of such incidents.

Well-equipped clinics and competent medical 
teams are accessible at all times. Malls that do 
not have a clinic on-site have partner clinics 
that can provide first aid. Regular drills are 
also being conducted to ensure that their 
response time is at par with the standards.

Medical teams are also trained to handle first 
aid procedures in case of emergencies, such 
as those resulting from a natural disaster. Mall 
clinics are also on standby for any emergency, 
and have an arrangement with hospitals 
near the malls for major emergencies.

The Company also engages security companies that 
are competent, reliable, and experienced enough in 
mall security and management. Their performance is 
regularly assessed as well.

The COVID-19 pandemic increased the risk of 
customer’s health and safety especially when they 
are in the mall premises.

In the light of the need to reduce expenses when 
business operations were brought to a halt due 
to Covid lockdowns, the management addressed 
concerns by reducing mall equipment operations 
and investing in PPEs and other safety measures 
such as more cleaning and disinfecting materials. 

The Company abides by safety protocols 
imposed not just by local government but also by 
international governing bodies.

Vista Malls maintain clean, healthy and well 
sanitized comfort rooms to prevent spread of 
virus causing diseases. All mall comfort rooms 
are manned by well-trained personnel to 
maintain cleanliness and sanitation. Antibacterial 
hand soaps were provided for the customers 
and sanitized hand dryers were installed. 

Mindful of its role as the go-to for essential 
products and services needed by its customers, 
Vista Malls is committed to maintain cleanliness 
and practice safety protocols mandated by 
the government contingent to the varying 
levels of the of the COVID lockdowns 
to protect its all its stakeholders. 

As an example, Vista Malls shortened its operating 
hours in April 2021 following IATF and LGU 
announcements under the MECQ period. 

This meant that while essential businesses like 
supermarkets, pharmacies, retail shops that 
offered essential services were allowed to 
operate and receive shoppers, other facilities like 
cinemas, entertainment centers, and personal 
services remained closed until further notice, 
Restaurants and other food establishments 
are restricted for take-out, pick up, delivery 
and only up to 50% accommodation for al 
fresco dining at Vista Mall, Starmall, SOMO and 
Vista Lifestyle Centers Evia and NOMO.

Health & Safety
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Mall goers are reminded of the safety protocols 
needed to be observed to attain safe shopping 
experience. Prior to entry, everyone is required 
to undergo the following procedures: Temperature 
scanning (those who register a temperature of 37.5’ 
or higher will be denied entry), checking of Valid ID 
(only those who are 21-59 years old are allowed 
entry), hand and foot sanitation (through alcohol 
application and foot bath). When inside the mall, the 
following must be observed: wearing of face mask 
at all times and strict physical distancing of at least 
two meters apart.  With the knowledge that the 
virus also spreads through contact, the following 
sanitation and security procedures are observed 
across all Vista Malls: 

• Regular disinfection of common areas; 
• Ultraviolet sterilization of escalator handrails; 
• Disinfection of elevator buttons, ATM 

machines, and other high contact areas every 
30 minutes; 

• Availability of alcohol and hand sanitizer 
dispensers at mall entrances and common 
areas; 

• Implementation of passenger capping at 
elevators (floor stickers will be installed to 
help guide customers); 

• “3-Step Rule” for escalators (customers 
should be 3 steps apart when using the 
escalator); 

• Hourly sanitation of comfort rooms, mall 
clinic, and breastfeeding & pumping station 
(including door handles, locks, faucet, and 
other high-contact areas); 

• Provision of trash bins for face mask and glove 
disposal;

• Separate doors for entry and exit. 
• Vista Cinemas, play areas, and rest areas 

remain closed to the public in 2021 in 
observance of the community quarantine rules 
set by IATF-EID and local government units

• Air conditioning is regulated to 26 centigrade 
until further notice. 

• Free mall Wi-Fi is temporarily disabled during 
these periods. 

• All restaurants and dining establishments can 
only serve orders that are for take-out and 
delivery and monitored for strict compliance 
of physical distancing rules among its workers, 
customers, and couriers. 

Supporting PH Vaccination Efforts

Vista Mall and Starmalls are 
also proud participants in the 
government’s vaccination initiative. 
In cooperation with the local 
governments of Las Piñas, Taguig, 
Dasmariñas, Tanza, and Bataan, five 
Vista Malls across the country have 
become official sites for the DOH-
led vaccination efforts.

With the economy re-opening to 
again safely accommodate mall-
goers, Vista Mall also took the 
opportunity to create Vista Mall 
Outdoor, a collection of beautiful 
outdoor spaces in locations such as 
Evia Lifestyle Center and Vista Mall 
Sta. Rosa.
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Following the easing up of quarantine restrictions, 
Vista Malls promptly updated their safety protocols 
to comply accordingly. For instance, senior citizens 
were allowed to shop and dine in Starmalls 
and Vista Malls located in GCQ and MGCQ 
areas, effective June 17, 2021 provided they are 
fully vaccinated against COVID-19 as recently 
announced by the IATF.

Safety, Guaranteed

Despite the lowering of the 
COVID cases, the responsibility 
to keep customers safe is still 
a challenge that every mall 
operator has to meet.

Vista Mall and Starmall 
locations have earned the 
Safety Seal joint certification 
issued by the Departments 
of Health, Labor, Interior and 
Local Government, Tourism 
and Trade and Industry. This 
certification is a guarantee 
that Vista Mall and Starmall 
have met minimum public 
health standards set by the 
government in managing 
the pandemic in aid of the 
reopening of the economy.

The Company also kept a regular update of the 
respective malls’ varying business hours through 
various external communication channels including 
social media announcements in an effort to keep 
their customers and tenants promptly informed of 
any changes in operations.

During the reporting year, the Company 
received zero complaints. Vistamalls continues 
to maintain various communication channels 
to encourage its stakeholders to reach out 
for any concerns or complaints relating to 
the health and safety of its customers.

Upcoming malls are designed to meet international 
standards, and existing malls have rehabilitation 
programs to ensure that they are kept up to the 
same standards as befit the prorate brand.

Vista Malls believes that navigating the New 
Normal way of life will be a constant challenge and 
paramount will be safety.
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The Vista Group marketing teams closely monitor 
trends and movements of the retail market in both 
local and international market arenas, ensuring 
proper presentation and focus is devoted on the 
market it serves and that the malls are well-
positioned to promptly meet every change and 
demand of its fickle audience. 

From design looks and tonality to budget, execution 
and built-in safety components, every marketing 
decision is directed towards what its target 
consumer desires and awareness is always boosted 
through website upgrades and social media eblasts.

The marketing teams also ensure that all staff 
follow company procedure in procuring materials 
and services to realize their marketing plans. 

Vista Malls conducts monthly meetings with the 
sales and marketing teams to revisit and to improve, 
if necessary, its existing marketing campaign and 
promotional materials—with an additional mindful 
nod that such marketing materials comply with the 
Ad Standards Council.

Marketing and labelling are usually used to market 
the malls and to promote events being held in the 
event centers, such as seasonal events, artist mall 
shows, children’s events, movie mall tours, album 
tours, product launches and activations, and events 

3-3

related to partnerships with local schools and local 
government units. 

However, the COVID-19 pandemic has negatively 
affected businesses globally. Work from home 
arrangement also did not fit mall operations which 
require actual inspection of mall premises and 
equipment.

Vistamalls optimized its social media accounts to 
disseminate information on activities, products, and 
new available services, ever mindful of the increased 
trend for consumers to get their news online 
and on social media, as a result of house-bound 
quarantine spells.

Vista Malls continue to follow and keep up on the 
trends/movements of the retail market both local 
and international. The Company stands for the 
market that it has and positions it according to 
what it needs and demands. From the tonality and 
look of designs to what activities will be put in to 
suit the taste of the market.

The Company continues to look into more events 
and promotions that are directly connected with 
the communities where it operates, particularly for 
the provincial malls. There have been requests from 
local community leaders for them to conduct their 
events in Vista Malls.

Marketing & Promotion
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PEOPLE

Employees are the most important stakeholder of Vista Malls. Because of this, the Company ensures that they are 
well-cared for during their time in the company.

Vista Malls does not discriminate against its employees based on personal characteristics, including gender 
orientation. It is part of the recruitment policy that the Company encourages hiring employees from different 
backgrounds, regardless of race, culture, and other personal traits. Moreover, the Company recruits from different 
areas in the country to ensure that we reach a broader pool of candidates.

The Company continues to exclude gender requirements in posting job advertisements to encourage both male 
and female applications. Older workers at a higher risk for work-related injuries are protected through expanded 
disability and health insurance.
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During the pandemic, the Company 
ensured that the employees are 
well taken care of. Telecommuting 
was made available, and shuttle 
services were provided to those 
who reported in the offices and 
malls. The Company implemented 
extended health programs via the 
Health Maintenance Organization 
(HMO) provider and other partner 
establishments.

Vista Malls continuously evaluates 
its policies and procedures in hiring 
and retaining employees, including 
compensation and benefits offered, 
training, and career growth paths.

NEW HIRES AND TURNOVERS

Recruitment in 2021 remained challenging due to the limitations set 
by the ongoing pandemic. Screening of applicants remained online, 
and most job seekers were particular about the work arrangement 
of companies, whether on-site or working from home.

As the Philippine economy is reopening, Vista Malls has also 
shown recovery in terms of retaining employees. Compared in 
2020, the Company records a lower attrition rate in 2021. This 
testifies how Vista Malls give priority to the employees amidst 
the pandemic. 

During the pandemic, the Company took care of the new talents. In 
addition, telecommuting was made available, when possible, and 
shuttle services to ensure the safety of the employees.
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CATEGORY
MALE FEMALE

TOTAL
< 30 y.o. 30-50 y.o. > 50 y.o. < 30 y.o. 30-50 y.o. > 50 y.o.

CONTRACT

Regular 36 47 2 60 47 6 198

Probationary 21 6 28 1 - 56

POSITION

Top Management - - 1 - - - 1

Senior Management - - 1 - 3 1 5

Middle Management 15 1 - 16 4 36

Supervisors 8 23 - 5 14 - 50

Rank and File 49 14 - 84 15 - 162

Employees by Contract in 2021

Employees by Position in 2021

Rank and File Supervisors Middle Management Senior Management Top Management

100%

2-7
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3-3

The competitive salary package ensures that the 
employees continue to strive to improve their skills. At 
the start of employment, recruiters explain to new hires 
that the salary increments are based on performance, 
which drives the employees to continue and do better. 

As of 2021, the employees are very satisfied with the 
benefits package offered by the Company as it provides 
them with health insurance and bonuses despite the 
economy's current situation during the pandemic. The 
HMO provider ensures the availability of teleconsulting 
to its members 24 hours a day. In addition, Vista Malls 
partnered with QR Diagnostic Clinic to facilitate RT-PCR 
tests to employees and administer vaccines to help curb 
COVID transmission.

Additional benefits on top of the government-mandated 
benefits are also provided that includes ample leave 
credits, health care cards, annual performance reviews, 
annual salary appraisals, employee career growth plans, 
training, seminars, etc. Long-term incentives like housing 
assistance and retirement plans are provided to qualified 
employees only.

WELL-BEING

Human Rights

3-3Benefits

100% 
return-to-work rate

(As of 2021)

Vista Malls has high regard for its human resources. It, 
therefore, expects them to do their part in achieving 
the goals and objectives of the organization. 

To keep employees informed and on track of 
the goals and objectives, the Company facilitates 
company-sponsored activities such as internal 
surveys, focus-group discussions, regular staff 
meetings, and coordination meetings, and performs 
annual performance reviews of the company. During 
this activity, open discussion is encouraged, urging 
employees to pitch suggestions and other inputs. 
Furthermore, the Company organizes regular Values 
refresher sessions that are cascaded per department 
or per division which also serve as the avenue for 
employees to voice concerns. 

The Human Resources Department is mandated 
to welcome, accommodate, and address the varied 
concerns of the employees. Grievances are handled 
with confidentiality. All reports are immediately and 
carefully investigated and any disciplinary action 
resulting from the assessment will likely be promptly 
executed by the management and/or Human 
Resources Department. 

In coordination with the department heads, 
the HRD regularly reminds employees through 
various internal communication channels 
to follow the proper processes and involve 
the correct people in such incidents.

The Board has also established a whistleblower policy 
that encourages employees to freely communicate 
their concerns without fear of retaliation. Grievances 
are handled with confidentiality. All reports are 
immediately and carefully investigated and any 
disciplinary action resulting from the assessment will 
be promptly executed by the management and/or 
Human Resources Department.

Major concerns that were raised during the pandemic 
were safety protocols in the workplace due to 
COVID-19 and struggles of commuting to the 
office. The company offered a shuttle service and 

implemented strict safety protocols in the workplace to 
address these concerns.

The Company conducts human capital risk assessments 
through its quarterly review of the current manpower 
and the employee rankings. The senior management team 
assesses employees and their capabilities to meet the 
goals of the organization.
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List of Benefits Y/N
% of male employees who 

availed in 2021
% of female employees 

who availed in 2021
2019 2020 2021 2019 2020 2021

SSS Y 3 8 18 4 12 23
PhilHealth Y 2 7 5 4 4 10
Pag-IBIG Y 3 2 3 2.5 3 4
Parental leaves Y 1.5 4 3 2 6 10
Vacation  leaves Y 31 70 91 47 95 87
Sick  leaves Y 13 33 25 28.5 58 35
Medical Benefits (aside from PhilHealth) Y 33.7 19 70 45.6 31 75

Housing assistance (aside from Pag-IBIG) Y No 
data 0 100 No 

data 0 100

Retirement fund (aside from SSS) Y No 
data 0 100 No 

data 0 100

Further education support N N/A 0 0 N/A 0 0
Company stock options N N/A 0 100 N/A 0 100
Telecommuting Y 56 100 100 56 100 100
Flexible working hours N N/A 0 0 N/A 0 0

401-3

401-2

401-3

Indicators Male Female Total

Total number of employees that were entitled to parental leave 3 14 145

Total number of employees that took parental leave in 2021 3 14 17

Total number of employees that returned to work in 2021 after 
parental leave ended 3 14 15

Return to work rate 100% 100% 88%
Total number of employees who availed the parental leave in 2020 
and returned to work in 2021 5 7 2

Total number of employees that took parental leave in 2020 5 7 15

Retention rate 100% 100% 13%

Indicators Male Female Total

Total number of employees that were entitled to parental leave 0 2 2

Total number of employees that took parental leave in 2021 0 2 2

Total number of employees that returned to work in 2021 after 
parental leave ended 0 2 2

Return to work rate - 100% 100%
Total number of employees who availed the parental leave in 2020 
and returned to work in 2021 0 0 0

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

Retention rate - 0% 0%

Parental Leaves

Solo Parental Leaves
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Vista Malls prioritizes the health and safety of its 
employees, more so since 50% of its labor force is 
required by the nature of their work to report to the 
malls and offices. 

In 2021, the Company has reported 
no cases of work-related 
fatalities, injuries, and ill-health.

The Company implements several Occupational Health 
and Safety (OHS) policies and programs to promote Vista 
Malls as a drug-free workplace, and to prevent illnesses 
like Hepatitis B, HIV/AIDS, and Tuberculosis. These 
activities, policies, and programs are communicated 
through the Post Master, the Company’s official 
corporate communication platform. 

In 2021, safety policies and any other additional measures 
are communicated to employees through virtual 
communication channels and memorandums posted on 
the office bulletin boards, as well as discussions during 
staff meetings and social media platforms (group chats). 
Several new safety measures were put into place to 
prevent the spread of COVID in the workplace. Having 
experiences supply and resource shortages in 2020, the 
Company is better prepared for contingencies in 2021 by 
allocating more resources such as lead time to order its 
inventory and service requirements.

3-3, 403-9, 403-10Safety

2,496
Man-hours
Total safe-man hours 

Safety Policies 403-1, 403-4

The Department of Labor and Employment 
requires all organizations to have an Occupation, 
Safety, and Health (OSH) committee and policy in 
place. This committee has the authority to make 
decisions on the Company’s health and safety 
well-being in general. It is also responsible for 
ensuring proper communication and coordination 
of safe work procedures and policies between 
workers and employers. 

The Health & Safety Committee takes charge 
of maintaining documentation of the company's 
health and safety policies.

The committee consists of trained First-Aiders 
and nurses/doctors who assist should an incident 
take place in the workplace. Committee members 
meet every three months. 

The Health and Safety Policy covers the 
following but is not limited to: (1) Incident 
reporting; (2) First Aid Treatment; (3) 
Emergency Management; (4) Return to Work 
policy; and (5) Safe Work Procedures.

The OSH committee also conducts collaborative 
meetings to review existing policies on risk reduction. 
Work-related incidents are investigated through witness 
testimonies and CCTV footage if available. Employees 
report to their assigned safety officer or the HR 
Department on any work-related hazard.

All safety policies and procedures are audited by 
internal and external organizations such as the DOLE 
and BFP. These audits help the Company identify the 
areas needed to improve the current system, especially 
in adapting to restrictions imposed by the COVID-19 
pandemic conditions.
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Safety Risk Assessments
403-2, 403-7

The Company conducts risk assessment which is 
executed by the Health and Safety Committee. The 
Department of Labor and Employment (DOLE) 
checks the quality of risk assessments, particularly the 
completeness and correctness of the minutes of the 
meeting of the OSH Committee. 

The Company reviews reports of work-related incidents 
to determine the severity of these incidents, and create 
processes for preventive actions. The results of hazard 
identification and risk assessments (HIRAC) are used to 
determine appropriate ways to eliminate the hazard or 
control the risk when the hazard cannot be eliminated.

During incidents of disasters, it is the responsibility of the 
senior management officer to determine the severity 
of the situation and instruct the HR Department to 
coordinate the necessary action items with the division 
head or officer-in-charge of the affected area/s.

While work-related hazards including fires or 
explosions and equipment malfunction were identified, 
the management has determined that these hazards 
did not cause or contribute to any incidence of high 
consequence injuries or ill-health. The management, 
safety committee, and other relevant departments 
worked through strict coordination in ensuring that risks 
were minimized.

As an additional safeguard, preventive maintenance was 
carefully scheduled to make sure that the pieces of 
equipment were properly working. Safety signages were 
strategically displayed to remind employees of the risks 
and how to prevent them.

Annual external and internal safety audits of the 
Company’s efforts are done by the DOLE and the 
Bureau of Fire Protection (BFP). Safety audits are also 
done during area inspections and drills

The Company prepares for disasters by facilitating 
Annual Fire and Earthquake Drills. Vista Malls also 
maintain clinics with an Emergency Response Team 
present to provide support to employees and customers 
in such situations.

Investigation reports made by the OSH committee are 
submitted to the DOLE inspector for audit.
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Health Services
403-3, 403-6

Vista Malls’ occupational health 
services include pre-employment 
assessment and monthly employee 
wellness check-ups — these are 
additional preventive measure for 
keeping the workplace safe. Upon 
regularization, all employees can avail 
themselves of the non-occupational 
medical and healthcare services 
ranging from consultations, laboratory 
tests, confinement, and minor and 
major procedures.

The Company partners with a Health 
Maintenance Organization (HMO) to 
address and monitor the level of its 
employees’ health and wellness. All 
employees are required to undergo 
annual physical examinations (staff 
to middle managers), executive 
check-ups (for senior managers and 
up), and timely COVID-19 tests. For 
employees’ convenience, the On-Site 
Annual Physical Exam is done in our 
malls to ensure that everyone will be 
able to attend.

The Company also has partnerships 
with nearby clinics and hospitals to 
ensure immediate medical assistance 
is always available. The HR team will 
then assist in taking the employee 
to a nearby medical facility for 
treatment. Employees are also 
encouraged to have teleconsultations 
through the website and self-help 
kiosks of the Company's accredited 
HMO provider. Medical advises 
for other specific health risks such 
as tuberculosis, Hepatitis B, and 
HIV-AIDS may also be obtained by 
employees through teleconsultation.
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COVID Response

With the pandemic still rampant in 2021, 
Vista Malls has sustained strict protocols 
to prevent COVID-19 from entering the 
workspace. 

Additional safety measures were 
implemented to ensure that the workplace 
remains COVID-free. Employees are asked 
to answer daily via a health survey form to 
ensure they do not experience any symptoms 
before reporting to the office. Temperature 
checks, hand sanitizers, and foot baths 
are placed at the office entrances as well. 
Offices were rearranged to consider physical 
distancing. Signages are put up in all offices to 
keep employees informed and reminded of 
these protocols.

Employees use the Vista Health App 
   — mobile app developed by the Villar 
Group so the company can easily monitor 
employees with symptoms and refer them to 
telemedicine for assistance. Sanitizers, masks, 
and foot baths have also been in place since 
the start of the pandemic in all offices.
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Vista Malls believes that providing employees with 
a Training and Development Program is a well-
appreciated benefit because it increases employee 
satisfaction and motivation. Such skills-building and 
knowledge transfer efforts ultimately contribute to 
heightened productivity where everyone benefits. 
The Company further encourages the employee’s 
capacity to deliver by offering salary increments and 
promotions based on performance evaluations.

3-3, 404-2

404-1

Training

With the global shift to digitization and virtual 
communications to sustain operations, Management 
has taken the lead to improve employees’ capacity 
for a digital culture change. However, transitioning 
from a physical to a virtual training process initiallly 
proved to be a challenge for employees who have been 
observed to have shorter than usual attention spans. 
This resulted to embedding success indicators such as 
practical examinations at the end of each training day 
to measure the impact of the digital shift. 

The workforce’s resilience was further tested as more 
and more learning and development sessions became 
online. This allowed Vistamall employees to test their 
creativity on various digital platforms and explore how 
they can best be utilized in their day-to-day operations 
without sacrificing the quality of service that Vistamall 
would like to be known for.

The Company partners with the Vista Center for 
Professional Development for the training needs 
of its employees. Part of the training program 
is courses for Personality Development (Image 
Enhancement, Business Communication), as well 
as courses for Technical Skills Development 
(SAP Training, Basic PCO Training, PCO Training 
for Managing Heads, and BOSH Training).

DISCLOSURE 2019 2020 2021

Total training 
hours provided to 
employees

3055 1,056 848

Female employees 1827 272 10

Male employees 1228 784 9

Average training 
hours provided to 
employees (hours/ 
employee)

8 4.11 3.34

Female employees 8 1.88 2.59

Male employees 8 7 4.29

Training Hours in 2021

Health and Safety Training

The Company also sends select employees 
for safety training such as the Basic 
Occupational Safety & Health (BOSH) 
Training, First-Aid Training, and, for the lead 
engineer for each mall, Pollution Control 
Officer (PCO) Training. These training 
courses are conducted for free during paid 
working hours and by batch depending on the 
schedule availability of the employees.  

BOSH and PCO courses continued in 2021, 
delivered in batches through virtual training. 
Practical and written tests were put in place 
after the training to measure effectiveness. 

In addition to the standard training 
requirements of each department, 
training needs are also identified through 
the employees’ annual performance 
evaluation. This assessment not only 
determines the employee's level of 
competency and knowledge but also 
recommends the appropriate training 
program that will improve competency.
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404-3

Vista Malls evaluates its employees annually using a 
standard Performance Evaluation Form. In the said 
form, employees are rated from 1 to 5 based on their 
Job Knowledge and subscription to the Company 
Values. Said evaluation will be the basis for promotions 
and salary increases. The Company ensures that its 
employees who have done exceptional work in their 
respective fields are given recognition. Vista Malls 
provides merit increases and promotion to the next 
rank to deserving employees regardless of age or 
tenure. The Company also rewards an employee's 
excellent performance with travel incentives.

During the pandemic where face-to-face interactions are 
limited, heads are asked to monitor closely and work 
from home deliverables of their team.

In the interest of keeping everyone safe even with 
the easing of quarantine restrictions, Management has 
decided to continue holding company events on a virtual 
platform in 2021.

DISCLOSURE MALE FEMALE

Top Management  100%  100%

Senior Management  100%  100%

Middle Management  100%  100%

Supervisors  100%  100%

Rank and File  100%  100%

Percentage of Employee 
Who Received Regular 
Performance Reviews
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COMMUNITIES

THRIVING THE NEW NORMAL
Vista Malls shares the vision of Vista Land, its parent Company, in realizing a vision called Communicities to enhance its 
relationship with communities across the country. The Company commits to give local communities livelihood income, job 
opportunities, and increase local taxes. Hence, Vista Malls continues to engage with them monthly and through seasonal 
marketing activities.
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One of the best advantages offered by Vista Malls 
and Starmalls is their proximity to public transport 
hubs, making them a boon for commuting customers. 
However, as pandemic restrictions stretched into 
2021, the concern on how to keep safe while traveling 
becomes a major priority.  

The Villar Group has tackled the challenge by adopting 
an “all-hands-on-deck” mindset by firming up the 
partnership between its malls and its transport 
company, MEX. 

In 2018, then known as Metro Express, MEX began 
deploying point-to-point buses to select Vista Malls and 
Starmalls to cater to the malls’ customers, tenants, and 
employees. As more malls sprouted in more areas, MEX 
also rolled out other modes of transportation to better 
service these malls—MEXjeep.

MEX Transport Services have realigned its vehicles and 
customer service to adapt to the needs of lockdown-
restricted commuters. All MEX transport units are 
regularly sanitized and maintained for the safety of 
everyone on board. Customers can also be assured that 
the transport schedule is strictly observed and units are 
dispatched on time at all times. Lastly, fares are regulated 
and in compliance with laws governing public and point-
to-point transport services.

There are eight MEX bus routes that go around 
Makati, Ortigas, Taguig, Muntinlupa, and Bacoor City in 
Cavite and 11 MEXjeep routes that service areas from 
Muntinlupa, Cavite, Bataan, and Iloilo. A complete list of 
terminals and transport schedules is available on the 
official Facebook pages of Vista Mall, Starmall, NOMO – 
A Vista Lifestyle Center, and MEX (Metro Express).

MEX Transport Services

Metro Express
Point-to-point transport services
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The initial Farm to Table AgriMarket Mall caravan 
schedule included six Vista Malls and Starmalls across 
Metro Manila participated by a varying mix of tenants 
and vendors per location. Next caravan legs were 
scheduled for Cavite and Laguna. This campaign is seen 
to benefit not just the local farmers but also mall-goers 
whose food and handicraft options have been largely 
diversified by the caravan.

Vista Malls believes this is a timely solution to help 
everyone recover from the adverse impact of Covid-19, 
particularly small businesses. By providing local 
agricultural workers with bigger venues to promote 
their products, the Company is helping them gain a 
better customer base that can be converted to actual 
sales and money in their pockets.

Food and its channels across the supply chain have never 
been more important than during a pandemic. 
Vista Malls partnered with the Department of 
Agriculture in February 2021 to launch the first leg of 
the “Farm to Table Agrimarket” caravan in support of 
local farmers and craftsmen. 

The Farm to Table AgriMarket showcases locally-
sourced fresh and frozen produce and handmade Filipino 
crafted goods from vendors all over the Philippines. The 
AgriMarket allows these businesses to reach out to a 
wider audience and introduce their quality products to 
more potential buyers. This opportunity does not only 
benefit the local vendors but also the customers by 
giving them access to locally and ethically sourced goods 
that are guaranteed to be of top-notch quality. 

Farm to Table AgriMarket: 
Supporting Local Crafts and Agriculture

Farm to Table AgriMarket
Showcases locally sourced fresh and frozen produce and handmade Filipino crafted goods
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Give Hope Project

The mall’s Give Hope Project is the company’s prime 
corporate social responsibility program. It is primarily 
a donation drive that enlists the support of Vista Malls’ 
and Starmalls’ employees, partners and customers. 
Donation booths were made available in common 
areas of all Vista Malls, Starmalls, Vista Lifestyle Centers, 
NOMO, and Evia. 

In 2021, the project distributed the second wave of 
donations in Naga, Camarines Sur for the recovery of 
families that were affected by three typhoons.

The relief packs, which included rice, canned goods, 
coffee and hygiene kits, were distributed among 
residents of eight barangays: Pequeña, Balatas, Tinago, 
Dayangdang, Peñafrancia, Liboton, Abella, Bagumbayan 
Sur, within the City of Naga. The beneficiaries were 
chosen based on the recommendation of local 
government units.

Donations in the form of the following were also 
accepted: cash, new clothes, bottled water, canned goods, 
medicine, sanitary products, and other essential supplies.

In June 2021, the Give Hope Project partners with local 
community pantries by extending the mall facilities 
as drop-off points for donations. Each Vista Mall and 
Starmall including Vista Lifestyle centers, NOMO, and 
Evia, has coordinated with active community pantries to 
serve as beneficiaries for the donations.

Mall customers were also encouraged to pack their 
donations using Give Hope Project boxes that were 
prominently and conveniently displayed within the 
common areas of each Mall. Donors may also bring in 
donations at the Mall’s administration office, with every 
donation received sanitized upon receipt and before 
delivery to the benefitting community pantry.

In some locations, Vista Malls and Starmalls also 
hosted their own community pantries through 
the Give Hope Project with the help of in-
kind donations from its tenants, employees, and 
Crystal Clear, a bottled water manufacturer. 

Throughout this time, the Villar-owned malls have 
been at the forefront of making sure that essential 
services remain available for the community, through 
pioneering the personal shopper service together with 
its subsidiaries under the AllValue umbrella.

Vista Mall and Starmall remain committed to 
being productive and inclusive members of 
society by presenting more and more ways 
to help in building ideal communities through 
offering their amenities and services.

The Villar Group opens its malls to the public in 
October 2021 in support of the National ID registration 
campaign to establish a single national identification 
system for all Filipinos and resident aliens in partnership 
with the Philippine Statistics Authority.

Community 
Pantries

Relief 
Operations

Book 
Donations
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As more home-restricted consumers expanded their 
nurturing skills to become fur-parents in the New 
Normal, Vista Malls acknowledged this rising trend 
by helping pet lovers celebrate World Animal Day in 
October 2021.

The Company launched a free anti-rabies vaccination 
drive and pet blessing in select branches in Metro 
Manila, Southern Tagalog, and Center Luzon. Evia 
Lifestyle Center topped the list, followed by Global 
South and NOMO, with the greatest number of pets 
that got their anti-rabies jabs. Vista Mall in Taguig had 
the greatest number of pets blessed, followed by 
Dasmariñas and Lakefront, making up a total of 379 pets 
also treated to a day of strolling at the pet-friendly malls.

World Animal Day

379 PETS 
TREATED

Free anti-rabies vaccination drive
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In cooperation with the Department of Health and 
the local government units of Taguig City and Tanza, 
Vista Mall has signed on as an official partner of the 
nationwide COVID-19 vaccination program ResBakuna, 
as satellite vaccination centers for the residents of 
Taguig City and the municipality of Tanza in Cavite.

Malls were tapped as satellite vaccination sites 
to help decongest local health centers and to 
make inoculation safer and more convenient for 
the public. The Company offered its support to 
this nationwide effort as part of its long-standing 
commitment to being an active and productive 
member of the communities where they operate.

According to Vista Land Commercial Division Managing 
Director Miss Camille A. Villar, 

“We are a proud partner of the government in the 
rolling out of its nationwide vaccination program. 
While our industry continues on its path towards 
recovery due to the effects of the pandemic, we 
accept this opportunity and responsibility whole-
heartedly as we remain committed to our common 
goal of beating COVID-19.”

In addition to permitting their malls to become satellite 
vaccination centers, the Villar Group likewise supports 
the nationwide vaccination campaign through its 
group-wide vaccination program, VHealthy. The group 
has ordered vaccines from Moderna and Oxford- 
AstraZeneca for its existing workforce and is also 
finalizing the process to allow employees to access 
vaccines for their families and household.

Nationwide COVID Vaccination 
Program

Vaccination 
Centers

Supports nationwide vaccination 
campaigns
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GOVERNANCE
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Manuel B. Villar Jr.
Chairman

Cynthia J. Javarez
Director and Treasurer

Manuel Paolo A. VIillar 
Director and President

Camille A. Villar 
Director

Raul Juan N. Esteban 
Independent Director

Cherrylyn P. Caoile1

Independent Director

Adisor Thananun-Narapool 
Director

1Due to the death of Mr. Joel L. Bodegon in April 2021, Ms. Cherrylyn P. Caoile was elected in his place.

Male Female

43%
Female

Independent Non-independent

71%
Non-independent

Executive Non-executive

86%
Non-executive

Filipino Thai

86%
Filipino
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BOARD COMMITTEES 

Management Committee

Audit Committee

Compensation and Remuneration Committee

Nomination Committee

Manuel B. Villar, Jr., 
Chairman

Adisorn Thananun-Narapool
Member

Cherrylyn P. Caoile
Member

Manuel Paolo A. Villar 
Chairman

Camille A. Villar
Member

Raul N. Esteban
Member

Raul N. Esteban
Chairman

Cherrylyn P. Caoile
Member

Cynthia J. Javarez
Member

Brian N. EdangBrian N. Edang
MemberMember

Rowena B. Bandigan
Member

Manuel Paolo A. Villar
Chairman

Camille A. Villar
Member

2-9

• Reviews the annual and quarterly financial reports of the Company
• Determines whether said reports are compliant with accounting standards as well as with tax, legal and regulatory 

requirements.

• Receives reports on the operations of the Company
• Approves capital expenditures based on the requirement of the Company
• Generates strategic plans and actions for the operation of the Company

• Reviews the qualifications of all persons nominated for membership to the Board
• Ensures that each nominee possesses all of the qualifications and none of the disqualifications as provided in the 

Company's Revised Manual on Good Governance and Amended By-Laws

• Determines the remuneration policies of corporate directors and officers
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Corporate Governance Committee

Board Risk Oversight Committee

Related Party Transactions Committee

Cherrylyn P. Caoile
Chairman

Raul N. Esteban
Member

Manuel B. Villar, Jr.
Member

Raul N. Esteban
Chairman

Cherrylyn P. Caoile
Member

Manuel Paolo A. Villar
Member

Cherrylyn P. Caoile
Chairman

Raul N. Esteban
Member

Adisorn Thananun-Narapool
Member

• Assists the Board in the performance of its corporate governance responsibilities
• Monitors compliance with and proper observance of corporate governance principles and practices

• Oversees the Enterprise Risk Management system to ensure its functionality and effectiveness

• Reviews all material related party transactions of the company
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ETHICAL BUSINESS 
PRACTICES
The Company's Code of Discipline ("Code") has been 
constituted to set a standard of discipline and conduct 
expected from the directors, officers, and employees in 
the performance of their respective obligations. Every 
director, officer, and employee is expected to know, 
understand, and observe the provisions of this Code. 

To ensure the effective implementation of the Code, 
the Company has developed a compliance program 
covering adherence to the Code. This program includes 
appropriate training that aims to instill awareness to 
facilitate understanding, acceptance, and compliance with 
the Code. Furthermore, the Company has adopted clear 
and stringent policies and procedures for curbing and 
penalizing violations of said Code.

Company Policies
Whistle-blowing Policy 
It is the duty of every director, officer, and employee 
to immediately and fully report and disclose to the 
Management any information about the violation of 
company policies, rules, and regulations that has been, is 
being, or is about to be committed. The procedures and 
penalties to be meted out to those who fail to report 
shall be discussed in the immediate next meeting of the 
Board of Directors. 

Conflict of Interest Policy 
Directors, officers, and significant shareholders, who 
find themselves in any conflict-of-interest situation 
involving any transaction with the Company and/or its 
group, are enjoined to immediately disclose the same 
to the Management for review and resolution. Apart 
from such voluntary disclosure, the Company and/or the 
Group itself conducts an extensive background check 
of its business dealings and transactions for purposes 
of determining the existence of potential conflict-of-
interest situation with the Company's directors, officers, 
and significant shareholders.

Insider Trading Policy 
The Company strictly adheres to the policy on insider 
trading enshrined under Section 27 of the Securities 
Regulation Code. An employee of the Company, who 
is considered an "insider" for having access to material 
information about the Company or the security that is 
not generally available to the public, may not be involved 
in any of the following activities: 

1. Selling or buying the security such as in the forms 
of stocks, bonds, and commodities of the Company 
while in possession of material information 
concerning the Company or the security that 
is not generally available to the public, unless it 
falls under any of the exceptions provided under 
Section 27.1 of the Securities Regulation Code. 

2. Communicating confidential or non-public 
information about the Company or the security to 
any person, who by virtue of the communication, 
gives the person access to material information 
about the Company or the security that is not 
generally available to the public, where the 
employee communicating the information knows 
or has reason to believe that such person will likely 
buy or sell a security of the Company while in 
possession of such information. 

3. Selling or buying the security of the Company, 
that is sought or will be sought by a tender offer 
that has commenced or is about to commence 
if he knows or has reason to believe that the 
information is non-public and has been acquired 
directly or indirectly from the tender offer. 

4. Communicating non-public information material 
relating to a tender offer to any person where 
such communication is likely to result in a violation 
of No. 3.
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Anti-Corruption
Vista Malls acknowledges that fraud and 
corruption management is part of good 
governance and management practice. The 
policies in place comply with the principles and 
practices as detailed in the Company's Manual on 
Corporate Governance.

The Company has a Whistleblowing Policy 
and an Anti-Bribery Policy that are relayed 
to employees during job orientations and 
discussed at every annual corporate values 
session and virtual meetings. These policies are 
posted on the Company's website as well for 
all stakeholders. Moreover, these are strictly 
applied to all personnel at all work levels. All 
protocols including those involving gifts, and 
conflict of interests are regularly cascaded and 
communications refreshed to serve as reminders. 
Even third-party service providers undergo 
standard accreditation processes prior allowed to 
bid for contracts and be awarded projects.
Vista Malls has also put in place various 
internal audit procedures that ensured clarity 
and traceability in its Finance and Operations 
processes. External auditors test the effectiveness 
of these internal controls.

During the pandemic, the company exhausted 
all available digital platforms, such as email blasts, 
social media, and other virtual channels to 
communicate across the organization different 
policies such as new work-from-home policy, 
travel policy, safety protocols, etc.

100% 
of employees, directors, 
and business partners 
are communicated and 

trained on anti-corruption 
policies and procedures

Zero
incidents of corruption 

in 2021
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CUSTOMER PRIVACY & 
DATA SECURITY

Vista Malls, as a subsidiary of Vista Land, employs the 
Privacy Policy of its parent company,

Vista Land and Lifescapes. Its officers, employees, 
third-party providers, and professional advisors are 
made fully aware of and ensure strict compliance 
with the terms set out in its Privacy Manual.  The 
most salient points of the Company's privacy policies 
are duly disseminated throughout the organization 
using regular offline and online briefings with all 
departments and their respective staff and officers. 
Visit https://www.vistamalls.com.ph/privacy-policy to 
know more about the Company's privacy policy.

The Data Privacy Officer (DPO) and Compliance 
Officer for Privacy (COPs) monitor changes, 
recommendations, and updates in data privacy 
legislation or the laws, rules, regulations, and policies 
regarding privacy and if need be, recommend actions 
or changes in the privacy approach of the Company. 
Hence, the use of either method has to have proper 
consent from relevant parties. The collation and 
storage of the data collected are done by authorized 
officers only. 

The Company ensures that Privacy Impact 
Assessments for all its systems are completed and 
updated every year. The results are discussed and 
submitted to management for reference. Our IT 
group also has standard procedures set to make sure 
that all our suppliers follow our privacy policies in 
working on projects.

Regulatory Compliance

Vista Malls secures various government approvals 
such as a license to sell, building and development 
permits, environmental compliance certificates, 
business permits, etc. as part of the normal course of 
its business. Before any land development activity, the 
Company secure the requisite environmental permits, 
including an environmental compliance certificate 
and drainage permit for the sewage treatment plants, 
from the appropriate government agencies. These laws 
and regulations are set with important parameters 
that impede pollution and protect public health. 
Not complying with these laws imposes risks to the 
environment and the health of the communities.

Vista Malls takes a proactive approach in ensuring 
compliance with Clean Air Act, Clean Water Act, 
Ecological Solid Waste Management Act, and others by 
maintaining efficient operations and continuous study of 
potential technologies to lessen environmental impact.

The Company formed partnerships with its tenants in 
fulfillment of this endeavor. Communication of company 
policies and guidelines is implemented. Among these 
policies and guidelines is the ban of single-use plastics, 
construction/fit-out guidelines wherein the specification 
of lighting need to be the same as the building which is 
procured energy-efficient, and the switching off of all 
facilities and equipment after mall hours.  

Each of the Company’s retail and BPO operations has 
its Pollution Control Officer (PCO), who is in charge of 
ensuring that all environmental regulations have been 
complied with. The PCO also acts as oversight and 
recommends actions for management for consideration 
and appropriate action.

Vista Malls complied with all local 
and national regulations concerning 
environmental regulations during 
the reporting year 2021.

Zero
complaints on customer 

privacy
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Digitally translated services, marketing, and other 
transactions require customers to share their personal 
information, thus putting the responsibility on Vista 
Mall to strengthen their customer privacy measures 
to control any incident or possible leaks of customer 
information.

Contact tracing using physical forms or an application 
via mobile phone is required upon entry to all malls and 

offices. The use of either method has to have proper 
consent and the collation and storage of the data 
collected are done by the authorized officers only.

According to its operation procedures, the Company 
collects personal information upon inquiry. Personal 
Information may include but is not limited to name, 
gender, birthday, marital status, employment status/
employer, social security/tax identification number, 
home address, e-mail address, contact information, and 
other information from which the identity is apparent 
or can reasonably and direct ascertained. It may also 
include certain technical information, such as, but not 
limited to, IP addresses, internet browser used, and web 
pages accessed.

The Company complies with all relevant government 
protocols regarding contact tracing and ensured that 
all submitted data have signed consent forms and 
were handled following the existing privacy laws and 
regulations.

Zero
cases of data breaches, 
including leaks, leaks, 

theft, and losses ofdata
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STANDARD DISCLOSURE LOCATION OMISSION

General Disclosure

GRI 2: GENERAL 
DISCLOSURES 
2021

The Organization and its Reporting Practices

2-1 Organizational details 10-11

2-2 Entities included in the organizations’s sustainability 
reporting 11

2-3 Reporting period, frequency and contact point

January 1 to December 31, 
2021 
Annual 
Brian N. Edang (Head Investor 
Relations)

2-4 Restatements of information None

2-5 External assurance This report is not assured by a 
third-party organization.

Activities and Workers

2-6 Activities structure and composition 10-11

2-7 Employees 56

2-8 Workers who are not employee Not applicable
Monitoring includes 
regular and probation-
ary employees only

Governance

2-9 Governance structure and composition 72-74

2-10 Nomination and selection of the highest governance body 2021 Vistamalls Inc. IACGR 

2-11 Chair of the highest governnance body Manuel B. Villar, Jr.

2-12 Role of the highest governance body in overseeing the 
management of impacts 73-74

2-13 Delegation of responsibility for managing impacts 2021 Vistamalls Inc. IACGR 

2-14 Role of the highest governance body in sistainability 
reporting. 2021 Vistamalls Inc. IACGR 

2-15 Conflict of interest 2021 Vistamalls Inc. IACGR 

2-16 Communication of critical concerns 2021 Vistamalls Inc. IACGR 

2-17 Collective knowledge of the  highest governance body 2021 Vistamalls Inc. IACGR 

2-18 Evaluation of the performance of the highest governance 
body 2021 Vistamalls Inc. IACGR 

2-19 Renumeration policies 2021 Vistamalls Inc. IACGR 

2-20 Process to determine renumeration 2021 Vistamalls Inc. IACGR 

2-21 Annual total compensation ratio 2021 Vistamalls Inc. IACGR 

Strategy, Policies and Practices

2-22 Statement on sustaible development strategy 8-9

2-23 Policies commitments 8-9

2-24 Embedding policy commitment 2021 Vistamalls Inc. IACGR 

2-25 Processes to remediate negative impacts 77

2-26 Compliance with laws and regulaions 77

2-27 Membership association none

GENERAL DISCLOSURES

Statement of use Vistamalls, Inc.  has reported the information cited in this GRI content index for the period January 1, 
2021 to December 31, 2021 with reference to the GRI Standards

GRI 1 used GRI 1: Foundation 2021

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Economic Performace

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 16

GRI 201: Economic Per-
formance 2016

201-1 Direct economic value generated and distributed 17

201-3 Defined benefit plan obligations and other retirement 
plans

2021 Vistamalls Inc. SEC 
Form 17-A

Tax

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 2021 Vistamalls Inc. SEC 

Form 17-A

GRI 207: TAX 2019

207-1 Approach to tax 2021 Vistamalls Inc. SEC 
Form 17-A

207-2 Tax governance, control and risk management 2021 Vistamalls Inc. SEC 
Form 17-A

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

2021 Vistamalls Inc. SEC 
Form 17-A

207-4 Country-by-country reporting 2021 Vistamalls Inc. SEC 
Form 17-A

Responsible Supply Chain & Procurement Practices

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 23-24

GRI 204: PROCUREMENT 
PRACTICES 2016 204-1 Proportion of spending on local suppliers 23

GRI 308: SUPPLIER 
ENVIRONMENTAL AS-
SESSMNET 2016

308-1 New suppliers that were screened using environmental 
criteria 23

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 15

GRI 414: SUPPLIER SO-
CIAL ASSESSMENT 2016 414-1 New suppliers that were screened using social criteria 23

Customer Satisfaction

Health and Safety

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 2021 Vistamalls Inc. SEC 

Form 17-A

GRI 417: CUSTOMER 
HEALTH AND SAFETY 
2016

416-1 Assessment of the health and safety impacts of products 
and service categories

2021 Vistamalls Inc. SEC 
Form 17-A

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

2021 Vistamalls Inc. SEC 
Form 17-A

TOPIC SPECIFIC  DISCLOSURE

GENERAL DISCLOSURES

GRI 2: GENERAL 
DISCLOSURES 
2021

Stakeholder Engagement

2-28 Approach to stakeholder engagement 14

2-29 Collective bargaining agreements 2021 Vistamalls Inc. SEC 
Form 17-A

Material Topics

GRI 3: MATERIAL 
TOPICS 2021

3-1 Process to determine material topics 12

3-2 List of Material Topics 13

GRI CONTENT INDEX

 Villar Group 2021  Sustainability Report  |  77

https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php


STANDARD DISCLOSURE LOCATION OMISSION

Customer Satisfaction

Marketing and Promotions

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 2021 Vistamalls Inc. SEC 

Form 17-A

GRI 417: MARKETING 
AND LABELING 2016

417-2 Incidents of non-compliance concerning product and service 
information and labelling

2021 Vistamalls Inc. SEC 
Form 17-A

417-3 Incident of non-compliance concerning marketing communica-
tions

2021 Vistamalls Inc. SEC 
Form 17-A

Data Protection and Cyber Security

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 77

GRI 418: CUSTOMER 
PRIVACY 2016 418-1 Substantiated complaints concerning breaches of customer 

privacy and losses of customer data 77

Employment

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 55-56

GRI 405: DIVERSITY 
AND EQUAL OPPOR-
TUNITY 2016

405-1 Diversity of governance bodies and employees 56, 72

GRI 401: EMPLOY-
MENT 2016 401-1 New employee hires and employee turnover 56

Local Employment

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 55

GRI 202: MARKET 
PRESENCE 2016

201-1 Ratios of standard entry level wage by gender compared to 
local minimum wage 7:1

201-2 Proportion of senior management hired from the local commu-
nity 100% are Filipino locals

Training and Development

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 63-64

GRI 404: Training anf 
Education 2016

404-1 Average hours of training per year per employee 63

404-2 Programs for upgrading employee skills and transition assis-
tance program 63

404-3 Percentage of employee receiving regular performance and 
career development reviews 64

Well-being

Benefits

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 57

GRI 401: EMPLOY-
MENT 2016

401-1 Benefits provided to full-time employees that are not provided 
to temporary or part-time employees 58

401-2 Parental Leaves 58

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX

78  |  Vistamalls 2021  Sustainability Report

https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php
https://documents.starmalls.com.ph/sec-annual-reports.php


STANDARD DISCLOSURE LOCATION OMISSION

Well-being

Human Rights

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 57

GRI 402: LABOR/ 
MANAGEMENT 
RELATIONS 2016

402-1 Minimum notice periods regarding operational changes 1 week

Occupational Health and Safety

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 59-61

GRI 403: Occu-
pational Health & 
Safety 2018

403-1 Occupational health and safety management system 62

403-2 Hazard identification, risk assessment, and incident 
investigation 60

403-3 Occupational health services 61

403-4 Worker participation, consultation, and communication on 
occupational health and safety 59

403-5 Worker training on occupational health and safety 59

403-6 Promotion of worker health 61

403-7 Prevention and mitigation of occupational health and 
safety impacts directly linked by business relationship 60

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

All workers are managed by 
the Occupational Safety and 
Health (OSH) Committee and 
Policy

403-9 Work-related injuries 59-60

403-10 Work-related ill health 59-60

Community

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 65

GRI 203: INDI-
RECT ECONOMIC 
IMPACTS 2016

203-1 Infrastructure investments and services supported 66-70

203-2 Significant indirect economic impacts 15

Energy 

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 34-35

GRI 302: ENERGY 
2016

302-1 Energy consumption within the organization 27-31

302-4 Reduction of energy consumption 27-31

GRI 305: EMIS-
SIONS 2016

305-1 Direct (Scope 1) GHG emissions 32-33

305-2 Energy indirect  (Scope 2) GHG emissions 32-33

305-5 Reduction of GHG emissions 32-33

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Water Use

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 46

GRU 303: WATER 
AND EFFLUENTS 
2018

303-1 Interactions with water as a shared resource 46

303-2 Management of water discharge-related impacts 46

303-5 Water Consumption 43

Waste Management

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 36, 43

GRI 306: WASTE 
2020

306-1 Waste generation and significant waste-related impacts 36

306-2 Management of significant waste-related impacts 36

306-3 Waste generated 36-43

Ethical Business Practices

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 75

GRI 205: AN-
TI-CORRUPTION 
2016

205-1 Operations assessed for risked related to corruption 76

205-2 Communication and training about anti-corruption policies 
and procedure 76

205-3 Confirmed incidents of corruption and actions taken 76 

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX
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MULTILINE AND SPECIALTY

STANDARD DISCLOSURE LOCATION

Multiline and Specialty Retailers & Distributors

Porfolio CG-MR-000.A Number of: (1) retail locations and (2) distribution centers 11

Energy

Energy Management in Retail 
& Distribution CG-MR-130a.1 (1) Total energy consumed, (2) percentage grid electricity, (3) 

percentage renewable 27-31

Data Protection and Cyber Security

Data Security
CG-MR-230.1 Description of approach to identify and addressing data security 

risks 77-78

CG-MR-230a.2 (1) Number of data breaches, (2) percentage involving personally 
identifiable information (P11), (3) number of customers affected 77-78

Employment

Labor Practices

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

CG-MR-310a.2 (1) Voluntary and (2) involuntary turnover rate fo in-store employ-
ees 56

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

Workforce DIvesity & Inclu-
sion

CG-MR-310a.1 Percentage of gender and racial/ethnic group representation for 
(1) management and (2) all other employment discrimiation 55-56

CG-MR-310a.2 Total amont of monetary losses as result of legal proceedings 
associated with employment discrimination Zero monetary losses

SASB CONTENT INDEX
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2021 SUSTAINABILITY REPORT



“

Together, we 
are building a
stronger 
and better 
tomorrow.

“

2-22

PRESIDENT’S 
REPORT
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As an organization, there was much that we have learned in 
2021.  We were focused on delivering our brand promise 
to our stakeholders as together, we navigated a new normal 
brought on by a global crisis. We did this by listening and 
being agile in our response to their needs. Our efforts and 
commitment were rewarded with a clear path to sustainable 
growth for our enterprise.

Our financial performance reflected our Company’s 
strength and resilience, registering 15% growth in Net 
Sales at Php14.3 billion, a 19% increase compared 
to 2019 pre-pandemic levels.  Transaction count also 
increased by 8%, and we posted a Same Store Sales 
Growth (SSSG) rate of 8.1%, an improvement from 
our 2020 SSSG of 3.5%. We observed customers’ 
predispositions during the pandemic, noting that they 
frequented the store less but bought more during each 
trip: transaction size registered 23% higher compared 
to pre-pandemic levels. At the same time, by end of the 
year, our e-commerce sales contribution was up to 11% 
of total sales.

 These results were born out of our commitment to 
people’s safety and welfare in the midst of a health crisis. We 
introduced innovations and adapted in-store procedures and 
protocols to maintain a healthy space where our customers 
and employees can continue with productive activities and 
keep moving forward.

True to our innovative spirit, AllHome embraced digital 
transformation even before the pandemic accelerated digital 
adoption not only in our country but all across the globe.  We 
introduced four channels to the market: (1) an e-commerce 
platform, (2) a SHOP4U personal shopper service, (3) Viber 
communities, and (4) third-party market places that allowed us 
to connect to and serve more customers, resulting in higher 
e-commerce sales.

In 2021,  AllHome also achieved an important milestone in 
the context of the pandemic as the Company achieved its 100 
percent vaccination goal, with the entire workforce across 57 
stores nationwide vaccinated.  All eligible employees received 
the second dose of the COVID-19 vaccine, while booster 
shots were also provided by the end of 2021.  This served as 
another layer of protection to complement the Company’s 
existing health protocols that are strictly implemented in 
stores to ensure a safe and clean environment – boosting 
consumer confidence.

Our daily health and safety protocols are stringently and 
consistently enforced, with face masks, face shield, alcohol, and 
sanitizer, as well as personal protective equipment provided 
to 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, monitor their temperature, frequently wash their hands, 
observe physical distancing, and limit face-to-face interaction. 
Posters and print resources about COVID-19 were placed in 
entrances, and regular disinfection and cleaning of work areas 
and common spaces were conducted. 

Security of the customer is given utmost importance, and 
AllHome has kept the same level of commitment towards 
the safety and security of the vast amount of data that are 

To my fellow stakeholders,

being collected from contract tracing — a requirement of 
government agencies.  Recognizing the risks inherent in the 
COVID-19 Tracker,  AllHome e-commerce Site,  AllRewards 
Loyalty Program and Builders Loyalty Program systems and 
the growing demand for online and non-contact transactions, 
AllHome upgraded its controls to protect customer data. 
Aside from the QR codes that were installed at store 
entrances since 2020, enhanced security features were 
programmed into COVID Contact Tracing applications and 
other external-facing applications of AllHome as well as for 
internal systems and our employees’ laptops and desktops. 

Protecting and caring for our communities and stakeholders 
is part of the culture in AllHome.  As responsible members of 
the communities where our stores operate, we are proactive 
in seeking ways to improve our service and strengthen our 
relationships.

With majority of the country’s population receiving proper 
vaccination protection, we look forward to the further easing 
of quarantine restrictions and decline in active COVID-19 
cases in the coming years.  We see this resulting in mall traffic 
returning to pre-pandemic levels that will benefit AllHome 
stores, especially locations that serves as anchors of  Vista Malls.
 
AllHome is ready and prepared to provide a distinct customer 
journey and elevated experience in each of our stores, a 
journey that is made even better by the total experience 
that the ecosystem of AllValue stores provides which include 
AllDay and Coffee Project, among others. As the economy’s 
recovery speeds up with heightened construction activities, 
the Company stands ready to deliver and support with quality 
products and our reliable service.

Striding onward into 2022 and beyond, we will resume our 
ambitious store network expansion, in synergy with the Villar 
Group of Companies, targeting 100 stores by 2026. Our focus 
will be on the National Capital Region plus locations and Tier 
1 key cities.

Combined with our digital channels that we shall continue to 
improve,  AllHome is well-positioned to be the one-stop-shop 
of choice, serving as the foundation with which we will lead 
the industry in responding to changing consumer trends. 
 
We are grateful for the continued support of our stakeholders 
as we continue to grow and explore even more opportunities 
to improve efficiencies and processes and strengthen synergies 
with the Villar Group, both with the real estate companies and 
the AllValue Retail ecosystem. We look forward to 2022 as 
together, we build a stronger and better tomorrow for every 
Filipino family and community.

Benjamarie Therese N. Serrano
President and CEO
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PERFORMANCE 
HIGHLIGHTS

Indicator 2019 2020 2021

Total number of outlets 45 50 57

Number of provinces present in 13 15 17

Number of cities and municipalities 
present in 27 32 34

Total number of opened stores 22 5 7

Total net selling area in sqm. 296,772 331,590 297,4691 

1Revised NSA as a result of the operational efficiency initiatives in 2021 which included resizing of the store sizes and optimizing store spaces
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Indicator 2019 2020 2021

Net selling spaces per store format in sqm.

Large mall-based 203,254 207,054 166,797

Large free-standing 86,078 117,716 123,538

Small specialty 3,640 6,820 7,134

Number of stores per location and format

Large mall-based 22 22 22

Mega Manila 17 17 17
Luzon 3 3 3
Visayas 2 2 2
Mindanao 0 0 0

Large free-standing 10 13 18

Mega Manila 5 7 9

Luzon 2 3 4

Visayas 0 0 0

Mindanao 3 3 4

Small specialty 13 15 17

Mega Manila 13 15 17

Distribution centers 3 6 4
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AllHome continuously expands and curates a selection 
of products across key categories comprising furniture, 
hardware, appliances, tiles and sanitary wares, 
homewares, linens, and construction materials. 

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

We are an affiliate of Vista Land, the Philippines’ largest 
homebuilder trusted by Filipino contractors, architects, 
interior designers, and homeowners who are building 
their own homes. 

Therefore, our AllHome Vision and Mission is fully 
aligned with those of Vista Land as we seek to be the 

2-23

VISION AND
MISSION STATEMENT

THE COMPANY

dependable partner for Filipino families at every point of 
their home ownership journey — from first homes, to 
upgrade homes, to urban developments, and to lifestyle 
communities.

We believe in doing our part in building communities 
that foster strong family and neighborhood relationships. 
We value the rewards of hard work, and we promote 
the responsible use of resources and the protection of 
our environment.

We believe in our people who are the key to our 
success. As AllHome employees, we conduct ourselves 
with the highest levels of creativity, integrity, and 
professionalism. Together, we build our AllHome brand 
on the foundation of trust and quality.
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Cost is not a question of 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.

Synergy is one of a corporation’s greatest assets.
The solitary genius is nice, but teams are stronger.

We have a common goal, and we need each other to get there.
We have each other’s back.

We have the company’s back.

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 customers can believe in us.

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.

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.

VALUES

Cost Consciousness

Teamwork

Honesty

Competitive Spirit

Closeness to Customers

2-23
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AllHome is a pioneering “one-stop shop” home store in the Philippines, with 
57 stores in the country under the “AllHome” brand, as well as an online 
shopping platform.

2-1, 2-2, 2-6

Large mall-based store 

Ranging from 7,000 sqm to 
8,000 sqm in net selling space

Large free-standing
Store with an average net 
selling space of 7,000 sqm

Small specialty store 
 
Ranging from 250 sqm to 400 
sqm in net selling space

BUSINESS MODEL
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Most of AllHome stores are in Mega Manila. Our network 
expansion program aims to put up more stories in other 
regions and location as well, with the immediate expansion 
pipeline on NCR+ and the Tier 1 cities nationwide.

The store model is complemented with services 
that support the needs of our customers. These 
include interior design consultations and providing 
recommendations on AllHome products to suit 
customers’ specific needs, door-to-door delivery and 
installation services, customizable furniture (e.g., closets), 
free furniture assembly services, and other services such 
as delivery and gift registry.

We have in-house design consultants available for  
complimentary one-on-one consultation. Each large-
format store can offer a customer lounge that provides a 
venue for in-store meetings between architects, builders, 
contractors, designers, engineers, and homeowners.  The 
Company is also very familiar with Vista Land homes and 
developments within our stores’ vicinity,

For the growing community of online customers, we 
have allhome.com.ph – our online shopping platform that 

features an order tracking facility that let customers know 
the status of their orders. Complementing this platform 
is our personal shopper service, SHOP4U, that serves 
the needs of online customers who still want to discuss 
their home shopping needs to a live person in-store. At 
the same time, we established Click & Collect counters 
where online customers can opt to pick up their shopped 
merchandise instead of having them delivered.

As a member of the network of AllValue Stores, our 
customers earn points for purchases at AllHome under 
AllValue’s AllRewards membership program. Once the 
minimum balance of points is reached, the points can be 
used as payment for purchases at any AllValue Store. As of 
end 2021, we had almost 700,000 AllRewards cardholders. 

At the same time, we also have our Builders Loyalty Card, 
specifically intended for customers of hard categories 
– construction materials, tiles and sanitary wares, and 
hardware. This loyalty card is used by a customer 
network of architects, builders, contractors, designers, and 
engineers as we expanded our inhouse brands in the hard 
categories. By end 2021, membership has reached 8,550 
cardholders.

7,436

12,762

14,441

AVERAGE NO. OF MONTHLY SIGN-UPS 

Average No. of
Sign-ups Monthly

2019 2020 2021

3,652,483

5,282,40

6,074,76

NO. OF VIEWS

Website
Page Views

2019 2020 2021

371,567

524,715

698,015

NO. OF MEMBERS

Total AllRewards
Members
2019 2020 2021
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Product offering spans to seven (7) key categories from over 1,000 local and international brands.

2-6PRODUCTS

Building materials, wood, and mouldings

Comforters, duvets, bedsheets, curtains, pillows

Tableware, kitchenware, storage and organizers, décor

CONSTRUCTION MATERIALS

LINENS

HOMEWARES

Electrical supplies and accessories, lighting, plumbing, paints and 

sundries, hardware, power and hand tools, automotive, lawn 

and garden products

Office, living, dining, bedroom, outdoor and children’s furniture

HARDWARE

FURNITURE

Air-conditioners, refrigerators and freezers, washing machines, 

TVs, sounds systems, kitchen appliances, small appliances, digital 

items (including mobile phones and gadgets)

Indoor and outdoor tiles, decorative tiles, mosaic tiles, engineered wood, laminated flooring, vinyl, 

pavers, decking, Water closets and lavatories, bathtubs, shower enclosures and partitions

APPLIANCES

TILES AND SANITARY WARES

12  |  Villar Group 2021  Sustainability Report



AllHome maintains a wide network of suppliers and 
does not rely on any single supplier. As the home 
improvement industry is susceptible to changes in 
the market trends and customer preferences, that 
tends to become more pronounced during times of 
crisis like the pandemic, we strive to continuously 
source new products for the benefit of customers and 
stakeholders.

2-6SUPPLY CHAIN

AllHome continued to steadily expand its network 
of suppliers and concessionaires, maintaining a 
sourcing network comprising an aggregate of 
over 500 suppliers (including concessionaires). 
Products manufactured outside the Philippines 
are purchased from distributors located in the 
Philippines, or through other third parties who 
import these products into the Philippines.
 

Roving Trucks for 
Pick-up & Delivery 

within Cluster

E-Commerce

Home Delivery

AllHome Branches

Distribution Centers

Suppliers

• Distribution 
Planning Team

• Store 
Replenishment

• Store to Store 
Transfers

• Reverse 
Logistics

• Demand Management
• Supply Planning
• Inventory Management

Local

International

via Air

via Sea

Customers

Local Supplier
- DTS

AH ForwarderReturns Facility
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Issues and topics from 
different references such 
as the sector-specific 
publications from GRI and 
SASB standards for Multiline 
and Specialty Retailers & 
Distributors, and industry 
peers were collated. The list 
was simplified to integrate 
common topics while adding 
a few more to ensure that 
the economic, environmental, 
social, and governance (EESG) 
aspects of the organization 
were covered. 

SUSTAINABILITY

AllHome’s sustainability approach and reporting is guided by the GRI Sustainability Reporting Standards and Sustainability 

Accounting Standard Board (SASB) Standards in the conduct of its materiality process with the following steps:

The Company revisited the 
list to assess if the topics are 
material to the operations and 
stakeholders. A standardized 
form was used by the 
Company to identify material 
topics, with options ‘Yes’ 
or ‘No’.

 

Topics deemed as material 
were processed into an online 
survey where the Company 
further assessed the criticality 
of impact of each topic using 
a five-point scale (with 1 as 
low to no impact; 5 as highest 
impact). 

MATERIALIT Y PROCESS
2-23, 3-1, 3-2

1
2

3

Pre-identification of topics

Identification of Material Topics

Materiality Assessment
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In 2021, AllHome extended the online survey to 
more departments to capture wider insights on 
material issues. All respondents demonstrated 
engagement with sustainability discussion, with 
majority of them sharing the perspective how 
sustainability is very important to AllHome’s overall 
business success. Being a responsible member of the 
retail industry, AllHome shares an ethical partnership 
with its suppliers, employees, customers, communities, 
and other stakeholders as it continually expands and 
achieve prosperity.

From 2019 to 2021, AllHome has shifted its focus 
and appropriately adapted to market situations 
– from the pre-pandemic period to pandemic 
situation, and then to learnings from the challenges 
experienced during the crisis. The Company has 

placed equal importance in strengthening its marketing 
strategies and its data security infrastructures as it 
embraced the digital transformation that was brought 
about by the global event.

And although identified generally as low criticality of 
impact, environment-related topics remained a topic 
of concern for AllHome as the Company continued to 
implement initiatives as well as manage and measure its 
performance to avoid significant environmental impacts.

Impact to Business
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2-29STAKEHOLDER ENGAGEMENT
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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, and tiles and sanitary wares are basic 
requirement commonly used in infrastructure development. AllHome serves 
to meet the structural improvement needs of the Filipinos. At the same time, 
the Company helps introduce and bring into the local market innovations and 
evolutions in furniture, appliances, homeware, and linen industry that support 
sustainability initiatives that could help improve people’s lives, even in simple ways.

AllHome makes home improvement products and materials more affordable 
and accessible to Filipinos, providing quality materials that would last long and 
help provide families and communities safe homes for many years.

AllHome supports the country’s initiatives to bring 
about inclusive progress and development to as many 
Filipino families and communities through responsible 
corporate citizenship. 

Our mission and vision, enabled with our business 
strategies and approaches, are intended to align with 
and contribute to the transformative promise of 
the 2030 Agenda for Sustainable Development and 

2-23CONTRIBUTION TO THE UN SDGs

SDG 8
Decent Work and Economic Growth

SDG 9
Industry, Innovation, and Infrastructure

SDG 11
Sustainable Cities and Communities

its Sustainable Development Goals (SDGs). AllHome 
supports the Philippines’ commitment to eradicate poverty 
in all its forms, end discrimination and exclusion, and 
reduce inequalities that harm progress for all humanity.

AllHome continues to take a proactivestance in the 
responsible and sustainable conduct of its business to 
benefit all its stkeholders
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In 2021, results from the online customer satisfaction survey administered by the Company’s Market Research Team 
showed a score of 8.9. With much of the previous health restrictions lifted in 2021, we were able to shorten delivery 
turn-around time to address late deliveries that occurred in 2020. The store ambiance and temperature were also 
improved to provide more comfortable shopping experience for customers.

AllHome provides a complete one-stop shopping experience 
for architects, builders, contractors, designers, and engineers, 
with all seven categories of home-related/improvement 
merchandise under one roof, whether a customer prefers to 
shop in-store or in the comfort of their homes via omnichannel 
approach.

AllHome embraced digital transformation even before the 
pandemic speeded it up. We introduced four channels to the 
market: 

• an e-commerce platform, 
www.allhome.com.ph

• SHOP4U personal shopper service 
• Viber Communities 

• Shop Online at AllHome
• AllHome Builders Centre Shopping Community

• Third-party shopping platforms (Lazada, Shopee, 
Grabmart, Pandamart, Pickaroo, MetroMart)

3-3CUSTOMER SATISFACTION

QUALITY IN 
CONVENIENCE

AllHome scored 

8.9/10
in 2021

In 2021, this has 
contributed to 11% in 
the overall sales of 
the Company. 
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At allhome.com.ph, over 20,000 items are 
uploaded so shoppers can conveniently browse 
items and add to their virtual shopping cart 
using their mobile devices. In-store promos 
and discounts were also offered online at the 
platform. Orders were sanitized and delivered 
within two to three days.

Through the AllHome Personal Shopper service 
SHOP4U, orders are submitted through Viber, 
and payments are settled through bank transfer. 
Customers enjoyed easy payment options such as 
cash, debit card or credit card with zero percent 
installment up to 12 months on selected items, 
mobile payment services such as AllEasy, GCash, 
and PayMaya. There is even an option for bank-
to-bank transfers or cash on delivery (COD) for 
orders made online or through personal shopper 
service. They can also opt for layaway plans through 
Aeon and Home Credit. Purchased items may 
be picked up via the Click & Collect counters or 
delivered via a customer-chosen delivery service or 
through the delivery service provided by AllHome.

E-commerce Platform

The Personal Shopper 
Service: SHOP4U

The Company has created two Viber communities – Shop 
Online at AllHome with over 13,800 members and 
AllHome Builders Centre Shopping Community with over 
1,800 members – that are available for chat and order 
everyday.  

Building Closer Connections 
through Viber  

Third-party Shopping 
Platforms

As one of the company’s top business priorities, All-

Home ramped up its digital presence through partner-

ships with online shopping platforms and on-demand 

delivery providers. Product categories can be accessed 

through the following sites and applications: 
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In addition to a growing on-line e-commerce presence that includes 
engaging with the country’s leading on-demand delivery providers, 
we made sure that the digital shift is felt on the ground. 

AllHome was also first in the Philippine Home Industry 
to introduce self-service checkout kiosks in 2021—a 
safety option for customers who prefer less contact 
as they shop, which is a key consideration in the midst 
of the pandemic. This facility lessened face-to-face 
interactions between customers and cashiers and 
other personnel. It also speeded up the checkout of 
purchases. As this is a relatively new feature, AllHome 
still provided human intervention through trained staff 
who assisted customers as they navigated the self-
checkout process.

Notable also is AllHome’s Park-and-Shop concept, 
which leverages AllHome’s “standalone” formats 
that emphasize having separate entry and exit 
points, which is especially an advantage in its mall 
locations. Having direct access to parking spaces 
made AllHome a preferred shopping destination as 
consumers lessen the time spent inside malls.

AllHome 360°  virtual tour, 
a state-of-the-art virtual 
walkthrough of AllHome 

stores to help in navigating 
and picking items

Click-and-Collect 
counters that serve as 

express lanes to pick up 
online orders placed via 

web or SHOP4U

AllHome also tucked in an 
enhanced implementation 

and personalization of 
offerings and services with 

the use of our customer 
loyalty program, AllRewards

Tangible QR Code push 
by frontliners to walk-in 

customers
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AllHome stores are located together with other 
retail stores under the AllValue group (i.e., coffee 
shop, supermarket grocery, restaurants). This 
provides the customers an enhanced shopping 
experience that also caters to their needs other than 
home-related improvement. In addition to growing 
its network through a patented and elevated full-
line home center experience, AllHome continues 
to explore different concepts that complement 
its comprehensive homemaking and homebuilding 
offering.

Through the years, we have been relied on our 
experience, data and intelligence gathered, and 
established processes to accurately forecast and 
manage fluctuations in demand. And to keep a pulse 
on the market, we conduct internal and customer 
surveys, review industry reports, as well as attend 
trade shows and industry benchmarking to assess 
changes in consumer preferences. At the same time, 
we welcome and encourage feedback, comments, 
and suggestions from our customers. There are 
physical customer service desks, store hotlines 
and email and social media accounts to address 
customer needs and concerns. Other engagements 
include live chat, product ratings for items ordered 
on the e-commerce site, Facebook Messenger, and 
Google My Business reviews.

Online Customer Feedback and Suggestion Form can be 
easily accessed through scanning the QR code which are 
located near checkout counters. This is also introduced 
to customers by Sales Specialists as part of their closing 
pitch. The QR survey was formally launched in May 
2021 to capture concerns and immediately address 
them on a per-store level. The response rate for QR is 
almost half of the total responses received from online 
and manual surveys.

Continuous feedback and 
improvement are integral to our 
sustainability approach.

Through the customer satisfaction surveys, the 
Company is able to include new value-added services, 
such as furniture assembly and water heater installation 
that were based on customer demand. We will 
therefore continue to keep using surveys to identify 
more opportunities to enhance customer experience 
and maximize all product and service offerings.
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QUALIT Y, ACCESS 
AND AFFORDABILIT Y

AllHome had worked to ensure it would be the go-to one-stop-shop for 

architects, contractors, and DIY hobbyists by providing world-class products 

at affordable rates, while staying strategically located close to residential 

development and transport hubs. Through strategic approach, we are uniquely 

positioned to address the quality, access, and affordability requirements of our 

various markets.

For its main marketing and 
promotion efforts for the year, 
AllHome continued to highlight 
our strengths and offerings as a 
one-stop shop for all home and 
renovation needs. Competing 
effectively and fairly in the 
free market, we ensured that 
any concerns on marketing 
and labeling were resolved 
immediately at store level, 
resulting to zero substantiated 
complaints in 2021.

We utilized a mix of marketing 
strategies which included 
social media, par tnerships with 
influencers, banners, billboards, 
flyers, print ads, LED walls, radio, 
online adver tising, and in-store 
adver tising.

AllHome has continuous local 
store marketing that consists of 
flyering, SMS and email blasts, 
out-of-home advertisements 
(billboards, lamp post 
banners) and above the line 
advertisements on local radio, 
especially for provincial stores.

Catalogues are published twice a 
year, during the summer season 
and the Christmas season, 
presenting the latest products, 
design ideas and inspirations, and 
offering seasonal promotions and 
discounts. Product catalogues 
from suppliers are also available 
for customers’ reference at 

3-3, 417-2, 417-3

MARKETING 
AND PROMOTION

the stores. Print materials are 
provided free of charge at stores 
and uploaded to the ecommerce 
website for instant viewing.

The Company’s Facebook pages 
and Instagram account are 
regularly updated to promote 
stores and products. For the 
sale of selected products, online 
sales channels such as Lazada 
and Hubware are used. These 
online platforms help highlight 
promotions that encourage 
customer engagement. Some 
of the promotions include the 
quarterly and annual raffles 
over Facebook and Instagram 
accounts with prizes ranging from 
gift certificates and free cinema 
tickets to a house and lot in 
partnership with Vista Land. Local 
designers and celebrities, including 
influencers and bloggers are also 
engaged with to promote stores 
and merchandise.
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In 2021, the Company optimized its 
digital marketing strategies to continue 
to engage with its target market. 
Among the initiatives used were:

• Relationship Marketing: During 
the community quarantine, 
we worked to build customer 
relationships by providing 
easy access to store staff and 
customer service to address their 
needs via SMS, call, Messenger, 
and Viber (Shop Online at 
AllHome and AllHome Builders 
Centre Shopping Community). 

• Content and Influencer 
Marketing: We highlighted 
aspirational images on our digital 
channels to get engagement 
from our target market. We 
engaged local celebrities to 
inspire consumers to check out 
AllHome products online. 

• Loyalty Programs: We expanded 
our loyalty program to leverage 
professionals such as architects, 
contractors, builders, and other 
customers. 

• Digital Marketing: We maximized 
the digital space through our 
e-commerce site and search 
engine optimization (SEO) 
efforts. In 2021, website views 
reached 275,000 per month. 

• Local Store Promos: Periodic 
implementation of sale promos 
to entice consumers to purchase.

These strategies were also used 
to promote our seasonal catalogs, 
seasonal and major sale events, 
exhibits, and store events or demos. 
All promos went through the 
Department of Trade and Industry 
(DTI) processes for necessary permits. 
A third-party agency was contracted 
for the production, delivery, and 
installation of these marketing 
strategies and activations.

With the previous years’ stringent safety restrictions and store closures 
due to varying levels of community quarantine, AllHome optimized our its 
presence in the digital space to continue servicing customers online. This 
resulted to zero complaints on health and safety for 2021.

AllHome is committed to maintaining a secure shopping for customers and 
a safe work environment for employees. The Company boosted its online 
presence with various initiatives that builds on the organization’s primacy 
through an omnichannel approach.

Meanwhile, product offerings have labels on their safe use and these are 
provided by the respective brands. Sales personnel were all trained on 
how to demonstrate correct operation and use of the products. Furniture 
assembly services were also offered to eliminate the risk of improper 
assembly by customers which might lead to accidents.

Other layers of safety were implemented in 2021 in accordance with the 
health and safety protocols of the government:  

 - mandatory wearing of face masks
 - mandatory checking of body temperature 
 - hand sanitizers and disinfection carpets are provided at all entrances
 - social distancing
 - queuing stickers are in place  
 - maximum of four persons per ride in the elevator
 - three steps apart when using the escalator
 - installed acrylic barriers in counters
 - regular disinfection of all stores including bathrooms, elevator buttons, 

and escalator handrails by ShiledTec of EnviroNet

Posters that promote the practice of social distancing, keeping hands 
sanitized, and other precautionary measures were placed throughout the 
stores as reminders for customers and employees.

3-3, 416-2, 417-1, CG-MR-410a.2
HEALTH AND SAFET Y

 Villar Group 2021  Sustainability Report  |  23



PROFIT
3-3, 201-1ECONOMIC PERFORMANCE

In 2021, AllHome posted 
improvements in sales, 
both for hard categories and 
soft categories, registering 
double-digit growth in 
net income to PhP14,325 
million. Revenues showed 
15% growth (or about PhP2 
billion) and net income 
after tax increased to 10%, 
reflecting a 46% growth in 
nominal amount.

12,606.28

12,414.74

14,324.86

2019 2020 2021

Direct Economic Value Generated

PhP millions

22

3

69

1
5

0.01

Value Distributed in 2021

Operations

Wages & Benefits

Suppliers

Investors &
Stockholders

Taxes

Community
Investments

22%

3%

69%

1%
5%

0%

Value Distributed in 2021

Operations

Wages & Benefits

Suppliers

Investors &
Stockholders

Taxes

Community
Investments
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DIRECT ECONOMIC VALUE DISTRIBUTED 
(IN PHP MILLIONS)

2,069.72

2,528.5

3,156.4

Operating Costs
2021 2020 2019

273.16

327.70

363.65

Wages &  Benefits
2021 2020 2019

17,878.01

10,516.00
9,812.33

Payments To 
Suppliers
2021 2020 2019

26

52.50

197.63

Dividends
2021 2020 2019

733.53

449.48

654.10

Taxes
2021 2020 2019

0.4

3.05

2.01

Community 
Investments
2021 2020 2019
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The Company also saw improvements in all its 
margins for the period. Gross profit, EBITDA and 
Net Income margins were at 35%, 24% and 10%, 
respectively, which were all higher by over 200-300 
basis points from last year.

The expansion of our store networks in different 
parts of the country contributed a significant share 
in the total retail sales. We opened 57 stores in 
2021 – having 22 large mall-based, 18 large free-
standing and 17 small specialty store formats as 
the Company expanded its presence in Luzon and 
Mindanao. 

With this expansion, we extended our reach to 
contractors, architects, interior designers, and 
homeowners in Santiago, Isabela, Cabanatuan, 
Bulacan, and South Cotabato provinces to provide 
convenient access to a vast range of home building 
products and services, value for money, convenience, 
and excellent customer service.

As we branched out to different parts of the 
country, AllHome also expanded digital presence in 
2021, which was one of the top business priorities 
for the year, given the change in consumer trend 
due to the community lockdowns. We further 
strengthened our digital presence and revolutionized 
customer experience with an integrated customer 
support center which addresses customers’ 
concerns in a more timely and efficient manner. 

AllHome invested in the automation of digital 
marketing with an industry tool that drives up 
quality leads with customized marketing campaigns. 
This engagement allows for conversion monitoring 
on marketing campaigns—from tracking website 
visits vis-a-vis sales conversion, and consequently 
allows for the measurement of return-on-
investment (ROI) on these marketing campaigns.

Moreover, we implemented various programs 
such as strategic pricing and increase in-house 
brand sales contribution to improve margins. We 
also implemented operational efficiency initiatives 
in view of changing customer shopping behavior.  
This resulted in the optimization of store capacity 
and the re-purposing of portions of store space 
as additional store warehousing and fulfillment/
logistics areas to allow for service efficiencies for 
ecommerce fulfillment.

All these strategies take into consideration 
profitability and growth that will benefit 
stakeholders and business goals.
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AllHome has identified five key risk areas – Market 
Risk, Interest Rate Risk, Credit Risk, Liquidity Risk, and 
Foreign Exchange Risk. In addition, the COVID-19 
Pandemic continues to be a major risk that limited 
business operations, affecting the cash flows of the 
Company.

Assuring stakeholders that the Company’s approach 
to growth is sustainable, AllHome operates with 
a risk philosophy that focuses on making most of 
all business opportunities and making sure that 
all adverse results are reduced. This is planned 
and implemented through an Enterprise Risk 
Management framework.

AllHome’s resources are effectively managed in all 
areas and levels of the Company through:

• Utilization of strategic location selection 
criteria for store network

• Capitalizing on synergistic relationships with 
affiliates (i.e., access prime locations across the 
country and consolidated purchases for similar 
product needs through Vista Land; access to 
a pool of third-party contractors or builders 
in the Villar Group; establish and maintain 
as primary captive market the residential 
communities by Villar Group)

• Implementation of an effective cash and  
collection management

3-3ECONOMIC CHALLENGES
• A sound cost and operational expenses control

• Deployment of strategic and periodic 
merchandise buys to maximize volume discounts 
and logistics requirements

• Efficient loan management

• Implementation of safety protocols such as early 
closure of stores to give time for sanitation 
and replenishment of essential products, social 
distancing, and limiting customer traffic 

With the ongoing pandemic, AllHome explored 
innovations to increase operational efficiency, such 
as our intensive digital expansion program that 
introduced a new generation of AllHome Stores fit 
the consumer lifestyle of the future.

AllHome stakeholders benefit from these sound 
business strategies and risk-mitigating measures, 
as reflected in the Company’s continued financial 
growth, increased revenues, and competitiveness 
in the market. And the Company will continue to 
recalibrate its merchandise mix and implement 
strategic pricing to enhance returns. Options are 
being explored to innovatively respond to the 
changing demands of the pandemic and to serve 
more Filipinos across the country.
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AllHome sees that effective tax planning will help the Company optimize all permissible allowances, deductions, 
concessions, exemptions, rebates, and exclusions available under the law, thereby minimizing the tax liability and 
allocating such savings to business expansion. The Company therefore keeps itself abreast of all changes in the 
tax regulations. Regular tax planning activities were conducted to properly analyze financial situations, mitigate tax 
liability, and maximize tax relief and credits.

3-3, 207-1, 207-4TAX

PhP14.2b
Revenue from third-party sales

PhP96.8m
Revenue from intra-group transactions with other tax jurisdictions

PhP1.8b
Profit/Loss before tax

PhP21.0b
Tangible Assets

PhP282.1m
Corporate Income Tax paid on a cash basis

PhP89.7m
Corporate Income Tax Accrued on Profit/Loss
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2-7

1The data includes regular and probationary employees assigned in the head office and stores.
2Attrition rate = (no. of new hires – no. of turnover)/(average of total no, of employees of previous year and total no. of employees of current year)

34%
new hire rate

22%
Attrition Rate2

14%
turnover rate

PEOPLE
Employees1 by Gender, 2019-2021

Employees by Contract in 2021
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We institutionalized a Non-discrimination Policy in our 
recruitment and hiring process, ensuring that all eligible 
applicants are welcomed without prejudice against their 
gender, age, disability, educational attainment, race, and religion 
and hires are based solely on job fit and relevant criteria. 

Application process is accessible to all interested 
individuals who may apply online or on-site. We 
prioritize applicants from the local communities, within 
the vicinity of the stores, as a more sustainable approach 
and in support of local economic growth. Through these 
strategies, the Company has built an employee base 
that is diverse in terms of culture, religion, ethnicity, and 
socioeconomic background.

AllHome provided a rewarding employee experience 
for its people, with competitive compensation and 
benefits packages as well as learning and development 
opportunities. Our culture encourages employees to be 
engaged and to do their best. With the aggressive network 
expansion, AllHome has increased workforce by 24%—
recording 34% new employee hire rate which shows an 
increase of 10% from 2020 and decrease in turnover rate 
by 9% in 2021.

AllHome fosters a company culture where every voice 
is welcome and valued. The Company ensures that all 
employees regardless of rank and position are included, 
valued, and able to perform at their best. Everyone can bring 
their unique self to work, every talent is used and every 
idea is heard. While supporting diversity and inclusion in the 
workplace and implementing nondiscriminatory practices, the 
Company had also built a multigenerational workforce and 
successfully encouraged engagement.

AllHome’s corporate values include having a Competitive 
Spirit. The Company recognizes the value of its employees 
and aims to ensure that all employees are high-performing 
and motivated to stay through different career longevity 
programs and retention policies which includes, but is not 
limited to the following:

• Competitive salary and compensation packages

• Good, comfortable, and proper work environment and 
culture

• Quarterly bonding for each department

• Annual team-building sessions

• Equal and fair opportunities and performance evaluation

• Training and development sessions

AllHome provides training as preparation of an employee 
to perform future roles and responsibilities as part of its 
succession planning. Meanwhile, replacement planning is also 
conducted to proactively identify key personnel in operating 
functions.

AllHome strives to be an Employer of Choice in the 
Philippines. We actively promote equal employment 
opportunities throughout our network of stores. And 
2021 data reflects a workforce with an almost 1:1 ratio 
for female and male employees, demonstrating our 
commitment to being an Equal Opportunity Employer.

3-3WELL-BEING

In terms of Board composition, 
AllHome adheres to diversity 
of views and opinions in the 
decision-making process 
with our Board having about 
71% female members and our 
management positions have 
90% female leaders taking on 
the role.

AllHome is rated 4.7 out of 5 based 
on the monthly evaluation by the 
HR Department

An integral part of the employee engagement and 
retention program is our rewards and incentives 
program. Recognizing and rewarding employees 
(individually and as a team) through our Loyalty 
Awardee Program, AllHome offers local and foreign 
travels, and competitive salary increases based on 
performance evaluation.

The Company has a quarterly engagement activity, 
Jumpstart, where rewards and recognitions are 
announced for individual and team performance. 
AllHome launched the first-ever virtual Jumpstart via 
Zoom in 2020. This was continued in 2021 and was 
conducted thrice during the year. 
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3-3, 401-2

401-3

BENEFITS

List of Benefits Y/N
% of female employees 

who availed in 2021
% of male employees 

who availed in 2021

2021 2020 2019 2021 2020 2019

SSS Y 12 12 100 13 13 100

PhilHealth Y 8 5 100 3 2 100

Pag-IBIG Y 4 4 100 4 3 100

Parental leaves Y 13 100 5 35 100 1

Vacation leaves Y 84 100 64 85 100 60

Sick leaves Y 84 100 38 85 100 59

Medical Benefits (aside from PhilHealth) Y 80 100 100 77 100 100

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

Retirement fund (aside from SSS) 7 N N/A N/A 1 N/A N/A 1

Telecommuting Y 11 11 19 15 15 15

Indicators Male Female Total

Total number of employees that were entitled to 
parental leave 268 274 542

Total number of employees that took parental leave in 
2021 6 27 33

Total number of employees that returned to work in 
2021 after parental leave ended 6 27 33

Return to work rate 100%

Total number of employees who availed the parental 
leave in 2020 and returned to work in 2021 0 0 0

Total number of employees that took parental leave in 
2020 5 16 21

Retention rate 0%

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

Parental Leaves in 2021 

We strictly adhere to the policies of the Department 
of Labor and Employment (DOLE). The entry-level 
salary provided by the Company is at the same level as 
the minimum wage of Mega Manila and is
higher for Luzon, Visayas, and Mindanao. Aside from 
government-mandated benefits, AllHome also provides 
additional leave entitlement to regular employees, 
medical programs, and communication allowance.

AllHome partners with an HMO provider to support 
employees in managing their health and assist them with 
their medical concerns. Upon regularization, they are 
automatically enrolled in an HMO plan including their 
declared dependent/s who are eligible for the health 
care plan. Regular employees are also entitled to paid 
sick leaves as part of their employment benefits package.

Aside from additional leave entitlement to regular 
employees, the Company offers medical programs, 
13th-month pay, communication allowance, and the 
opportunity to travel abroad as part of the incentive 
program.

In 2021, with the various levels of pandemic quarantine 
restrictions applied in various communities, those who 
could work from home were advised to do so.  While 
those who needed to report onsite were provided 
shuttle services to help ease transportation concerns 
and reduce the risk of exposure. The Management also 
considered waiving of attendance policies temporarily, 
relieving employees who may need to be tardy or absent 
for situations beyond their control.
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AllHome implements a health and safety policy 
pursuant to Section 32 of R.A. 11058 (An Act 
Strengthening Compliance with Occupational Safety 
and Health Standards and Providing Penalties for 
Violations Thereof) and its Implementing Rules and 
Regulations under Section 14 of D.O. 198-18.

This health and safety policy enables a workplace 
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. This policy 
is communicated to all employees and teams through 
e-mail, adequate signage throughout the workplace, 
and routine safety check.

And in compliance with DOLE guidelines on workplace 
policy covering tuberculosis, Hepatitis B, and HIV, the 
Company promulgates guidelines and programs on 
awareness, prevention, and control of the health risks. 
AllHome facilitates a referral system to aid in better 
management and treatment of these cases.

Among the various occupational health services that 
the Company provides include the implementation of 
policies on non-discrimination, provision of reasonable 
working arrangements, educational and awareness 
campaigns, and improvement of workplace conditions 
among others. The provision of a safe working space, 
with proper ventilation, and adequate sanitary facilities, 

3-3, 403-1, 403-3, 403-4, 403-6SAFET Y
the possibility of disease transmission can be reduced. 
A monitoring system is also used to ensure that 
facilities are well-kept and safe for all employees. 
Further, employees are provided with periodic annual 
medical examinations and follow-up on previous 
findings are conducted, to allow early detection of 
occupational and non-occupational diseases and 
determine the effect of exposure of employees to 
health hazards.

Monitoring and reporting is integral to the Company’s 
Occupational Health and Safety Management program. 
AllHome’s operations require employees to be 
involved in the transportation and installation of home 
improvement fixtures in the structures of customers 
as well as in the store facilities. In 2021, there were 
reported bruises (8), dislocations (5), burns (1), and 
muscle strains (4) which were suffered during lifting 
merchandise off racks. Such cases are always recorded, 
and data are used to improve processes as well as safety 
information and education campaigns for our people.

Through regular site inspection, audit, and assessment, 
the Company is able to identify areas that need 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 and concerned departments act 
promptly to check issues that need to be addressed.

756,288

1,071,136

1,594,768

Safe Man-Hours
2019 2020 2021

15

18 18

NO. OF INCIDENTS

WORK-RELATED 
INJURIES
2019 2020 2021
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AllHome seriously and consistently addressed the dangers of 
COVID-19 through the implementation of safety guidelines 
and protocols that protected employees and customers.

The Company reached the 100 percent vaccination goal, 
having the entire workforce across 57 stores nationwide 
vaccinated.  All eligible employees received the second dose 
of the COVID-19 vaccine, while booster shots were also 
provided by the end of 2021. This served as another layer of 
protection added to the Company’s existing health protocols 
which are strictly implemented in stores to ensure a safe and 
clean environment – boosting consumer confidence.

To increase awareness on how to protect oneself form 
COVID-19, continuous communication on COVID-19 policies 
and guidelines as well as reminders on our health and safety 
protocols were done throughout the year. Face masks, face 
shield, alcohol, and sanitizer, as well as personal protective 
equipment are provided for each office. Safety Officers were 
also assigned to ensure that prevention and control practices 
are strictly implemented. Employees were asked to submit 
the Daily Health Symptoms form, monitor their temperature, 
frequently wash their hands, observe physical distancing, and 
limit face-to-face interaction. Posters and print resources 
about COVID-19 were placed in entrances and regular 
disinfection and cleaning of work areas and common spaces 
were conducted.

During the implementation of the community quarantine, 
work-from-home options were made available, and those 
in-store were provided shuttle services to help ease 
transportation concerns and reduce the risk of exposure. 
The Company also developed guidelines to properly manage 
cases of those who have potentially contacted the disease 
as well as their close contacts. Employees who developed 
symptoms were advised to stay at home, self-isolate, and 
contact a medical professional for advice on testing and 
referral. 

To keep track of employees’ health, the Company organized 
onsite annual physical examinations and provided health 
care plans to employees and their dependents. Employees 
were also encouraged to keep an active and healthy 
lifestyle through information campaigns and fitness activities. 
Additionally, employees were also regularly screened for 
COVID-19 symptoms.

403-7COVID-19 Health Protocols

8Formula used is (number of disabling injury/illness x 1,000,000)/employees’ hours of exposure
9Formula used is (total days lost x 1,000,000)/employees’ hours of exposure

100%
of the workforce 
are vaccinated

100
Safety drills participated

0
Work-related fatalities 

and ill-health since 2019

3.62
Incidence Rate8

16
Lost time 
accidents

54.52
Severity Rate9

20
Lost Days
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3-3, 404-1TRAINING AND DEVELOPMENT

Fur ther, AllHome cooperated actively with the respective 
mall and building administrations by par ticipating in 
ear thquake and disaster response drills held periodically. 
Through these training sessions, employees and building 
personnel were equipped with the knowledge and skills 
to enhance disaster preparedness and response.

In the event of a disaster, the Company’s primary goal is 
to keep employees and clients safe and prevent fur ther 
injury by moving them to safer spaces. AllHome strictly 
complies with the safety rules and protocols of the local 
government unit, the NDRRMC, and other concerned 
agencies. AllHome also actively par ticipated in the 
emergency drills facilitated by the national government. 

Every depar tment is also equipped with a first aid kit 
and a person-in-charge in case of emergency. This person 
is professionally trained and cer tified by the Philippine 
Red Cross on basic emergency, disaster preparedness, 
basic occupational safety, and first aid. All offices are also 
provided with medical equipment and supplies such as 
alcohol, sanitizing footbath, thermometer, and medicine 
kits.

4,746
4,202

10,474

TRAINING HOURS

TRAINING HOURS
2019 2020 2021
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8.16

16.39
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2019 2020 2021

Gender
Total Training Hours

2019 2020 2021
Female 2,000 1,888.5 5,216
Male 2,746 2,313 5,258

Gender
Average Training 

Hours
2019 2020 2021

Female 7.35 7.10 16.05
Male 10.81 9.29 16.75

AllHome employees are informed during company-
mandated training sessions about safety procedures 
and standards they should always observe to promote 
physical safety, as well as awareness of merchandising 
safety standards. Comprehensive job safety instructions 
are also provided to employees to inform them of the 
health risks involved, preventive measures, and steps to 
take in case of emergency.

We encouraged employees to actively par ticipate in 
the trainings on health and safety programs that benefit 
everyone. To foster collaboration, ideas and suggestions 
were gathered through employee feedback and surveys 
through Zoom, Viber, and emails.  

The Company also employs safety personnel who 
have each undergone the mandatory training on 
basic occupational safety and health for safety officers 
as prescribed by DOLE. The safety personnel are 
responsible to ensure the occupational safety and health 
programs as mandated by DOLE are duly followed and 
enforced in all AllHome stores nationwide.

AllHome employees are informed during company-
mandated training about the safety procedures and 
standards they should always observe to promote 
physical safety as well as awareness of merchandising 
safety standards. Comprehensive job safety instructions 
are also provided to employees to inform them of the 
health risks involved, preventive measures, and steps to 
take in case of emergency.

403-5Safety Training
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AllHome was able to continue its learning 
and development initiatives for the 
organization despite the pandemic through 
online webinars.

In 2021, the Company recorded total 
training hours double that of previous 
years, indicating increased engagement 
and participation of employees to the 
different training and development activities 
during the year. In summary, we had 4.8 
training hours for every employee (96% 
achievement) for the year.

Training is provided based on the result of 
in-house audits, customer feedback, and 
store assessment of its workforce vis-à-
vis store standards. It is also provided in 
preparation for the employees’ career 
advancement in the Company. In 2021, 
AllHome provided 38 internal and 60 
external training sessions, with a mix of 
technical and behavioral programs.
The training via webinars were conducted 
while exploring the eLearning capability 
of the Company’s system applications 
and products (SAP) system. The AllHome 
Training Academy assigned both training 
hours and training modules to be attended 
by each employee, connecting their training 
programs with their KPIs. Training hours 
were spread out, with shortened sessions 
but increased number of runs. For instance, 
an 8-hour program is spread out to 4 
sessions with 2 hours each.

The AllHome Training Academy also 
implemented the Supervisory Development 
Program in 2021, designed to hone the skills of 
Supervisors to become generalists rather than 
focusing on one category only, in preparation 
for expansion while preparing the team for any 
events that could potentially arise from to the 
pandemic.

Recognizing that career development is an 
important part of employee engagement, 
AllHome will continue to conduct annual 
evaluations for all employees in support 
of their performance and growth. Through 
the standards that are used in evaluations, 
our people will be fully supported in their 
skills improvement, work performance, and 
adherence to corporate values. Particularly, 
annual performance, sales performance, and 
customer service performance are evaluated.

At the same time, training and development 
will continue to be provided as preparation 
for an employee to perform future 
roles and responsibilities. Additionally, 
replacement planning will be done to 
proactively identify key personnel in 
operation functions. Succession planning is 
key to preparing high potential individuals 
to further grow their career with AllHome.

AllHome provided these webinars: 404-2

• Personality Development, 
• Product Proficiency Sessions and Basic 

Customer Service, 
• Retail Salesmanship, 
• Digital Marketing, 
• Leadership and Supervisory Development 

Program

100%
of employees received career 

development reviews
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2-25, 2-26, 2-30, 3-3 

LABOR 
MANAGEMENT

A harmonious relationship 
between management and 
workforce is assured through 
the consistent practice of our 
corporate values of Teamwork 
and Honesty. AllHome 
recognizes the importance 
of a clear and safe grievance 
mechanism to maintain a good 
and collaborative working 
environment.

While there is no employee union in place and 
no collective bargaining agreement in effect, the 
Company takes pains to ensure that employees’ 
human rights are protected with a Code of Discipline 
that places respect and human rights protection at its 
core. Policies are therefore institutionalized to prevent 
discrimination and allow the proper handling of 
grievances through our Whistle-blowing and Open-
Door policies. AllHome strictly adheres and conducts 
due process for cases of policy violations.  

Everyone, from new hires to tenured employees, are 
always reminded that respect for one another and 
respect for personal boundaries, our core values, and 
all our existing policies and guidelines would always 
be the priority in every interaction with others, 
whether it’s our customer or our co-workers.

All new hires are properly informed and oriented on 
these policies and guidelines, including our simplified 
grievance mechanism: Any employee who experiences 
or witnesses any act of harassment or discrimination 
in the workplace shall report immediately to the 
Committee on Decorum and Investigation or to 
the Employee Relations (HR). The Committee 
shall conduct an impartial investigation and upon 
completion of the investigation, inform all parties of 
the outcome and decision.  
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For just causes of termination of employment, due 
process comprises of the twin notice rule, giving 
the concerned employee a written notice as to the 
cause or basis on which an impending dismissal rests 
and reasonable opportunity to address the same. 
Such grievances are dealt with promptly, fairly and in 
accordance with the company policies.

Employees, suppliers, and other stakeholders are 
therefore provided channels to raise concerns 
with the assurance of fair treatment and outmost 
confidentiality. Suppliers can raise their concerns 
through a letter sent via email or personally 
delivered addressed to the Purchasing or 
Merchanting Group Head. These concerns may also 
be raised during the supplier’s performance review 
done every quarter. The Company permits no 
employment-based retaliation against anyone who 
brings a complaint or any work-related concerns.

AllHome encourages employees to participate 
through suggestion schemes, employee surveys, 
meetings, pep talks, and store visits. 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.

And one unique program that the Company conducts 
is our Annual Values Session activity wherein all 
employees have an opportunity to be heard. The 
summary of employee’s concerns, thoughts, and 
recommendations are considered and become part of 
Management decision-making.
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RESPONSIBLE 
OPERATIONS

3-3, CG-MR-230a.1

INFORMATION SECURIT Y 

In terms of safety and security of customer data and 
ensuring protection of Data Privacy, AllHome implemented 
rigorous processes for strict data and information security in 
accordance with the Data Privacy Act (DPA). The Company 
has existing controls and measures to protect customer data 
regarding its collection, handling, use, sharing, processing, 
disposal, or storage, especially sensitive and critical data. 

The Company also abides by the procedure and regulations 
set forth by the Government which includes compliance 
with the guidelines set by the Department of Trade and 
Industry (DTI) and with the DPA. Its processes are in line 
with the DPA. The Data Privacy Officers (DPOs) regularly 
attend training and seminars accredited and organized by the 
National Privacy Commission (NPC).

in 2021:

Zero
substantiated 
complaints on 
customer privacy 

Zero cases
of data breach 

38  |  Villar Group 2021  Sustainability Report



Since 2020, the Company used multi-layer 
security technologies from anti-virus to 
intrusion prevention system/intrusion detection 
system (IPS/IDS) on its data centers.

On the other hand, AllHome recognized the 
risk exposure of customer information due 
to the use of COVID-19 Tracker, AllHome 
e-commerce Site, AllRewards Loyalty 
Program and Builders Loyalty Program. The 
growing demand for online and non-contact 
transactions prompted the Company to 
upgrade our existing controls to protect 
customer data. Since 2020, these QR codes 
were implemented at store entrances. Secured 
Socket Layer/ Transport Layer Security (SSL/
TLS) based security were programmed in 
COVID Contact Tracing applications and other 
external facing applications of AllHome. For 
internal systems, the IT set up a VPN facility 
in the employees’ laptops/desktops. It was a 
challenge that was easily resolved due to the 
technical knowledge of the implementing team.

Further, AllHome ensures that all official 
forms, in particular those that require sensitive 
information from customers, have a DPA 
consent clause stating that the information 
gathered will only be used for the stated 
purpose in the form and are protected in 
accordance with existing data privacy and 
cybersecurity laws. Upon accessing the 
Company’s website, customers are asked for 
their consent to share their cookies to present 
products that match their preferences. 

Aside from strict adherence and compliance 
to existing Data Privacy and Cybersecurity 
laws, AllHome conducts periodic inspections 
regarding the inclusion of policy forms, 
physical and electronic data storage, and data 
processing and disposal. This demonstrates how 
the Company treats data security seriously 
and customer information with the utmost 
confidentiality. 

AllHome considers issues on Information 
Technology as a potential business disruption 
scenario in the BCP. These scenarios are 
regularly tested to identify gaps or weaknesses 
in the implementation of the existing mitigation 
controls and to improve them regardless of the 
magnitude of the impact. And we will continue 
to take proactive measures to ensure that data 
security controls are properly established and 
up to date in anticipation of potential security 
threats and that operations consistently and 
stringently comply with the DPA.

RESPONSIBLE 
SUPPLY CHAIN 
3-3, 204-1, 308-1, 414-1

AllHome puts great effort into 
choosing suppliers. The quality 
of the brands and products 
and the reputation of suppliers 
also reflect on the Company’s 
performance.

In 2021, AllHome has not 
recorded any significant 
negative environmental and 
social impacts of suppliers in its 
supply chain. 

Since the start of our operations, we have 
steadily expanded our network of suppliers 
and concessionaires. The Company maintains a 
sourcing network of over 500 suppliers (including 
concessionaires). Aside from retail partners and 
suppliers, we also rely on third-party distributors 
and suppliers, including concessionaires for inventory 
intake and store displays, and other third-party service 
providers such as logistical services for the delivery of 
products to the stores, distribution centers and in-store 
warehouses.  

In choosing suppliers, the Company places high 
premium on the quality and novelty of products as well 
as the capacity and capability to deliver on time. The 
set of criteria for supplier selection include reputation 
in the industry, quality and standards, reliability of 
delivery, exclusivity, and price. Moreover, suppliers are 
vetted, chosen, and accredited based on customer 
preference, product quality, profit margin, after sales 
service, marketing support, and incentive program.

New suppliers undergo a stringent audit process 
before their products are considered for AllHome 
stores. Suppliers are required to conform to the 
standards set out in the terms of the contract, 
which include a commitment to the timely and 
reliable delivery of products, meeting the required 
specifications, and adherence to relevant laws and 
regulations such as DTI regulations on trademarks and 
product authenticity.
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RESPONSIBLE CONSUMPTION 

The AllHome business model utilizes electricity and 
fuels such as gasoline. The network of stores in different 
locations uses energy for operations via generator sets, 
vehicles, and electricity-powered installations. Emissions 
are therefore limited to vehicles, generator sets, and 
electricity use. 

3-3 Energy & Emissions 

13,762 
tCO2e

16,547 
tCO2e

13,418 
tCO2e

Scope 2 Emissions (tCO2e)

2019 2020 2021

8%
Reduction in Scope 1 emissions 
(2020 vs 2021)

15%
Reduction in Scope 2 
emissions (2020 vs 2021)

1,668

39

36

Scope 1 Emissions (tCO2E)
2021 2020 2019

100%
of the procurement 
budget is spent on local 
suppliers in 2021 

Since AllHome champions business and environmental 
sustainability, we encourage suppliers to adopt good 
procurement and sustainability practices as part of 
their mechanisms and processes. Strict measures are 
embedded in the supplier’s accreditation process 
as outlined in the Code of Business Conduct and 
Ethics that includes financial, operational, social, and 
environmental metrics for accrediting a supplier. And 
to maintain transparency of results with suppliers and 
ensure fair dealings, the Merchandising Group conducts 
quarterly review of the supplier’s performance to see if 
AllHome will renew their annual contract.
                         

As the Company was founded with Filipino 
homeowners and builders as the primary market, 
AllHome sources products from Philippine-based 
companies who specialize in construction, interior 
design, and other home-building and home-improving 
products hence, giving priority to local suppliers over 
foreign suppliers

At the same time, AllHome ensures a diverse set of 
suppliers for each product category, with a mix of 
foreign and local manufacturers. The Company avails of 
the imported products by coursing them through local 
importers and/or consolidators.

AllHome also develops in-house brands to ensure 
product differentiation against competitors. With 
the Philippine home-improvement market facing 
new demands and tastes from a younger, millennial 
population, the Company can increase its competitive 
advantage by providing more options to offer these 
new buyers and customers. The Merchandising team 
works in tandem with various Product Category Heads 
and the local importers/consolidators to be always 
on the lookout for new and innovative products and 
designs available both locally and internationally.

There were many factors that affected energy 
consumption for 2021. Since the country was still 
under pandemic conditions and restrictions, the data 
from this year will still reflect the non-regular hours 
of operations as stores still had shortened operating 
hours for certain duration.   

13,762 
tCO2e

16,547 
tCO2e

13,418 
tCO2e

Scope 2 Emissions (tCO2e)

2019 2020 2021

305-2

1,668

39
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Scope 1 Emissions (tCO2E)
2021 2020 2019

305-1

305-5
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Energy consumption within the organization
302-1, 302-4, CG-MR-130a.1

16,443

19,323

23,107

2019 2020 2021

-3,784 MWh

-2,880 MWh

13,418

14,700

2020 2021

1,282 L
Reduction in diesel 
consumption

Data shows that air-conditioning systems and 
store lighting took majority of the overall energy 
consumption, with 50% and 30%, respectively. 

AllHome shares the responsibility to limit emissions by 
practicing various energy-saving initiatives.

AllHome commits to manage energy efficiently in its 
operations through proper scheduling and balancing 
the use of equipment and fixtures day-to-day. For 
instance, air conditioning units are opened at around 
10:00AM to 11:00AM and turned off at around 5:00 
PM with only limited A/C quantity. 

Meanwhile, store lighting is also strictly balanced 
especially during off season by using natural sunlight 
ceiling especially during summer season and lean hours 
around 12:00PM to 3:00PM. AllHome also keeps up 
with the latest best practices in the utilization and 
maximization of natural lighting during daytime to 
lessen electricity consumption. 

For instance, AllHome’s depot-type stores were 
designed to accommodate natural lighting through the 
ceiling. This lessens the number of lights needed during 
daytime. In addition to this, all facilities of AllHome 
utilize energy efficient lighting fixtures and equipment 
like energy-saving light bulbs and energy-saving LED 
store signage.  

Generator sets were used as power source only 
once in 2021. This was in one of the AlHome stores 
in Cebu, due to Typhoon Odette. Power outage in 
the Cebu store lasted for half a day, with the branch 
restoring operations in the afternoon of the same 
day. Since then, we conduct regular preventive 
maintenance for generator sets to guarantee 
maximum fuel efficiency.

Moreover, AllHome monitors emissions from 
generator sets annually and monthly through load 
testing. This is required as part of renewing the 
Company’s Permit to Operate (PTO). Company-
owned vehicles go through emission testing in 
compliance with the DENR requirements. For stores 
that are leased, the administrative team of  Vista 
Malls conducts in-house physical checking monthly to 
monitor emissions for the entire mall. 

With an eye towards our sustainability targets, 
AllHome also integrates energy-related considerations 
into our analysis of current and future property 
investments. We consider areas that can optimize our 
investment in solar panels. As of 2021, nine stores 
have been installed with solar panels, with six of the 
large-format stores newly installed with solar panels. 
The conversion to renewable energy sources has 
provided an estimated 8% to 10% energy savings to 
the stores’ consumption.
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3-3, 303-1, 303-5 Water 

The Company’s water usage is mainly for domestic use and has minimal impact to the environment. Small specialty 
and large mall-based stores are located and leased with Vistamalls and the Company does not have full nor sole 
control of water use. 

3-3, 306-1, 306-2, 306-3 Waste 

Cartons

Plastics

Bulbs

34,874 m3 33,951 m3 42,434 m3

2021 2020 2019

2019 2020 2021

2.4 tonnes 3 tonnes 3 tonnes

200kg 400kg

250 pcs. 280 pcs.
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AllHome is primarily engaged in buying, selling, distributing, 
marketing, at wholesale and retail, of all kinds of goods, 
commodities, wares, and merchandise of every kind and 
description for home-construction and home-improvement. 
As such, these products come with packaging which has 
generated three (3) tonnes of carton waste and 400 kg of 
plastics.

As an expansive business network across the Philippines 
with heavy reliance on carton usage, we instituted a waste 
segregation policy and program and our employees are 
trained and reminded to observe proper waste segregation. 
The Company also separates recyclable materials for sale or 
re-use. For the rest of the waste generated by our operations, 
third-party hauler services are contracted for further waste 
collection. These contracted services are separate from those 
contracted by Vistamalls.

In stores, monitoring of wastes and waste-related activities 
are being conducted by each store’s repair and maintenance 
team. Customers are also reminded of proper waste disposal 
through signages and are asked to bring their own or 
reuse disposable materials such as shopping bags. Security 
personnel are also tasked to monitor the compliance of 
customers.

In addition to this, AllHome supports the policies and efforts 
of local government units to ban single-use plastics by 
encouraging its customers to use reusable bags upon bagging 
their purchases.

On the other hand, AllHome does not handle hazardous 
waste since the Malls and its branches are responsible for the 
management of hazardous waste.
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COMMUNITY

The nature of our business and operations is seen 
not to have significant negative impact or risks to 
local communities. On the contrary, AllHome has 
always been mindful to ensure that the presence 
of our stores will bring beneficial impact to the 
communities where we operate.

Not only do we provide convenience and quality 
products for our customers, AllHome also offers 
productive employment opportunities in the area.

For one thing, we provide quality products as well 
as convenient and safe shopping experience for our 
customers. AllHome has always built stores closer to 
residential areas rather than commercial areas. This 
proved beneficial during the quarantine period as 
people had the convenience and safety by shopping 
closer to home, minimizing travel. With having an 
Everyday QuickFix as their neighbor, daily needs for 
household projects were obtained in a fast and safe 
manner. And with AllDay Mart beside the AllHome 
QuickFix, people can also get necessary items for 
cravings, cooking, and cleaning needs.

The other benefit is that our AllHome stores offer 
productive employment for people in the area. 
As part of a conglomerate with high repute in the 
country, AllHome employees have an opportunity to 
build a lifelong career that can support the growth of 
their families and help them reach their professional 
goals.

At the same time, AllHome has always taken seriously 
its role as a responsible member of the community 

and promotes volunteerism through its corporate 
social responsibility (CSR) activities through its 
program called AllHome Builds.  

AllHome Builds is a program that promotes a 
sustainable lifestyle to all its stakeholders, and 
financial resources are allocated through discounts 
and promotions on products that enable modern 
green living every day. A good example is our 
AllHome Makeover Contest, launched in partnership 
with the Home Buddies Facebook group and ViCon. 
It was an online raffle giving two lucky customers 
a chance to win a home makeover worth Php 
200,000.00. All products and services provided were 
from the offerings by AllHome.

Meanwhile, employees have been encouraged to 
volunteer in company-sponsored or supported CSR 
activities such as clean-up drives to protect the 
critical habitat in nearby communities. Though these 
types of activities were postponed in 2021 due to 
the pandemic, they will be part of the calendar of 
activities again once restrictions on group activities 
are lifted.

As part of the Villar Group, the Company also 
participates in the different programs and activities of 
the Villar Social Institute for Poverty Alleviation and 
Governance (SIPAG)Foundation.
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In 2021, AllHome participated in the following initiatives: 

• Villar SIPAG Foundation’s LIKHA Project 
A livelihood program that promoted the development of the local 
handicraft industry, boosting local community livelihood in localities all 
over the country where its 57 stores are present. The pilot project was 
launched in North Molino (NOMO) store which featured products 
created from dried water hyacinth (local water lily). These ranged from 
baskets to plant holders and storage bins, produced by cottage industry 
workers from Las Piñas City. 

• Typhoon Odette Build a Home Program 
AllHome partnered with former DPWH Secretary Mark Villar to aid Typhoon 
Odette-stricken communities and dispatched lumber, woodboards, and steel 
roofing materials to the areas of Southern Leyte, Bohol and Cebu for around 
30-40 families who needed temporary shelters. 

• Donation of Floor Tiles 
AllHome donated 2,200 unit of tiles to the 5th Special Forces Battalion 
(Airborne) for installation in their barracks, to support their requirement 
for decent living quar ters while stationed away from their families. The 
amount of the donation was determined based on the floor area of the 
intended use. 

• Las Piñas City Science High School 
Computer Laboratory Renovation 
In collaboration with Deputy Speaker and Las Piñas Rep. Camille Villar, 
AllHome par tnered with valued suppliers such as Philippine Insulation 
Co. Inc., ProWood, Delta Wood Products Corp., Polylite Industrial Corp., 
Uratex, Midea, Haier, and TCL to upgrade the school’s ICT rooms used 
by almost 1,000 students and 76 teachers. AllHome facilitated the 
interior renovations, repairs, and styling of the school’s computer labs. The 
Company also donated laptops, projectors, DSLR cameras, office chairs 
and air conditioning units. The upgraded ICT rooms were turned over last 
September 6, 2021. 

• VHealthy Program 
The Villar Group launched its vaccination program called VHealthy, covering 
educational campaigns on COVID-19 safety protocols and the importance 
of getting vaccinated against the virus. In 2021, all AllHome employees 
were vaccinated. 

• AllHome Vaccine Donation 
The Villar Group, through AllHome, joined government and other private 
companies in signing a deal to procure COVID-19 vaccines, purchasing a 
total of 80,000 doses, 40,000 of which were donated to Las Piñas via the 
Department of Health.  

• National Aspin Day 2021 
Together with valued suppliers, the Company donated PhP50,000 in 
support of the online Facebook event organized by the Philippine Animal 
Welfare Society (PAWS) for the first ever celebration of National Aspin 
Day. This event, hosted by celebrity Gelli Victor, was also graced with the 
presence of popular personalities such as Tom Rodriguez, Carla Abellana, 
Audie Gemora, Joey Reyes, and Heart Evangelista who shared their stories 
of their adopted “aspins” or “asong Pinoy” (Philippine dogs). 
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GOVERNANCE

2-9 OUR BOARD OF DIRECTORS  
Our Board of Directors is primarily responsible 
for the governance of AllHome as it sets the 
Company’s policies and objectives as well as 
provides an independent check on management 
which implements the policies and the 
sustainability strategies agreed upon. 

The Board is composed of seven members 
who were elected by the stockholders. They 
hold office for one year and until successors 
are elected. The Board’s collective working 
knowledge, experience, and expertise are 
relevant to our industry. With an appropriate 
mix of competence and expertise, the members 
are qualified for their positions individually and 
collectively, able to fulfill the Board’s roles and 
responsibilities and respond to the needs of 
the organization based on the evolving business 
environment and strategic direction. 

The Board has independent directors that 
constitutes 28.57% or 2 out of 7 members, and 

a combination of executive and non-executive 
directors such that no director or small group 
of directors dominate the decision-making 
process. The non-executive directors possess 
such qualifications and stature enable them to 
effectively participate in the deliberations of 
the Board. This policy on board diversity helps 
to avoid groupthink and to ensure that optimal 
decision-making is achieved. 

Our Board members hold directorships in other 
stock and non-stock corporations, but in such 
number that they can still diligently and efficiently 
perform duties and responsibilities in the 
AllHome Board. They can also serve as full-time 
executives in other corporations as long as the 
diligent and efficient performance of their duties 
and responsibilities to the boards they serve are 
never compromised. 
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Manuel B. Villar Jr.
Chairman

Benjamarie Therese N. Serrano
Director, President and CEO

Camille A. Villar
Vice Chairman

Frances Rosalie T. Coloma
Director,  Treasurer

Manuel  Paolo A. Villar 
Director

Laura Suarez A.  Acuzar 
Independent Director

Jessie D. Cabaluna 
Independent Director

Male Female

70%
female

Independent Non-independent

70%
Non-independent

Executive Non-executive

70%
Non-executive

100%
Filipino
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Building a shared culture of values, the Company 
has endeavored to institutionalize the governance 
framework to help and guide our people in their 
day-to-day dealings, and to clearly articulate the 
Company’s expectations on every employee, and a 
shared understanding of each one’s responsibility and 
accountability to always act in a manner that reflects 
the values we espouse.

Among these key policies are: 

• Whistle-blowing Policy. The Company observes 
an “open-door” policy, which is a voluntary 
process that allows any employee to talk to his/
her immediate supervisor or to a higher level of 
management without fear of retaliation. 

2-23POLICIES

Corporate Governance Committee
Jessie Cabaluna Chairman
Laura Acuzar Member
Camille Villar Member

Nomination Committee
Manuel Villar Chairman
Laura Acuzar Member

Jessie Cabaluna Member
Compensation and Renumeration Committee
Manuel Paolo Villar Chairman
Jessie Cabaluna Member
Frances Rosalie Coloma Member
Board Risk Oversight Committee
Jessie Cabaluna Chairman
Laura Acuzar Member
Benjamarie Therese Serrano Member
Related Party Transaction Committee
Laura Acuzar Chairman
Jessie Cabaluna Member
Camille Villar Member
Audit Committee
Laura Acuzar Chairman
Jessie Cabaluna Member
Manuel Paolo Villar Member

• Conflict of Interest Policy. Each employee has 
a responsibility to avoid situations where a 
conflict of interest might occur and is required 
to disclose to the Company any interest or 
benefits that may conflict with the business or 
interests of the Company.    
      
 

• Insider Trading and Related Party Transactions 
Policy. The Board always commits to full 
disclosure of material information dealings. All 
material information, i.e., anything that could 
potentially affect share price, shall be publicly 
disclosed.      
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Recognizing how our stakeholders expect the 
highest level of ethics and fair dealings from our 
Company, we at AllHome take pains to maintain 
a strong culture of compliance, ensuring that all 
transactions are in accordance with the principles of 
Transparency, Materiality, and Completeness.

The best practice of auditing is therefore employed 
and institutionalized throughout the Company via 
the Audit Committee. The Committee enhances 
the oversight capabilities of the management over 
AllHome’s financial reporting, tax requirements, 
internal and external audit processes, and 
compliance with applicable laws and regulations, 
among others. These lead to consistent and fair 
representation of financial reports audited by one of 
the top audit firms in the Philippines.

Moreover, the Company also has a dedicated 
Compliance Officer to ensure the adherence of 
every employee to corporate principles and best 
practices.

2-27, 3-3  COMPLIANCE

The Code includes essential 
areas including the 
following:  

• Conflict of Interest 
• Conduct of Business and 

Fair Dealings 
• Receipt of gifts from 

third parties 
• Compliance with Laws 

and Regulations 
• Respect for Trade 

Secrets/Use of Non-
public Information 

• Use of Company Funds, 
Assets, and Information 

• Employment & Labor 
Laws & Policies 

• Disciplinary action 
• Whistle Blowing 
• Conflict Resolution 

Zero non-compliance 
with environmental 
and socioeconomic 
laws

AllHome submits the Integrated Annual Corporate 
Governance Report (IACGR) to the Securities 
and Exchange Commission (SEC) and Philippine 
Stock Exchange (PSE) annually. The 2021 I-ACGR 
was submitted on May 30, 2021 and is accessible 
in the website: https://corporate.allhome.com.
ph/corporate-governance/annual-corporate-
governance-report/

As a lessee of  Vista Mall, AllHome refers 
information on compliance with environmental 
regulations to Vista Mall. Nonetheless, the Company 
has in place its own energy-saving initiatives and 
progressive waste segregation policies to ensure 
compliance with the environmental policies and 
house rules as imposed by Vista Mall and other 
facilities where AllHome stores are located.

• Policy relating to Health, Safety and Welfare 
of Employees, including Company-sponsored 
Trainings. Every employee is expected to exercise 
good judgment to ensure the safety and welfare 
of each one, and to maintain a cooperative, 
efficient, and productive work environment for all. 
 

We at AllHome believe that our employees deserve 
to work in an environment where each one of us are 
treated with dignity and respect. We are committed 
to creating a safe and healthy workplace free of 
discrimination and as such we firmly promulgate 
our Code of Business Conduct and Ethics to be 
consistently followed by everyone – regardless of 
department, role, or rank.

The Code is shared to all new hires and reminded to 
all tenured employees at least once a year. 
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STANDARD DISCLOSURE LOCATION OMISSION

General Disclosure

GRI 2: GENERAL 
DISCLOSURES 
2021

The Organization and its Reporting Practices

2-1 Organizational details 10

2-2 Entities included in the organizations’s sustainability 
reporting 10

2-3 Reporting period, frequency and contact point

January 1 to December 31, 
2021 
Annual 
Robirose M. Abbott (Head of 
Investor Relations)

2-4 Restatements of information None

2-5 External assurance This report is not assured by a 
third-party organization.

Activities and Workers

2-6 Activities structure and composition 10, 12, 13

2-7 Employees 29

2-8 Workers who are not employee Not applicable
Monitoring includes 
regular and probation-
ary employees only

Governance

2-9 Governance structure and composition 46

2-10 Nomination and selection of the highest governance body 2021  AllHome Corp. IACGR

2-11 Chair of the highest governnance body Manuel B. Villar, Jr.

2-12 Role of the highest governance body in overseeing the 
management of impacts 46

2-13 Delegation of responsibility for managing impacts 2021  AllHome Corp. IACGR

2-14 Role of the highest governance body in sistainability 
reporting. 2021  AllHome Corp. IACGR

2-15 Conflict of interest AllHome Company Policies

2-16 Communication of critical concerns 2021  AllHome Corp. IACGR

2-17 Collective knowledge of the  highest governance body 2021  AllHome Corp. IACGR

2-18 Evaluation of the performance of the highest governance 
body 2021  AllHome Corp. IACGR

2-19 Renumeration policies 2021  AllHome Corp. IACGR

2-20 Process to determine renumeration 2021  AllHome Corp. IACGR

2-21 Annual total compensation ratio HOME Annual Report 2021

Strategy, Policies and Practices

2-22 Statement n sustaibele development strategy 4

2-23 Policies commitments 8, 9, 14, 17 48

2-24 Embedding policy commitment 2021  AllHome Corp. IACGR

2-25 Processes to remediate negative impacts 36

2-26 Compliance with laws and regulaions 36

2-27 Membership association 49

GENERAL DISCLOSURES

Statement of use AllHome Corp. has reported the information cited in this GRI content index for the period January 1, 
2021 to December 31, 2021 with reference to the GRI Standards

GRI 1 used GRI 1: Foundation 2021

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Economic Performace

GRI 3: MATERIAL TOPICS 
2021

3-3 Management of material topics 24, 27

GRI 201: Economic Per-
formance 2016

201-1 Direct economic value generated and distributed 24

201-3 Defined benefit plan obligations and other retirement 
plans HOME Annual Report 2021

Tax

GRI 3: MATERIAL TOPICS 
2021

3-3 Management of material topics 28

GRI 207: TAX 2019

207-1 Approach to tax 28

207-2 Tax governance, control and risk management HOME Annual Report 2021

207-3 Stakeholder engagement and management of concerns 
related to tax HOME Annual Report 2021

207-4 Country-by-country reporting 28

Responsible Supply Chain & Procurement Practices

GRI 3: MATERIAL TOPICS 
2021

3-3 Management of material topics 39

GRI 204: PROCUREMENT 
PRACTICES 2016

204-1 Proportion of spending on local suppliers 39

GRI 3: MATERIAL TOPICS 
2021

3-3 Management of material topicsh 39

GRI 308: SUPPLIER 
ENVIRONMENTAL AS-
SESSMNET 2016

308-1 New suppliers that were screened using environmental 
criteria 39

GRI 3: MATERIAL TOPICS 
2021

3-3 Management of material topics 39

GRI 414: SUPPLIER SO-
CIAL ASSESSMENT 2016

414-1 New suppliers that were screened using social criteria 39

Customer Satisfaction

Health and Safety

GRI 3: MATERIAL TOPICS 
2021

3-3 Management of material topics 18, 23

GRI 417: CUSTOMER 
HEALTH AND SAFETY 
2016

416-1 Assessment of the health and safety impacts of products 
and service categories 23

416-2 Incidents of non-compliance concerning the health and 
safety impacts of products and services 23

TOPIC SPECIFIC DISCLOSURE

GENERAL DISCLOSURES

GRI 2: GENERAL 
DISCLOSURES 
2021

Stakeholder Engagement

2-28 Approach to stakeholder engagement 16

2-29 Collective bargaining agreements 36

Material Topics

GRI 3: MATERIAL 
TOPICS 2021

3-1 Process to determine material topics 14

3-2 List of Material Topics 15

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Customer Satisfaction

Marketing and Promotions

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 22

GRI 417: MARKETING 
AND LABELING 2016

417-2 Incidents of non-compliance concerning product and service 
information and labelling 22

417-3 Incident of non-compliance concerning marketing communica-
tions 22

Data Protection and Cyber Security

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 38

GRI 418: CUSTOMER 
PRIVACY 2016

418-1 Substantiated complaints concerning breaches of customer 
privacy and losses of customer data 38

Employment

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 30

GRI 405: DIVERSITY 
AND EQUAL OPPOR-
TUNITY 2016

405-1 Diversity of governance bodies and employees 29

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 30

GRI 401: EMPLOY-
MENT 2016

401-1 New employee hires and employee turnover 29

Local Employment

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 30

GRI 202: MARKET 
PRESENCE 2016

201-1 Ratios of standard entry level wage by gender compared to 
local minimum wage

1:1 (in Mega Manila); 7:5 
(in Luzon and Visayas), 
3:1 (in Mindanao)

201-2 Proportion of senior managemetn hired from the local commu-
nity 100% are Filipino locals

Training and Development

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 34

GRI 404: Training anf 
Education 2016

404-1 Average hours of training per year per employee 34

404-2 Programs for upgrading employee skills and transition assis-
tance program 35

404-3 Percentage of employee receiving regular performance and 
career development reviews 35

Well-being

Benefits

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 30

GRI 401: EMPLOY-
MENT 2016

401-1 Benefits provided to full-time employees that are not provided 
to temporary or part-time employees 31

401-2 Parental Leaves 31

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Well-being

Human Rights

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 36

GRI 402: LABOR/ 
MANAGEMENT 
RELATIONS 2016

402-1 Minimum notice periods regarding operational changes 1 week

Occupational Health and Safety

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 32

GRI 403: Occu-
pational Health & 
Safety 2018

403-1 Occupational health and safety management system 32

403-2 Hazard identification, risk assessment, and incident 
investigation 32

403-3 Occupational health services 32

403-4 Worker participation, consultation, and communication on 
occupational health and safety 32

403-5 Worker training on occupational health and safety 34

403-6 Promotion of worker health 32

403-7 Prevention and mitigation of occupational health and 
safety impacts directly linked by business relationship 33

403-8 Workers covered by an occupational health and safety 
system 32

403-9 Work-related injuries 32

403-10 Work-related ill health 33

Community

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 44

GRI 203: INDIRECT 
ECONOMIC IM-
PACTS 2016

203-1 Infrastructure investments and services supported 45

203-2 Significant indirect economic impacts 25, 45

Energy 

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 40

GRI 302: ENERGY 
2016

302-1 Energy consumption within the organization 41

302-4 Reduction of energy consumption 41

GRI 305: EMIS-
SIONS 2016

305-1 Direct (Scope 1) GHG emissions 40

305-2 Energy indirect  (Scope 2) GHG emissions 40

305-5 Reduction of GHG emissions 40

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Water Use

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 42

GRU 303: WATER 
AND EFFLUENTS 
2018

303-1 Interactions with water as a shared resource 42

303-2 Management of water discharge-related impacts Not applicable Discharges are man-
aged by Vista Malls

303-5 Water Consumption 42

Waste Management

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 42

GRI 306: WASTE 
2020

306-1 Waste generation and significant waste-related impacts 42

306-2 Management of significant waste-related impacts 42

306-3 Waste generated 42

Ethical Business Practices

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 48

GRI 205: AN-
TI-CORRUPTION 
2016

205-1 Operations assessed for risked related to corruption HOME Annual Report 2021

205-2 Communication and training about anti-corruption policies 
and procedure HOME Annual Report 2021

205-3 Confirmed incidents of corruption and actions taken HOME Annual Report 2021

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX
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Multiline and Specialty

STANDARD DISCLOSURE LOCATION

Multiline and Specialty Retailers & Distributors

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

CG-MR-000.A 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 41

Data Protection and Cyber Security

Data Security
CG-MR-230.1 Description of approach to identify and addressing data security 

risks 38

CG-MR-230a.2 (1) Number of data breaches, (2) percentage involving personally 
identifiable information (P11), (3) number of customers affected 38

Employment

Labor Practices

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

CG-MR-310a.2 (1) Voluntary and (2) involuntary turnover rate fo in-store employ-
ees 29

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

Workforce DIvesity & Inclusion
CG-MR-310a.1 Percentage of gender and racial/ethnic group representation for 

(1) management and (2) all other employment discrimiation 29, 47

CG-MR-310a.2 Total amont of monetary losses as result of legal proceedings 
associated with employment discrimination Zero monetary losses

Impacts of Products and Packaging

Products Sourcing, Packaging 
& Marketing

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

CG-MR-410a.2 Discussion of processes to assess and mange risks and/or haz-
ards associated with chemicals in products 23

CG-MR-410a.3 Discussion of strategies to reduce the enviromental impact of 
packaging 43

SASB CONTENT INDEX
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2021  SUSTA INAB IL ITY  REPORT



Golden MV Holdings, Inc. shares its second stand-alone sustainability report that highlights the economic, social, and 
environmental activities as it recovers from the impacts of the pandemic.  
 
This report covers activities from January 1, 2021 to December 31, 2021. 
For inquiries, please contact Ms. Estrellita S. Tan (Chief Financial Officer, Chief Information Officer, Treasurer, & Investor 
Relations Officer) at ir@goldenhaven.com.ph

ABOUT THE REPORT
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“

PRESIDENT’S 
REPORT 2-22

With the 
increasing 
appreciation 
of Golden MV 
properties, our 
customers are 
now reaping the 
benefits of their 
investments.
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After a year of COVID-19, companies in 2021 
seek growth in all directions. And when a company, 
such as Golden MV Holdings, Inc., is born out 
of a visionary’s penchant for progress, its innate 
adaptability to change has well-positioned it to ride 
the wave as the country begins to recover from 
the pandemic.

This beyond-horizon diversification strategy 
has been apparent as early as 20Z17 when the 
Company expanded its business to serve not 
only the deathcare but the residential real estate 
market segment as well. As we embrace the “New 
Normal” way of living, people who shared our 
belief that memorial lots and residential properties 
make sound investments are now reaping the 
benefits as real estate value appreciates.

We are pleased to report that our Golden Haven 
memorial lots’ value has been appreciating an 
average of 20% annually, luring more investors from 
different portfolio types. Golden Haven Las Pinas 
alone confirmed a 2,000% increase in the value of 
its lots since its inception in 1984.

Our team from BRIA Homes Inc. also confirmed 
that supply and demand curves for housing are 
at healthy levels, with an increase in investment 
demands from cities outside of Metro Manila. 
With the growing appreciation for remote work 
or hybrid work-from-home arrangements, the 
value of a home that is strategically located to 
establishments offering essential services, a strong 
internet connection, and major transport hubs has 
risen during the pandemic and affirmed its worth 
as a real tangible asset.

We are also proud to mark significant milestones 
this year, having bagged two excellent deathcare 
industry service awards. Golden Haven received 
national awards from both the Q Asia’s Quality 
Excellence Awards and Philippine Top Choice 
Awards for Excellence & Outstanding Achievers. 
The high praise from customers and the general 
public paired with these commendations are 
testaments of our unflinching commitment to 
quality for our various products and services. 
We vow to live up to this honor by continuously 
alleviating the grief of clients while maintaining 
their safety and quality of life.

To Our Stakeholders,

None of these achievements would have been 
possible without the tireless efforts of our 
esteemed employees, service providers, and other 
stakeholders who ensured that our vision of 
success has translated well across our subsidiaries. 
The pandemic-driven rapid digital acceleration of 
our business processes took a lot of resources to 
successfully adjust to the culture change and still 
manage to satisfy the ever-changing demands of a 
market impacted by quarantines and lockdowns.

While we continue to live in a challenging era, I 
believe that Golden MV will sustain its leadership 
in the industry amid such an environment. Our 
Company will continue to view every crisis as an 
opportunity, every disruption of work an enjoyable 
challenge to widen our perceptions of how to 
bring the quality of our products and services to 
the next level. 

I invite all our esteemed stakeholders to join us as 
we continue to proper society forward and help 
the Philippines to soar.
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PERFORMANCE 
HIGHLIGHTS

Indicator 2019 2020 2021

Total number of memorial 
parks established over 30 over 30 over 30

Total area of memorial parks 
established 237 has. 237 has. 237 has.

Area of memorial lots per type 
in sqm: 213,090 295,640 874,127

Lawn lots 154,000 221,840 655,011

Garden lots 31,590 44,800 90,238

Mausoleums 27,500 29,000 28,879

Number of clients who 
purchased memorial lots for 
columbaries

50,000 60,000  55,000

GOLDEN HAVEN
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Indicator 2019 2020 2021

Total no. of controlled lots1 69,712 78,663 80,424

Total no. of homes delivered2 22,836 23,205 25,493

Total no. of active selling 
communities3 70 78 88

Average Occupancy Rate 47% 48% 55%

BRIA HOMES IF-HB-000.A, IF-HB-000.B, IF-HB-000.C

1The scope of controlled lots includes all lots owned or contractually available for ownership through option contracts or other equivalent types of contracts as of 
the last day of the reporting period. Rough Lumber or Coco Lumber.

2The scope of homes shall include single-family dwelling units whether detached, attached, or part of multi-family residential buildings.

3The scope of active selling communities includes those communities or developments open for sales with at least five homes or lots remaining to sell as of the last 
day of the reporting period.

Golden MV 2021 Sustainability Report  |  4



Golden Haven
Golden Haven Memorial Parks (GHMP) aspires to be the leader in professional Death Care development and services 
with the most beautiful and expansive of memorial parks and columbaries in the Philippines as the final resting places of 
loved ones.

BRIA Homes
Bria Homes envisions to transform every Bria community into a place where Filipinos from all walks of life are warmly 
welcomed and given a chance to live comfortably.

2-23VISION

THE COMPANY

Golden Haven
Golden Haven is dedicated to building a garden that brings healing and hopes to the surviving family and friends of the 
dearly departed through natural beauty, peace, and solitude. We also guarantee perpetual care where they are laid to 
their final rest with reverence, dignity, and respect for the departed.

BRIA Homes
Since its establishment, BRIA Homes positions itself as offering a solution to the housing problem in the country by 
offering quality and affordable house and lot packages and easy-on-the-pocket condominium units that cater to Filipino 
families who aspire to acquire their own homes. It had become the perfect choice for average Filipino workers who 
wanted to invest in a home that is both high quality and affordable.

2-23MISSION
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Cost is not a question of 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.

Synergy is one of the greatest assets of any corporation. Teams bound by a 

common goal are stronger. We encourage and inspire each other to better 

ourselves. We have each other’s back. We have the Company’s back.

We need to be trustworthy. 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 for our customers 

can believe in us.

Every day, 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.

Our future is wrapped up in our customers – along with their dreams, their hopes, 

and their lives. We work within the community and proudly serve its residents who 

are our stakeholders.  Their needs and wants drive our purpose. We must foster a 

close relationship to be attuned to their choices.

VALUES

Cost Consciousness

Teamwork

Honesty

Competitive Spirit

Closeness to Customers

2-23

Cost is not a question of 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.

Synergy is one of a corporation’s greatest assets.

The solitary genius is nice, but teams are stronger.

We have a common goal, and we need each other to get there.

We have each other’s back.

We have the company’s back.

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 customers can believe in us.

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.

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.

VALUES

Cost Consciousness

Teamwork

Honesty

Competitive Spirit

Closeness to Customers

2-23
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2-6BUSINESS MODEL
Golden MV Holdings, Inc. (HVN) is mainly engaged in the 
development and sale of memorial lots across various parts of the 
Philippines. The Company likewise develops, constructs, and operates 
columbarium facilities.

The Company’s deathcare business operates under the “Golden Haven” 
brand and has 35 developments in 32 locations across the country, 
making it one of the largest deathcare developers in the country.

With the acquisition of BRIA Homes, Inc. (“BRIA”), the Company is 
now also engaged in the construction and development of residential 
projects in various places all over the Philippines.

BRIA is principally engaged in the mass housing business with housing 
projects located in the most progressive cities and municipalities 
around the country. The primary purpose of Bria is to acquire, own, 
use, improve, develop, subdivide, sell, mortgage, engage, lease, develop, 
and hold for investment or otherwise improve, manage, or dispose 
of real estate of all kinds including buildings, houses, apartments, and 
other structures of whatever kind.

Columbary

Golden Haven offers columbarium vaults that can accommodate up 
to four regular-sized urns. The Company also offers premium vaults 
depending on the columbarium. Purchasers are given the option to buy 
columbarium vaults, along with an initiative called “Golden Shrines” 
wherein Family Estate purchasers are given complimentary designs 
made by Golden Haven’s best memorial architects. Similar to memorial 
lots, at full payment, the Company issues certificates evidencing the 
purchaser’s perpetual right to use the vault.

MAUSOLEUM

GARDEN LOT

2-6PRODUCTS AND SERVICES
Memorial Parks and Lots

The Company prides itself as a developer of ideally located, uniquely 
designed, and wellmaintained memorial parks. The Company believes 
that accessibility is and remains a key factor in the selection of 
memorial parks, and each of the Company’s parks is strategically 
located within a five-to-10-kilometer radius from its target 
communities. 

Eschewing standardized park designs, the Company’s planners design 
and develop each memorial park to have its own theme – inspired 
by Mediterranean, Italian, American or Asian architecture and design 
motifs. Regimented Park maintenance practices also ensure that each 
memorial park and columbarium developed by the Company will 
remain a comfortable and calming place to visit.

LAWN LOTS

FAMILY PATIO
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Golden Haven is one of the complete memorial 
service providers in the metro. We offer:

• Funeral Package
• Cremation Package
• Tahanan Package
• Restoration and Make-up
• Hearse and Chapel Rental
• Flower Arrangements
• Storage/Freezer Rental
• Urn Engraving
• WakeConnectChristmas. 

We also offer the following:

• Urns
• Caskets
• Accessories
• Necklace and Keepsakes
• Bracelets and Bangles Keepsakes
• Filipiniana and Barong Tagalog 

Online Services

Golden Haven is committed to the safety of both clients 
and employees and now offers online services for admin 
transactions.

Online transactions include:

• Admin Services: Transfer Rights, request 
Certificate of Ownership or Construction 
Approval.

• Schedulea Interment or Inurnment
• Schedule a Chapel Service
• Schedule a Park Visit

Golden Haven is recognized as one of the premier memorial 
parks that develop beautiful final resting places in the 
country. The company commits to its mission of providing a 
place of refuge for recollecting memories of departed loved 
ones while appreciating the lush greenery and beautifully 
themed landscapes. True also to its vision, Golden Haven 
gears up for vast expansion to have a themed memorial park 
in every hometown.

Chapels & Crematorium

Golden Haven Memorial Chapels is the beacon of premium 
death care in the Philippines. Established in 2017, in its 
flagship branch, Las Pinas, Golden Haven envisioned to cater 
to the market in the southern parts of Manila. We are the 
staple top-of-mind choice for clients from all over the metro 
for its sophistication and its complete array of services.

Golden Haven allows the purchaser of a vault to nominate 
any person as the intended user. A purchaser may likewise 
transfer the perpetual right to use such vault to any other 
party subject to compliance with the Company’s procedures 
and regulations regarding such transfers.
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AWARDS

BEST LANDSCAPE DESIGN 
MEMORIAL PARK QUALITY 

EXCELLENCE

 The award-giving body recognized Golden 
Haven Memorial Parks for meeting the 
standards of product quality excellence. 
The high praise from customers and 
the general public paired with this 
commendation is a testament to the 
company’s unflinching commitment to quality 
for its various products and services.

Golden Haven was awarded as the Best 
Landscape Design Memorial Park in the 
country from the year 2020 to 2021 
for being renowned for continuously 
creating and curating the country’s largest 
and most beautiful memorial parks.

The company was honored for being widely 
known as the first developer to introduce 
themed memorial parks in the country. 
Designed with elegant architecture and 
verdant greenery, such vast, picturesque 
settings help the living celebrate the 
lives of people they have loved and lost 
while creating new, lasting memories. 
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TOP CHOICE PREMIER
MEMORIAL PARK - NATIONAL

Philippine Top Choice Awards for Excellence 
& Outstanding Achievers also conferred 
Golden Haven as the “Top Choice Premier 
Memorial Parks – National”. The award-
giving body recognized Golden Haven as 
one of the most prominent death care 
service providers in the Philippines. 

Yet another testament to Golden 
Haven’s commitment to maintaining 
its clients’ pristine investments. The 
company is sharing this award with all 
of its stakeholders and investors. This 
is for their continued patronage of the 
Most Beautiful Parks in the Philippines. 

BRIA HOMES WIN TWO REAL ESTATE 
ASIA AWARDS FOR ‘AFFORDABLE 

HOUSING DEVELOPER’ AND ‘OPEN 
SPACE DEVELOPMENT OF THE YEAR’

 The Company was lauded for its sustained efforts 
in building superior quality, affordable houses and 
lots in eco-friendly communities. These awards 
affirm that BRIA Homes is placed in the esteemed 
company of Asia’s other “real estate champions”.

“Knowing that BRIA Homes’ unrelenting hard 
work is acknowledged by a prestigious awards-
giving body inspires us to help even more 
ordinary Filipinos acquire their own home,” 
said Red Rosales, Chief Operating Officer of 
BRIA Homes. “To date, we have expanded our 
product lines to serve the millennial market 
and the OFWs who seek investment-worthy 
projects for their hard-earned money. As we 
continue to offer BRIA’s affordable housing to 
them, we visualize them thriving in our wide-open 
green spaces, leading safe and secure lives.”

Bria Homes

Bria Homes, Inc. is the fastest growing 
mass housing developer in the Philippines 
in terms of scale and expanse, catering 
to ordinary Filipinos who dream of 
having high quality and affordable homes. 
The Company is already expanding its 
portfolio in a transition from simply being 
“murang pabahay” (“affordable housing”) to 
becoming the Filipino’s “Home of Choice”.

It is adding new horizontal and vertical 
residential concepts in higher market 
segments to cater to a wider spectrum 
of the market segments. It has 51 
projects and residential developments 
in 40 locations across the Philippines. 
The Company established its national 
footprint by continuously growing 
and making quality projects.
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SUSTAINABILITY
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Golden MV is guided by the GRI Sustainability Repot Standards and SASB Standards in the conduct of its 
materiality process with the following steps:

MATERIALITY

Issues and topics from different references such as the sector-specific 
publications from GRI and SASB standards, and industry peers were 
collated. As there were topics in 2020 that can be under common topics, the 
list was simplified with a few additional ones to ensure that the economic, 
environmental, social, and governance (EESG) aspects of the organization are 
covered.

1

2

3

Pre-identification of topics

Identification of Material 
Topics

Materiality Assessment

2.– The Company revisited the list to assess if the topics are material to the 
operations and stakeholders. A form is provided that allows the Company to 
identify topics that are material by selecting ‘Yes’ or ‘No’.

3.Topics deemed as material are processed into an online survey where the 
Company further assessed the criticality of impact of each topic using a five-
point scale (1 as low to no impact; 5 as highest impact). 
In 2021, Golden MV extended the online survey to other departments to 
capture more insights into the issues in the Company. All respondents are 
enthused about sustainability, with the majority of them explaining that 
sustainability is very important to Golden MV’s overall business success. 

Being in the death care and residential industry, Golden MV has a moral responsibility to its suppliers, 
employees, customers, communities, and other stakeholders as it continually expands and achieves prosperity.

3-1, 3-2
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Golden Haven believes that the sustainability of the 
Company is dependent on maintaining Customer 
Satisfaction. It shows importance as well to Regulatory 
and Compliance followed by Marketing and Promotion, 
Pricing, Investor Relations, and Economic Performance 
as the highest material topics in 2021. 

With its mission of guaranteeing perpetual care with 
reverence, dignity, and honor, Golden Haven delivers 
professional death care development and services by 
maintaining its beautiful memorial parks and providing 
services that are fit for those who have departed.

MATERIALITY MATRIX

Golden Haven 2021 Materiality Matrix

Impact to Business
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Golden Haven
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Bria Homes 2021 Materiality Matrix

As a key player in the real estate industry, BRIA Homes 
stand by its values to fulfill its goals:

MURA

MABILIS

MAGANDA

MAHUSAY NA SERBISYO

MALAPIT SA LAHAT

(Affordable)

(Fast Contruction)

(Pleasant Communities)

(Good Service)

(Within Close Proximity)

These values influenced what Bria Homes 
considered as the most material topics 
for them in 2021, which are as follows: 
Customer Satisfaction, Ethical Business 
Practices, Community, and Customer Privacy.

BRIA Homes maintains its profitability to 
sustain its operations and continues to 
contribute to its stakeholders. The Company 
also invests in developing the competencies 
of its employees. Proper training allows its 
employees to perform efficiently which in 
turn results in higher customer satisfaction. 
More importantly, investing in employees 
brings a positive impact to the business.

Impact to Business
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Bria Homes
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2-6STAKEHOLDER ENGAGEMENT

ENGAGEMENT FREQUENCY KEY TOPICS AND CONCERNS COMPANY’S RESPONSE

CUSTOMERS
I N T E R N A L

1. Customer satisfaction
2. Viber Community
3. Website: www.allday.com.ph
4. Social Media
5. Feedback and suggestion form

As Necessary 1. Safe Shopping
2. Customer data privacy
3. Stock availability
4. Shopping and payment 
channels
5. Convenience and accesibility

1. Digitized services:
  1.1 Personal shopper serivce
  1.2 24/7 delivery
  1.3 Same day delivery
  1.4 Contactless payment
  1.5 Self-checkout counters
  1.6 Smart shopping through allday.com.ph
2. Adherence to Data Privacy Act
3. Use multi-layer security technologies on customer data
4. Adherence to laws and regulations on health, food and 

cosmetic products
5. Implementation of safety protocols set by IATF and LGUs

EMPLOYEES
E X T E R N A L

1. Social media and email
2. Team-building sessions
3. Performance evaluations
4. Training and development 

sessions
5. Jumpstart
6. Bonding

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

1. Career longevity and retention
2. Competitive salary and benefits
3. Continuous learning and 

growth
4. Safe workplace during 

COVID-19 Pandemic

1. COVID-19 response
  1.1 Work-from-home arrangement 
  1.2 Shuttle services 
  1.3 Facilitated Rapid and RT-PCR tests
  1.4 Access to free COVID-19 vaccine
  1.5 Regular screening for COVID-19 symptoms
  1.6 Implementation of safety protocols set by IATF and LGUs
  1.7 Temporary waive of attendance
  1.8 Digitized recruitment process
2. Other health and safety protocols
  2.1 Regular cleaning and sanitation of office
  2.2 Annual physical examinations and health care plans
  2.3 Participation in earthquake and disaster response drills
  2.4 First aid kit
  2.5 Certified Philippine Red Cross basic emergency 

professional
  2.6 Adherence to OHS laws and regulations
3. Review of salary and compensation packages
4. Online training and development sessions
5. Diverse and inclusive workplace culture

REGULATORY BODIES
E X T E R N A L

1. Submission of requirements
2. Company disclosure submissions
3. Correspondences
4. Physical and virtual meetings
5. Examinations and audits

Regularly, as
scheduled
and as
necessary

1. Compliance to financial, 
environmental, employee, and 
other social regulations

2. Timeliness and completeness 
of disclosures

3. COVID-19 response

1. Timely submission of requirements for renewal or 
acquisition of permits/ licenses

2. Coordination with LGUs and national
agencies for compliance
3. Timely and complete submission of necessary disclosures
4. Response to queries
5. Strict implementation of safety protocols set
by IATF, DOLE, LGUs, and other agencies

COMMUNITIES
E X T E R N A L

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

As Necessary 1. Livelihood and job generation
2. Safety of operations
3. Health and livelihood programs
4. Accesibility to stores

1. Providing employment to local communities
2. Sourcing fresh goods from local markets
3. Locating stores in underserved communities
4. Corporate Social Responsibility Activities:
5. Implementation of environment-friendly practices

INVESTORS AND SHAREHOLDERS
E X T E R N A L

1. Annual Stockholders’ Meetings 
2. Special Stockholders’ Meetings 
3. Analysts’ Briefings
4. One-on-one meetings

1. Annual
2. As necessary
3. Quarterly
4. Per request

1. Financial sustainability
2. Ethical operations
3. Long-term plans

1. Company updates and disclosures
2. Board meetings
3. Fair presentation of financial statements certified by one of 

the top 4 audit firms
4. Company policies on sound business practices
5. ERM, Risk Management Policy and Business Continuity Plan
6. Financial risk mitigation strategies

SUPPLIERS
E X T E R N A L

1. Accreditation Process
2. Business Performance Reviews
3. Email and phone

1. As Necessary
2. Monthly and 

Annual
3. As Necessary

1. Transparency in accreditation 
and procurement proceses

2. Disrupted operations due to 
the COVID-19 pandemic

3. Supplier data privacy
4. Corruption practices

1. Products made outside the Philippines are purchased from 
distributors in the Philippines or from third parties who 
import these products into the Philippines.

2. Large network of suppliers
3. Review of supplier base and processes
4. Adherence to Data Privacy Act
5. Adherence to company policies and procedures
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2-23CONTRIBUTION TO THE UN SDGs

Both developments open doors for more local communities to have access 
to job opportunities in the fields of construction, marketing, real estate, 
deathcare services, and other peripheral businesses.

Bria’s Kakampi Program aims to provide a livelihood to economically 
disadvantaged people by offering jobs as sellers or referrers of Bria 
Homes regardless of higher educational attainment and providing instead 
comprehensive skills development training upon onboarding.

SDG 8
DECENT WORK AND ECONOMIC GROWTH

Golden Haven is the country’s first fully-integrated deathcare service 
provider.
Golden Haven strives to retain the natural topography of its property site 
during the development of its memorial parks. For this reason, the Company 
avoids or minimally cuts trees to sustain the original landscape, using plants 
that are native to the area wherever possible.

The Company believes that proximity to the home of a prospective client 
dictates such a client’s decision to purchase a death care product or avail of 
death care services. Accordingly, the Company has built, and it will continue to 
build, deathcare facilities, products, and services in various strategic locations 
across the country. 

The Company also believes that rising incomes and economic development in 
the provinces will drive demand for its products throughout the Philippines

BRIA Homes’ primary objective is to cater to the average Filipino who 
aspires to buy a quality and affordable home.
BRIA is already expanding its portfolio in a transition from simply being 
“Murang Pabahay” to becoming the Filipino’s “Home of Choice”—a moniker 
it wishes to achieve by adding new horizontal and vertical residential concepts 
in higher market segments, thereby completing the spectrum and ensuring 
that there is an apt Bria home for the everyday Filipino defining moments of 
success.

BRIA’s mass housing projects are located in the most progressive cities and 
municipalities around the country.

SDG 11
SUSTAINABLE CITIES AND COMMUNITIES
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CUSTOMER

The year has been good for Golden Haven and BRIA Homes, whose vision and ambition to serve Filipino 
families through quality yet affordable products and services have been lauded by their peers in the industries 
and communities they serve.

SATISFACTION 3-3
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The Company ensures that it is reachable in the easiest and 
most convenient ways possible anytime that its customers 
would like to share their feedback on its products and 
services.

Golden Haven has various feedback mechanisms in place 
that are readily available to customers. An example of 
this is the customer satisfaction survey in chapel services. 
The Company promises easy access and quick customer 
response via the following platforms:

• Customer Satisfaction survey forms which are given 
during memorial services

• Social media reviews 
• Customer service email 
• Website Survey Forms
• Customer Service Inquiry Forms

While the Company adheres to the safety health protocols 
mandated by the government, they have also rolled 
out initiatives for customer engagement in response 
to COVID-19 such as the “Alagang Golden” Campaign 
wherein Company parks and offices are disinfected 
regularly. Reminders on maintaining social distancing and 
regular sanitation are also observed and related advisories 
are also placed in high-traffic areas. The Company offices 
have been fitted with acrylic shields for added safety of the 
frontline team and clientele.

Golden Haven views any feedback received as an 
opportunity to improve and better serve the customers, 
as aligned with its mission to bring healing and hope to the 
living through natural beauty, peace, and solitude as well 
as guaranteeing its perpetual care far into the future with 
reverence, dignity, and honor to the departed.

The Company has experienced isolated cases in 2021 such 
as delays due to miscommunication on the scheduling. 
These were resolved immediately by the staff onsite 
concerned. Golden Haven changed the time frame wherein 
it implemented the interment process. It also increased its 
manpower to efficiently resolve the concern and any other 
future complications of the issue.

As the pandemic hampered face-to-face customer 
engagement, the Company had to adapt and strengthen 
existing digital platforms, online customer service, 
e-platforms, and the traditional over-the-phone help desk. 
Golden Haven also had to maintain a skeletal workforce 
just to ensure continuous manning in the office or resort 
to working from home set-ups to address business 
exigencies.              

Golden Haven

CHAPEL

GOOGLE REVIEWS

FB PAGE REVIEWS

4.5/5

4.51/5

4.89/5
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As the world pushes back against the pandemic, BRIA 
Homes continues to look forward, innovate, and 
deliver the best possible service to all its residents 
and prospective homeowners. This is evident in BRIA’s 
sustained commitment to offering stylishly designed 
and sleekly laid-out affordable house and lot units to all 
Filipinos who dream of buying their own homes. Along 
with this core objective, BRIA Homes will persist in 
expanding its digital capabilities to make its services even 
more accessible. 

For instance, full digitalization allows BRIA’s residents 
and prospective buyers to initiate and complete all their 
transactions while adhering to government-mandated 
health and safety protocols. BRIA residents may pay for 
amortization through the online portals of BRIA’s banking 
partners such as Maybank, BDO, Unionbank, PNB, Security 
Bank, RCBC, and Metrobank. BRIA residents may also pay 
through AllBank for OTC payments. Bills payments made 
through VISA and Mastercard are also accepted, as are 
payments made using e-wallets such as AllEasy, GCash, 
and PayMaya.

BRIA residents may also pay for amortization through the 
online portals. 

For OFWs who have invested in BRIA Homes, the page 
for international payments has been updated to help 

Bria Homes 3-3

streamline the process. From anywhere in the world, 
the international payments page can help one find the 
nearest bank to complete their transactions. Digital 
payments are likewise available through services such 
as Optimum Remit, PNB OBPS, RCBC Telemoney, and 
Metrobank International. 

Prospective residents may check out BRIA Homes’ model 
units and amenities through its online virtual tours and 
savor their tastefully designed interiors from the safety of 
their own homes. As they do so, they can visualize images 
and ideas on how they can fix and furnish their abode and 
truly make it their own. 

Prospective buyers will also be happy to know that BRIA 
regularly hosts digital open house events and live selling 
at its residential communities or housing developments to 
help them find the perfect home. One can even purchase 
a BRIA Home from online shopping sites like Shopee, 
Lazada, and eBay. 

BRIA house and lot units may be purchased through 
flexible payment options like the Pag-Ibig Housing Loan, 
and loans from partner banks. Online reservations can be 
done through BRIA’s official reservation page.
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BUILDING DIGITAL EXPERIENCES

Golden Haven
Golden Haven introduced a digital kiosk located at 
the front of its offices to provide timely and relevant 
information to visitors. The Company also added 
multiple payment channels including online payments 
through PesoPay. Online viewing of the wake process 
called “Wake Connect” had been made available 
as well for bereaved family members and friends 
who are restricted from visiting the chapels due to 
lockdowns or other travel constraints.

The Company offers online facilities for a faster 
and more convenient deathcare service for their 
customers, and at the same time, promotes safety 
during times of pandemic. These include e-services 
such as various online payment channels and platforms, 
online scheduling for interments, chapel services, online 
administrative services per customer requests, online 
reservations, and even online accreditations. Customer 
service is also provided online.

BRIA Homes
As the world pushes back against the pandemic, BRIA 
Homes continues to look forward, innovate, and 
deliver the best possible service to all its residents 
and prospective homeowners. This is evident in 
BRIA’s sustained commitment to offering stylishly 
designed and sleekly laid-out affordable house and lot 
units to all Filipinos who dream of buying their own 
homes. Along with this core objective, BRIA Homes 
will persist in expanding its digital capabilities to make 
its services even more accessible. 

For instance, full digitalization allows BRIA’s residents 
and prospective buyers to initiate and complete all 
their transactions while adhering to government-
mandated health and safety protocols. BRIA residents 
may pay for amortization through the online 
portals of BRIA’s banking partners such as Maybank, 
BDO, Unionbank, PNB, Security Bank, RCBC, and 
Metrobank. BRIA residents may also pay through 
AllBank for OTC payments. Bills payments made 
through VISA and Mastercard are also accepted, as 
are payments made using e-wallets such as AllEasy, 
GCash, and PayMaya.

BRIA residents may also pay for amortization through 
the online portals. 

For OFWs who have invested in BRIA Homes, the 
page for international payments has been updated to 
help streamline the process. From anywhere in the 
world, the international payments page can help one 
find the nearest bank to complete their transactions. 
Digital payments are likewise available through 
services such as Optimum Remit, PNB OBPS, RCBC 
Telemoney, and Metrobank International. 

Prospective residents may check out BRIA Homes’ 
model units and amenities through its online virtual 
tours and savor their tastefully designed interiors from 
the safety of their own homes. As they do so, they can 
visualize images and ideas on how they can fix and 
furnish their abode and truly make it their own. 

Prospective buyers will also be happy to know that 
BRIA regularly hosts digital open house events and 
live selling at its residential communities or housing 
developments to help them find the perfect home. 
One can even purchase a BRIA Home from online 
shopping sites like Shopee, Lazada, and eBay. 

BRIA house and lot units may be purchased 
through flexible payment options like the Pag-Ibig 
Housing Loan, and loans from partner banks. Online 
reservations can be done through BRIA’s official 
reservation page.
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Golden MV is fully committed to securing its custom-
ers’ data, evident in the zero incidents of customer 
privacy breach in 2021. The Company assures all its 
stakeholders that their confidential data are secured.

The Company’s zero encounters with data secu-
rity issues in 2021 also testify to its integrity and 
how its dedication to protecting its stakeholders’ 
information is being effectively implemented.

Behavioral advertising is one of the commonly used 
advertising techniques by various businesses today. This, 
however, presents a serious risk to customers as it collects 
information on a user’s browsing behavior to be able to 
provide targeted ads. Moreover, platforms such as online 
reservations that are operated by third-party sellers and 
delivery couriers carry customer information or profile 
data remain to be inherently at risk of any data securi-
ty issues such as breaches, leaks, and losses of data.

The challenges that the Company encountered in the 
new set-up were mostly in the work-from-home setup 
where the user’s ISP is not connected to the VPN due to 
the implementation of CGNat done by some providers. 
Another is the lack of visibility of users’ activity on their 
mobile devices in which, especially those in WFH setups, 
employees keep local copies on their own devices.

3-3,

Zero 
incidents

data breaches, including leaks, 
thefts, and loses ofdatasince 2019

Zero
substantiated complaints on 
customer privcy since 2019

Golden Haven emphasizes the shared responsibility with 
different users in protecting personal data and information.

The Company values customer data privacy and data sharing 
is being done only within what is consented by the clients. 
Golden Haven uses the customers’ personal information 
only to disseminate information and updates regarding its 
products and services as well as to respond to inquiries. The 
Company limits access to network, files, or documents only 
to specific people for the following purposes: (1) required by 
law or a court decision/process; (2) conduct billing processes 
and other business transactions; (3) updates and marketing 
purposes; and (4) research purposes. Any user needs to have 
VPN access before they can access the company’s network

Golden Haven

CUSTOMER PRIVACY, DATA 
PROTECTION AND CYBER SECURITY

Study on behavioral advertising should there be any, Golden 
Haven assures that any study that may be conducted in the 
future for such advertisements of its products and services will 
be completely anonymized for the sake of its customers’ privacy.
The Company ensures the end-to-end encryption of 
data from unauthorized access and data corruption. 
Website security certificates are updated through paid 
and top-class software. It also ensures that the systems 
are updated through regular updates and monitoring 
of the system’s efficiency in securing sensitive data.

Sharpening the skills of the employees is the first approach 
done by Golden Haven in 2021. Cybersecurity webinars 
held by different vendors as well as news on the latest 
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type of attacks and their character were cascaded to 
employees. Golden Haven, through the IT Administrators 
Group, keeps itself updated on social media and shares 
ideas about the latest type of risks and experiences.

Employees receive continuous and regular email broadcasts to 
create awareness and to be informed about cyber-attacks, how 
they infiltrate organizations, and how to protect themselves 
by recognizing, for example, the emails if from the legit sender 
or not especially, when asking for personal information 
like password reset and update of personal information. 
The Company has given sample photos of spamming and 
phishing on emails and video clips to help them identify.

To test employees’ awareness, the IT department 
conducted the Attack simulation for a span of one week 
using Social Engineering-credential harvest. An email 
pretending to be an Office365 account expired where 
employees will be asked to enter their credentials. Any 
employee that will enter their credentials will be reported 
as compromised and no one from the employees clicked 
on the link and none of the accounts was compromised.

This is proof that the IT department’s efforts in making 
employees aware of Cyber-attack area success.

Prevention at the early stage is necessary which encourages 
employees to contact the IT department right away via 
emails to report if they encountered malicious emails or 
attacks for the IT department to block domains and email 
senders. For workstations and Company assets, the antivirus 
programs and operating systems (OS) are updated to 
address the vulnerabilities. Moreover, Golden Haven does 
network hardening and group policies with protection 
that are against brute force and dictionary attacks.

Bria Homes
BRIA has established controls to protect customer data 
that are continuously strengthened in response to its strong 
commitment to its right to data privacy. BRIA actively employs 
physical and technical security measures and other procedures 
for the protection of the Company’s confidential informa-
tion against any illegal destruction, alteration, and disclosure. 
The Company also upholds confidentiality in all its proceed-
ings, especially those involving any sensitive information.

BRIA uses an intrusion detection system that monitors 
possible security breaches and alerts the organization of 
any attempt to interfere with or disturb the system. The 
Company also reviews and evaluates all software applica-
tions for their compatibility with the security features before 
being installed on company computers and devices.

The Research Department consistently monitors and 
analyzes web traffic data and ensures that cookies are 
not used in this service. No other third party can gain 
access to the generated information and only non-per-
sonal data are analyzed by the said department.

In handling personal data and information, BRIA has 
a policy that all client data can only be shared with fi-
nancing institutions for their loan applications and 
with the clients’ authorized representatives.      
  
In 2021, additional security controls were implement-
ed. Data Privacy Act clauses and captcha as verification 
are inserted in online platforms. Transactions and ex-
changes of data and information are only limited be-
tween the buyer and authorized representatives only.
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CTO’s Corner
With all the pandemic-related problems happening 
all at once, companies have resorted to converting 
to digitalization. Jerry E. Marqueses Jr., Chief 
Technology Officer (CTO) of the MB Villar Group of 
Companies shared his experiences and insights on 
how he addressed the challenges he faced as CTO 
brought about by the pandemic.

• CTOs had to quickly adapt 
One of the CTO’s challenges 
is to make the organization 
overcome innovation challenges 
from home (given the IT team’s 
task of being able to continuously 
develop programs and deliver the 
required assistance of the whole 
organization) not only with the 
operational and system disruption 
brought about by the work from 
home arrangement but most 
importantly to the continuously 
ever-changing customer expectation. 
“We have to ensure that technology 
is in place to facilitate customer 
engagement and must be able to 
shift alongside consumer behavior.”

• CTOs are expected to be 
creative.    
“We need to find technological 
solutions at the least possible cost 
and mitigate the effect of the huge 
cost of acquisition on the company’s 
cash flow by making sure that such a 
move is a surefire way of addressing 
the operational gap. We also need 
to make sure that the technology 
being used is something easy to use 
or navigate to make all users work 
efficiently and at par with that of 
working in the office setting.”

• CTOs must be able 
to influence.  
“At times when everyone is trying 
to figure out how to work in a new 
environment, learning new systems, 

and dressing concerns brought 
about by limited resources, we 
should be able to show everyone 
that there is available technology 
that can make working easier. It is 
our role to convince everyone in 
the organization of the urgency 
to transition to digitalization in 
terms of work processes, database 
migrations, and security protocols. 
The use of work-friendly platforms 
must be immediately implemented 
and investing in technology, tools, 
and training needed to allow each 
member of the organization to 
thrive in a remote working setup 
regardless of external conditions.”

• CTOs need to have a clear 
foresight of the inevitable, the 
unknown.
“As the main proponent of 
technology, we must be able to 
anticipate technological challenges in 
processes and accessibility and come 
up with a concrete crisis plan that 
will ensure the organization’s stability 
regardless of the circumstances in 
the future.”

• CTOs should be the number 
one gatekeeper.
“The biggest challenge brought 
about by the work-from-home 
arrangement is ensuring data privacy. 
Given the set-up, companies had 
to give employees access to the 
corporate network which poses 
a threat to possible cyber security 
attacks. My Team must be able to 
educate employees on how to 
secure work data and devices which 
includes guiding them on how to 
secure home Wi-Fi networks by 
using a strong password and giving a 
list of trusted sites and limiting users’ 
access on corporate platforms.

Digitization of payments, processes, and other engagements requires stronger security controls. For this reason, Golden Haven and BRIA 
Homes will continuously strengthen their data security, protection, and privacy systems in place through research and exploration. Further-
more, the companies ensure that their security systems and infrastructures are always up-to-date with the latest versions available. This is done 
through regular updates and monitoring of the system’s efficiency in securing sensitive data. Assessments and testing before launch will be 
continually practiced by the IT department to ensure security.
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Marketing practices have been affected by the pandemic. Despite 
this, Golden MV maximized its online platforms to market ser-
vices and reach a wider audience.

software called WakeConnect, wherein family members 
from all over the world can attend a virtual and live 
meaningful wake viewing ceremony.

BRIA Homes takes pride in having received zero com-
plaints from its customers regarding its marketing 
approaches. This reflects the success of the Company’s 
marketing strategies and the reputability of its products 
and services.

BRIA Homes prioritizes catering to both the local and 
international markets executed through the effective 
implementation of the following marketing activities:

• Sales booths and product exhibits
• Grand Open House activities
• Distribution of marketing materials
• Telemarketing
• Sponsorship of conventions and other events
• Corporate presentations
• Digital marketing
• Alternative marketing channels

Since the beginning of the pandemic, BRIA Homes has 
conducted its marketing activities digitally in compliance 
with the LGU Health Protocols. The Corporate Commu-
nications group of BRIA is tasked to review and approve 
marketing materials. These are then produced and 
published by the local marketing teams with the help of 
accredited third-party suppliers.

BRIA holds monthly meetings with its sales and marketing 
teams for the improvement, if necessary, of its existing 
marketing strategies and materials.

MARKETING AND PROMOTION
3-3, 417-2, 417-3

Zero
substantiated complaints on marketing 

and labeling since 2019

Golden Haven recognizes that the modern world is con-
tinuously changing and offering new and innovative ways 
to do business. Therefore, to keep pace with the times, 
the Company implemented key marketing activities that 
include lead generation in the form of presentations, sat-
uration drives, and social media marketing as well as sales 
generation activities through park-based events, seasonal 
events, and corporate partnerships.

Golden Haven takes a traditional and modern approach 
when addressing the local market. Key activities in mar-
keting their products and services involve promotional 
activities through social media, increasing visibility of 
their site, continuous development of sales networks to 
carry the products and services, lead generation in the 
form of presentations, saturation drives, sales generation 
activities through park-based events, seasonal events, and 
corporate partnerships, and continuous improvement 
of customer experience by maintaining their parks and 
continuous effort of upgrading their services.

In line with the ongoing pandemic, Golden Haven started 
most of its operations on a digital scale, such as 3D site 
tours, online reservations, and a 24/7 client helpdesk. In 
addition to this, the Company started using proprietary 
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BRIA Homes has 
nearly doubled 
its total Facebook 
followers through 
extensive digital 
marketing activities 
and promotions.

BRIA Homes has always believed in 
promoting its business on the number 
one social media platform in the country 
– Facebook. Growing its business page 
on Facebook is BRIA Homes’ way of 
increasing brand awareness, getting more 
leads, and increasing its digital sales. But 
most importantly, this real estate brand 
was able to use its Facebook page to 
educate more Filipinos here and abroad 
about real estate investing.

BRIA Homes has seen a 180% growth 
or close to a million active Facebook 
followers as compared to the previous 
year, which can be attributed to the 
increase in Overseas Filipino Workers’ 
(OFWs) and millennials’ interest in 
investing in affordable houses and lots.

Alongside the growth in user base, BRIA 
Homes has also seen an increase in the 
number of leads and engagement that 
reflected the audiences’ growing interest 
in the said social media platform. BRIA 
Homes has been effective in publishing 
useful information and engaging content 
on real estate investing, which is very 
relevant at this time.

BRIA Homes and 
Online Selling

As the real estate industry remains steadfast 
and dependable, more jobs are being opened 
for those looking to earn some extra income. 
Online accreditations, training, and seminars 
helped equip the BRIA Kakampi Sellers with 
what they need. Due to this online training, 
salespersons anywhere in the country now 
have the tools to learn and sell projects from 
Luzon, Visayas, and Mindanao. Not only did 
BRIA Homes enhance its digital capacities for 
its existing sellers, but aspiring salespersons 
can now also easily apply and be accredited 
with BRIA Homes. BRIA’s Seller’s Corner is a 
one-stop page for all corresponding inquiries. 
As sales partners, they can enjoy access to 
online training, marketing materials and so 
much more. 

Exploring the Seller’s Portal Access

Salespersons now have the advantage of 
attending training and seminars online. 
Courses are uploaded on the portal with 
various topics that can be of sure assistance 
to them. Certifications are also provided 
for takers who will finish the course. A 
guide for online reservation, booking onsite 
appointments, and viewing the unit availability 
for every project can now be done with a 
few clicks thanks to BRIA’s Seller’s Corner.

25  | Golden MV 2021 Sustainability Report



Learning Opportunities 
for Brokers and 
Salespersons

BRIA Homes started quickly adopting 
virtual reality as Real Estate continues the 
buying-and-selling properties through digital 
platforms in terms of digital marketing, 
documentation, virtual tours, meetings, and 
selling.

In connection with digital selling, BRIA 
Homes Inc. conducts digital workshops for 
brokers and salespersons with five modules 
that specifically educate the sellers on the 
effective digital marketing strategies in their 
day-to-day selling.

Virtual Annual
Sales Awards

With supreme gratitude as its catchphrase, 
BRIA Homes held its first-ever BRIA 
Homes Virtual Annual Sales Awards in 
February 2021, a digital event that ran for 
two hours through a Zoom webinar and 
streamed directly through Facebook Live. 
It proved to be a propitious time for BRIA 
Homes to honor and give thanks to the 
various entities that helped them push 
forward despite the odds.

The BRIA Homes Virtual Annual Sales 
Awards celebration was thoroughly 
entertaining from start to finish as BRIA 
recognized its:

1. Top performing brokers
2. Sales managers
3. Property consultants with 

certificates and special prizes.

However, easily the most exciting moment 
during the occasion was the picking of 
the Grand Prize winner of a BRIA Homes 
Elena House and Lot—none other than a 
sales agent from Cagayan de Oro.
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PROFIT
3-3ECONOMIC PERFORMANCE

While 2021 was not without challenges, Golden MV showed remarkable strong performance. The company earned a 42% 
spike in chapel service income, and a 60% surge in interment income in 2021 with the increased demand for its services. 

DISCLOSURE Amount (in million PhP)

Direct economic value distributed: 3,766.23

a. Operating costs 2,399.88

b. Employee wages and benefits 356.63

c. Payments to suppliers, other operating costs 1,090.27

d. Taxes given to government -80.55

i. Income tax -90.35

ii. Other taxes 9.8

Direct economic value retained: 1,538.30

233.10 150.00 131.25

2019 2020 2021

Other Revenues

PhP millions233.10 150.00 131.25

2019 2020 2021

Other Revenues

PhP millions

233.10 150.00 131.25

2019 2020 2021

Other Revenues

PhP millions

2.32

17.69

3.93

2019 2020 2021

Interest Income
PhP millions

8,880.12

5,388.38

9,226.07

2019 2020 2021

Revenue

PhP millions
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The COVID-19 pandemic had adverse effects 
on the real estate business. 

Golden MV was also affected by quarantine 
restrictions on construction activities, 
temporary closure of office premises before 
the adoption of flexible working arrangements, 
and an additional budget allotted for ensuring 
a safe and virus-free environment for 
employees and customers. All these translate 
to a 3% decrease in real estate sales.

In response to the pandemic, the Group 
implemented necessary measures to minimize 
the impact on revenues. These included 
using online advertising and other offline 
promotional activities to attract customers. 
Online payment schemes provided to 
encourage timely payment of billings. Health 
and safety protocols are in place, retrofitting 
of office premises and workspaces, work-
at-home arrangements, and periodic testing 
of employees are provided to minimize 
disruptions in the operations.

Golden MV has also invested in various digital 
formats in line with the rapid preference of 
businesses and stakeholders for digitalization. 
This investment helped continue the business 
without compromising the health and safety of 
its employees, customers, suppliers, and other 
significant stakeholders.

Both Golden Haven and Bria Homes continue 
to be aggressive in their project launches 
and other operational targets while keeping 
track of the continuously changing needs and 
preferences of the market. Techserve remains 
active in processing permits for newly acquired 
raw lands. 

Management will continue to take actions 
to continually improve the operations as 
the need arises. Based on the foregoing 
improvements, management projects that the 
Group will continue to report positive results 
of operations and will remain liquid to meet 
current obligations as they fall due.

22%
for operations

3%
for employee wages 
and benefits

69%
for suppliers

1%
for investors and 
stockholders

5%
for taxes

<1%
for community 
investments
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Measures are also put in place to prevent and eliminate 
the effects of financial risks. These measures include the 
following:

• Enter fixed-rate debts
• Transact with recognized and creditworthy 

third parties only 
• Monitor cash flow, debt maturity profile, 

and overall liquidity position.     
 

The Group maintains sufficient financial resources to 
finance its operating requirements. As a result, operating 
expenses and working capital requirements are 
sufficiently funded through cash collections.

The Group ensures that potential long-term effects of 
financial decisions are carefully deliberated and that all 
risks and opportunities are viewed through the lens of 
each Company’s economic, environmental, and social 
impacts in making such decisions.

Providing Golden Value for the People

Apart from the products and services that Golden 
MV provides nationwide, the company helps improve 
the financial stability of its stakeholders by generating 
a steady income growth and offering thousands of 
employment opportunities across the country, among 
others.

Golden MV distributed its financial resources among its 
stakeholders: 45% for its operations, 7% for salaries and 
benefits provided to employees, 21% to suppliers and 
service providers, and -2% for taxes from adjustment on 
deferred tax liability in compliance with the Corporate 
Recovery and Tax Incentives for Enterprises Act or the 
CREATE Act.

Adhering to Highest Standards in Financial 
Reporting

Golden MV abides by the principles of transparency, 
materiality, and completeness in reporting its financial 
performance. Accordingly, the Group prepares its 
financial statements using the measurement bases for 
each type of asset, liability, income, and expense specified 
by the Philippine Financial Reporting Standards (PFRS). 

Punongbayan & Araullo (P&A), who has been the 
Group’s auditor since 2015, reviews and audits the 
Company’s annual financial reports before publication. 
The Group also publishes its financial and operating 
performance through press releases and analysts’ 
briefings every quarter. Additionally, the Group maintains 

a monthly financial reporting and analysis of sales and other 
operating activities, quarterly consolidated financial statements, 
and an Annual Audited Financial Statement. All reports are 
made accessible to all stakeholders, including suppliers, and are 
also uploaded to the company website. Employees are updated 
on the Group’s performance through monthly management 
committee meetings.

Apart from the monthly review of financial statements, 
Golden MV conducts budget and forecast activities. Significant 
purchases such as raw land acquisition and loans are subject 
to the approval of the Executive Committee. All cash flows, 
from operations to investing and financing, are reflected in the 
management reports.

INVESTING IN 
FILIPINO NEEDS
The chronic housing shortage is a persistent problem in 
the Philippines’ construction sector. Industry figures pegged 
the housing backlog at four million and can reach up to 
6.5 million by the year 2030 if not immediately addressed, 
according to a study by the University of Asia and the 
Pacific. A lucrative market is spotted in the affordable 
housing segment which prompted more property firms to 
venture into this sector even before the pandemic began.

At the forefront of this movement is BRIA Homes with 
its more than 50 projects nationwide. This real estate 
developer has allocated Php 2.5 billion to boost its 
portfolio in 2021 alone, with an eye on suburban areas that 
are primed to flourish as the country moves towards post-
pandemic recovery. BRIA reported more than 6,500 brand 
new units were for turnover to new homeowners for the 
same year.

It has more house-and-lot units and midrise residential 
projects in the pipeline, attesting to the fact that 
decongesting the metro has become viable with the 
support of the government’s massive infrastructure 
program and the upgrading and expansion of mass transit 
systems.

Aside from BRIA Homes, it is also predicted that the value 
of Golden Haven’s memorial properties will also rise as 
the country’s economic recovery begins with the decline 
of COVID-19 cases. To date, Golden Haven memorial lots’ 
value has reportedly gone up to an average of 20% annually, 
luring more investors from different portfolio types such 
as the overseas Filipino workers who are a major target 
market of the Group.
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Top of mind for young 
professional investors 

Golden Haven and Vista Residences led a 
recent investment survey among 350 young 
professionals from the south of Manila. Recent 
Investment Survey Among Young Professionals.” 
Dela Salle University Students were surveyed 
as part of a finance project wherein 
respondents were asked to choose through 
a guided list of what they consider to be the 
three best investment options for their 25 to 
35 age group. The top answers were 24% for 
Golden Haven Memorial Lots, 24% for Vista 
Residences Condominium Units, and 25% for 
cryptocurrencies.

It was observed that the younger respondents 
voted for cryptocurrency, as those who are 
younger can tolerate more risk, but they 
often have less income to invest in. The older 
professionals opted for memorial lots and 
condo units, as people get older, they may have 
more money to invest, but less time to recover 
from any losses.

Asset allocation by age plays an important 
role in building a sound retirement investing 
strategy and Filipinos demonstrated this in 
practice by selecting Manila-based memorial 
parks and vertical developments as preferred 
investment vehicles, although there is still some 
hesitation when it comes to non-Metro Manila 
or non-central business district properties 
among young professionals.

The survey respondents based their decision 
based on the value appreciation of each 
category. According to surveys, condominium 
real estate investment value appreciation 
in the recent year went up to 10% to15% 
annually. Golden Haven memorial lots stay 
afloat even during the pandemic with a rising 
annual value appreciation of 20% percent. 
Cryptocurrencies, setting off as an investment 
trend for millennials, have an estimated 500% 
appreciation but are largely volatile.

BRIA Homes adapts to 
millennials’ demands

With restrictive quarantines and travel bans 
in place, millennials are putting their money 
where their smarts are—the thriving local 
property market.  

More recent studies and considerable 
anecdotal evidence suggest that millennials 
are adapting well to the exigencies of the 
times. Real estate industry experts assert that 
because—not despite—the pandemic, this 
goal-driven, ambitious young generation is liking 
what they see. Lured by the affordable housing 
options and innovative features offered by 
Philippine property developers, millennials are 
earnestly looking into purchasing their dream 
homes now rather than later.  

Responding to this positive trend, BRIA 
Homes, tagged as the ‘home of choice’ of 
millennials, continues to expand its portfolio 
of vertical and horizontal properties. With 
flexible work arrangements and online learning 
seen as a long-haul set-up, millennials will 
consider cleverly laid-out, well-designed BRIA 
condominium units as value-for-money homes 
they can invest in because of their expected 
appreciation over the years.

Young potential homeowners will likewise 
enjoy the integrated features of BRIA’s 
residential projects because these are likely 
to prove handy for the New Normal way of 
life. With BRIA’s full transitioning to the digital 
space, productivity in both remote work and 
learning platforms is ensured

The most tempting carrot: BRIA has made it 
possible for young professionals to purchase 
an ASTRA home for as low as Php 10,000 
monthly amortization through flexible payment 
schemes.
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RESPONSIBLE SUPPLY CHAIN
2-6, 3-3, 308-2, 414-2

Supply Chain in Golden Haven

In general, Golden Haven enters into fixed-priced 
standard form contracts, awarded after a bidding 
process with its contractors, with the cost of 
materials included as part of the contract price.

Payments are generally on a percentage 
of completion or milestone basis. In each 
development, contractors are managed and 
evaluated by a project manager, directly employed 
by the Company.

Project duration from launch to completion 
for a memorial park project or a columbarium 
project typically takes between one to two years, 
depending on the scale and size of the memorial 
park project or the columbarium project. 

After project completion, the Company then 
engages independent contractors to operate and 
maintain its memorial parks and columbarium 
facilities. These contractors customarily provide 
the security, janitorial, gardening, and repair and 
maintenance requirements of each development.

he Company engages several firms, based on 
a competitive selection process and for fixed 
terms or durations, and is not dependent on 
any single provider for each of these various 
services. However, because of the technical and 
highly-specialized nature of memorial services 
and cremations, the Company restricts the 
management and operation of its memorial 
service facilities and its crematorium to in-house 
personnel, rather than relying on contracted or 
third-party personnel. Each memorial service 
facility or crematorium is provided by its manager, 
accounting and administrative, and customer 
support staff as well as the technical experts 
providing the services offered.

The Company has likewise standardized its 
maintenance protocols, including periodic re-
planting, repainting, and other maintenance 
activities, to which each contractor is expected to 
conform.

Golden MV maintains healthy working relationship with suppliers.
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Supply Chain in BRIA Homes

For its housing development activities, site 
development and construction work are 
contracted out to various qualified and accredited 
independent contractors. 

For larger projects, such as site development 
work, contracts are awarded based on 
competitive bidding. For smaller-scale projects, 
such as the

construction of certain structures within a project 
or of specific housing units, the Company will 
directly hire specific contractors based on its 
previous experience with such contractors for a 
specific type of project.

The Company does not enter into long-term 
arrangements with contractors. The awarded 
contracts typically cover the provision of the 
contractor’s services for a particular project or 
particular housing unit. 

To ensure compliance with Company 
requirements and to maintain the quality of 
the developments, the Company has a team of 
project engineers who perform the following 
functions:

• Directly managing site development and 
construction activities;

• Coordinating the activities of the Company’s 
contractors and suppliers;

• Overseeing quality and cost controls; and
• Ensuring compliance with zoning and building 

codes and other regulatory requirements.

Typically, the Company enters into fixed-price 
contracts with its contractors, with the cost of 
materials included as part of the price.

Housing unit construction will typically take two 
to four months to complete depending on the 
size. Most construction materials are provided by 
the contractors themselves by the terms of their 
contracts. 

In certain cases, the Company guarantees 
payment to the Company-specified suppliers 
for purchases by contractors of construction 
materials. In these cases, the Company makes 
direct payments to such suppliers, with the 
amounts paid by the Company for construction 
materials deducted from payments to the 
contractors. 

Progress payments are made to contractors 
during the term of the contract based on the 
accomplishment of pre-determined project 
performance milestones. The Company usually 
retains 5% to 10% of each progress payment in 
the form of cash for up to three months from 
the date the contracted work is completed and 
accepted by the Company. The amounts retained 
are used to meet contingency costs, such as 
addressing claims from purchasers thereby limiting 
the financial burden on the Company

Golden MV chooses its suppliers by considering the product cost, flexibility in the demand, quality of service, and value for money. The 
supplier must always meet the requirement of the Company. Furthermore, the Company does not differentiate local suppliers from 
foreign suppliers as long as said supplier can meet the demands of the Company within the agreed lead time.             
   
Golden Haven and BRIA Homes instill the importance of monitoring the suppliers’ environmental and social impacts through the 
accreditation process. No non-compliant suppliers were reported in 2021.
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Golden Haven thoroughly considers the location of a 
potential supplier’s warehouse/store. Choosing nearby 
suppliers not only lessens its carbon footprint but also 
helps it examine whether there are disturbances within its 
vicinity that may significantly affect the surrounding natural 
environment.

Golden Haven carefully chooses its suppliers by sourcing 
and researching their background in the industry. Suppliers 
must have a good standing reputation as this can affect the 
reputation of the Company. Furthermore, it also checks the 
suppliers’ compliance with laws and regulations.

The accreditation process also helps BRIA Homes be 
assured of a supplier’s ability to meet its specifications and 

quality standards. BRIA updates its assessment of a supplier’s 
production capacity, compliance with standards and regulations, 
and legitimacy of operations, to name a few, to abide by its 
principle that cost is not a question of numbers, but value.

The Company builds and maintains a shortlist of possible suppliers 
through a combination of sources like Recommendations, 
Directories, Trade Associations, and Exhibitions. Some of the 
Company’s key factors for choosing suppliers are Price (value for 
money), Reliability, Stability (Financial Security), and Location. In 
addition, what the Company is looking for in a supplier are Quality, 
a Strong Relationship or a Partnership approach, Strong Service 
and Clear Communication. 

After having a manageable shortlist, the Company gets formal 
quotations and product samples and then compares the potential 
suppliers in terms of what matters most like product quality and 
prices. The right suppliers provide the most suitable goods or 
services at the most suitable prices and in the right time frames 
for the Company’s specific needs. To assess their environmental 
impacts, the Company organizes plant visits and interviews. 

PROCUREMENT PRACTICES 3-3, 204-1

100% 
 of the procurement budget is 

spent on local suppliers

MATERIALS

RENEWABLE 
MATERIALS USED

GOLDEN HAVEN

3-3

182,250

14,800

GRASS (in kg) 2019 2021

3,507

10,057

PLYWOOD (in board feet) 2020 2021

3,507

10,057

COCO LUMBER (in board feet) 2020 2021

PHENOLIC
BOARDS 936.00 bd. ft.12 pcs. 20212020
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NON-RENEWABLE 
MATERIALS USED

PERCENTAGE 
OF RECLAIMED 
PRODUCTS AND 

THEIR PACKAGING
MATERIALS

3,462

3,432

9,427

PAINT (in L) 2019 2020 2021

12,341

9,462

CEMENT (in bags) 2020 2021

841

422

SAND (in m3) 2020 2021

CONCRETE 2,595.24 m31,350,760 kg 20212019

94,704

133,315

REBARS (in kg) 2020 2021

358

16

WELDING RODS (in kg) 2020 2021

MARBLE 72,900 kg22,469 kg 20212019 3.10 m32020

26,196

367

GRAVEL (in m3) 2020 2021

CONCRETE VAULT 5%9% 20212019

MARBLE MAKER 10%9% 20212019
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Golden Haven is growing at an average of three to four new 
projects per fiscal year. The Company has over 30 memorial 
parks and 34 developments across the country as of 2021. 
Hence, the need for materials has increased as compared 
to the previous years. Material consumption is monitored 
through direct measurement based on specifications, plans, 
and Bill of Quantities. For estimations, the figures are based 
on the completed projects’ actual cost.

Apart from the use of renewable materials in its 
construction operations, BRIA Homes ensures that no 
material will be put to waste by partnering with third-party 
buyers and the local government units where it operates. 

RENEWABLE 
MATERIALS USED

NON-RENEWABLE 
MATERIALS USED

BRIA HOMES

Material consumption is being monitored through direct 
counting.

Golden MV recognizes the following risks in using renewable 
materials:

1. Cost - usually higher cost compared to usual 
materials and may lead to exhaustion of budget

2. Quality - durability and strength mostly inferior to 
standard materials

3. Availability - not readily available in all local hardware 
and suppliers

2,994

3,732

5,378

LUMBER/WOODS (in linear meters) 2019 2020 2021

151,386

70,510

205,901

CEMENT (in bags) 2019 2020 2021

1,070,129

270,359

11,138,878

METALS (in pieces) 2019 2020 2021

13,515

6,958

28,143

AGGREGATE (in m3) 2019 2020 2021
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The risk in using non-renewable materials is that the waste 
generated by non-renewable materials can negatively impact 
the environment even with proper disposal.

Golden Haven ensures that proper supervision of acquired 
materials is applied throughout their life cycle by employing 
appropriate measures starting from their purchase to their 
disposal. It also believes in maximizing the reusability of 
materials and the proper disposal of unusable ones to reduce 
direct disposal to landfills. Company employees are provided 
with the appropriate protective equipment and given training 
on how to properly dispose of such materials.

The Company purchases grass from suppliers, supplemented 
by an in-house nursery from where it gets most of its supply. 
The seedlings are requested from the DENR offices which 
helped reduce the cost of procuring plants from private 
sellers.

Golden Haven opts for reusable materials over disposable 
ones. Moreover, it chooses better quality and innovative 
materials for longer durability, resulting in less material 
replacement and fewer repairs.

In practice, BRIA Homes procures quality materials from 
registered hardware suppliers. The Company ensures that 
suppliers are capable of meeting its demands on time. In the 
interest of material efficiency and maximizing the use of its 
acquired supplies, BRIA sells all scrap materials from every 
project site to third-party buyers for recycling. Scraps like 
lumber were either sold to sister companies like Camella 
or transferred out to other warehouses owned by other 
subsidiaries in the Villar Group.

The Company’s initiatives to improve its material efficiency 
are through continuous studying before constructing and 
incorporating optimized material efficiency requirements into 
the plans (e.g., bar cutting list, etc). This includes reviewing the 
Bill of Materials quarterly to monitor the price and validate 
the materials used on the houses.

To avoid inventory gaps of necessary materials, BRIA ensures 
that enough stock has been ordered before beginning a new 
phase of a project to avoid delays in its completion or have 
any setbacks on the project timeline.

The Company also identifies and keeps a record of substitute 
materials that can be used in the rare event that the preferred 
supplies are not available. The majority of purchased materials 
used in housing construction are non-renewable ones.
Golden Haven sees the opportunity to cut down on 
procurement expenses and reduce the Company’s waste 
by acquiring and using materials that are durable and can be 
used for a long time.

The Company’s initiatives to improve its material efficiency 
include opting for reusable materials over disposable ones. 
Choosing better quality and innovative materials results in less 
replacement and fewer repairs.

1This material can be also referred to as Rough Lumber or Coco Lumber.

On the other hand, BRIA Homes plans to shift to renewable 
materials for most of the supplies used in the construction of 
the buildings.

As Golden Haven always emphasizes the importance of 
being efficient in its use of materials, it has been a common 
practice in all its facilities to recycle or reuse materials and 
equipment such as vaults, markers, and other interment 
materials whenever possible. This practice helps reduce waste 
generation.
Moreover, Golden Haven is researching the possibility of 
prioritizing the use of sustainable and/or renewable materials/
products and how to innovate its operations where quality 
and cost-efficient products are integrated.

One of the Company’s strategies to assess and manage the 
environmental impact of products throughout their lifecycle 
is through maximizing the reusability of materials while 
properly disposing of unusable ones, thus making sure to send 
minimal volumes of waste as possible to landfills and thereby 
lessening the damage to the environment. For instance, scrap 
papers, tarpaulins, and plastic bottles are used to turn into 
decorations used as pots for plants.

As for BRIA Homes, the organization will continuously track 
its inventory of renewable materials used in the construction 
of its houses. This data will be used as the basis for further 
improvement of its material efficiency rating. Renewable 
alternatives are also being considered to replace non-
renewable supplies while still considering the quality levels 
required by the Company’s projects.
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PEOPLE

PROFILE
Golden MV is a proud Equal O`pportunity Employer, committing to a no-discrimination position for all job seekers 
regardless of their age, gender, marital status, cultural background, or place of origin. The Company upholds diversity 
and inclusiveness in the workplace and narrowing the gap in the gender ratio is always a consideration. The Company 
uses inclusive language in job ads, sets job-related criteria for hiring new employees, and accommodates people with 
disabilities.
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2  Attrition rate = (no, of new hires – no. of turnover) / (average of total no, of employees of previous year and total no. of employees of current year)

115

50

25

6

6

4

2

1

0

0

Female

Male

Employees by Position in 2021

Rank-and-File Supervisors Middle Management Senior Management Top Management

1:1 ratio of lowest paid employee against minimum wage 202-1

GOLDEN HAVEN STATISTICS

Employees by Gender, Contract, Position, and Age Group in 2021

Employee Statistics, 2019-2021

Employee Diversity in Golden Haven, 2019-2021

ATTRITION 
RATE

2-7

405-1

119

214 209

TOTAL NUMBER
OF EMPLOYEES 

2019 2020 2021

82

151 148

NUMBER OF
FEMALE EMPLOYEES 

2019 2020 2021

37

63 61

NUMBER OF
MALE EMPLOYEES 

2019 2020 2021

-2%
2021

-16%
2020

33%
2019

68

9

80

52

Female

Male

Employees by Contract in 2021

Probationary Regular

68

9

80

52

Female

Male

Employees by Contract in 2021

Probationary Regular

68

9

80

52

Female

Male

Employees by Contract in 2021

Probationary Regular

1

1

37

14

110

46

Female

Male

Employees by Age Group in 2021

> 50 y.o. 30-50 y.o. < 30 y.o.

73.00

71.00

71.00

% of Female in the Workforce
2021 2020 2019

29.00

29.00

27.00

% of Male in the Workforce
2021 2020 2019
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BRIA HOMES STATISTICS

Employees by Gender, Contract, Position, and Age Group in 2021

Employee Statistics, 2019-2021

Employee Diversity in Golden Haven, 2019-2021

ATTRITION 
RATE

2-7

405-1

11%
2021

-3%
2020

4%
2019

33

15

297

117

Female

Male

Employees by Contract in 2021

Probationary Regular

270

109

40

14

17

5

2

3

1

1

Female

Male

Employees by Position in 2021

Rank-and-File Supervisors Middle Management Senior Management Top Management

3

1

52

21

275

110

Female

Male

Employees by Age Group in 2021

> 50 y.o. 30-50 y.o. < 30 y.o.

1,074

633

462

TOTAL NUMBER
OF EMPLOYEES 

2019 2020 2021

207

347 330

NUMBER OF
FEMALE EMPLOYEES 

2019 2020 2021

867

286

132

NUMBER OF
MALE EMPLOYEES 

2019 2020 2021

81.00

45.00

29.00

% of Male in the Workforce
2021 2020 2019

19.00

55.00

71.00

% of Female in the Workforce
2021 2020 2019
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WELL-BEING

Knowing that its employees are the key to its 
exemplary reputation in the deathcare industry, Golden 
Haven ensures that its staff members are given the 
utmost importance by offering them a competitive 
compensation program. These benefits are intended 
to intended to encourage employees to work harder 
and smarter thus, improving overall productivity and 
efficiency. More employees are attracted to stay and 
grow in the Company.

Golden Haven believes that competitive salary 
programs benefit the Company to attract and hire 
quality talents, retain motivated or engaged employees, 

Benefits

BRIA has observed more participation of females in 
2021, comprising 55% of the total new hires.

The Company conducts a “Newbie Orientation” and a 
one-week discussion between a new employee and the 
resigned/predecessor or the Team Leader as part of the 
shadowing process for full job transition.

The training of new employees is also a collaborative 
effort between different departments. The Company’s IT 
department, for instance, provides a one-week training to 
newly hired employees of the accounting department on 
the use of relevant application software.

As health risks continue to proliferate, businesses endure 
high turnover rates that also crossed over to 2021. 
Employees and workers express fear of catching the virus 
that significantly influenced their decision to separate 
from their companies.

Hiring and retaining talents were a challenge for the 
Company in 202, particularly when faced with employees 
who preferred to stop working for fear of contracting 
Covid 19. This caused an accelerated rate of vacancies 
that saw rapid to no compliance with a proper turnover. 
This has spurred Management to encourage multi-task 
training for employees so they can quickly pick up the 
slack even if they are reassigned to various roles or 
departments in the event of turnovers or retirements.
In 2021, the Group focused on the following: 

• strategies and policies for attracting new talent 
are to develop a powerful employer brand

• increase the efficiency of the recruitment process 
by investing in digital technology

• continue the effort in general for digital 
transformation 

• employee wellness also became a priority 
response during the pandemic

and can be used as leverage for employees’ overall 
job satisfaction. For benefits that can cover COVID-
19-related expenses, employees can avail the of salary 
advance or financial assistance upon request.

BRIA also offers its employees a competitive salary 
and set of benefits, including more health benefits 
than what PhilHealth offers. Its employees have been 
bestowed with health and insurance as well as leaves 
beyond the government-required service incentive 
leave and monthly day offs. Annual appraisals are used 
to assess promotions and salary increases.
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BRiA Homes

List of Benefits3 Y/N
% of female employees who 

availed in 2021
% of male employees who 

availed in 2021
2019 2020 2021 2019 2020 2021

SSS Y 8% 8% 75% 3% 100% 50%
PhilHealth Y No data 3% 49% No data 100% 36%
Pag-IBIG Y No data 3% 49% No data 100% 36%
Parental leaves Y 2% 5% 14% 0% 2% 21%
Vacation  leaves Y 100% 100% 100% 100% 100% 100%
Sick  leaves Y 100% 100% 100% 100% 100% 100%
Medical Benefits (aside from PhilHealth) Y See note4 100% 100% See note4 100% 100%
Housing assistance (aside from Pag-IBIG) N 0% 0% 0% 0% 0% 0%
Retirement fund (aside from SSS) Y 0% 0% 100% 0% 0% 100%
Further education support N 0% - 0% 0% - 0%
Company stock options N 0% 0% 0% 0% 0% 0%
Telecommuting Y N/A 100% - 100% 100%

List of Benefits5 Y/N
% of female employees who 

availed in 2021
% of male employees who 

availed in 2021
2019 2020 2021 2019 2020 2021

SSS Y 12% 12% 32% 15% 15% 25%
PhilHealth Y 6% 6% 10% 3% 3% 8%
Pag-IBIG Y 6% 6% 30% 3% 3% 20%
Parental leaves Y <1% <1% 3% <1% <1% 1%
Vacation  leaves Y 54% 52% 100% 42% 22% 100%
Sick  leaves Y 9% 28% 100% 7% 12% 100%
Medical Benefits (aside from PhilHealth) Y See note6 <5% 100% See note7 <5% 100%
Housing assistance (aside from Pag-IBIG) N - <5% 0% - <5% 0%
Retirement fund (aside from SSS) Y - 0% 0% - 0% 0%
Further education support N - 0% 0% - 0% 0%
Company stock options N - 0% 2% - 0% 0%
Telecommuting8 Y N/A 0% 100% - 100% 100%

401-2, 401-3Benefits Availed Regular by Employees, 2019, 2021

Golden HAven

3 Housing assistance, Retirement fund, Further education support, and Company stock options were reported to be provided in 2019.
4 Percentage cannot be disclosed due to data privacy.
5 In 2019 & 2020, Housing assistance, Retirement fund, Company stock options, and Telecommuting were reported to be not provided to employees.
6 Percentage cannot be disclosed due to data privacy.
7 Provided only upon approval
8 Provided to specific departments only such as Audit
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The Company has documented health and safety policy and legal 
requirements conforming to Occupational Health and Safety 
Standards. The scope of the policy coverage applies to all places of 
employment to protect every employee against the risks of injury, 
sickness, or death through safe and healthy working conditions. 
Provisions of this policy are communicated to the employees through 
email announcements, text blasts, and regular posting. It is the basis of 
the Company in implementing its preventive measures.

The safety policy institutionalizes the health and safety committee. 
It is the committee’s responsibility to ensure a safe and healthy 
environment for all workers and employees.

Golden MV ensures that all its employees are in good health and 
are made aware of the necessary basic emergency responses. The 
Company is aware of the serious threat of the ongoing health crisis 
to its workforce and business operations. Exposure to communicable 
diseases is also identified as a work-related hazard that may pose a 
risk of high-consequence injury or ill-health.

The Company recognizes that it needed to be proactive about 
mitigating the risk of employees’ exposure to said hazards through 
physical modifications in the workspace to reduce contact, changing 
work schedules to limit the number of employees physically present 
in the office, and encouraging social distancing, and strictly enforcing 
cleaning hygiene.

sAfet y 3-3, 403-1, 403-3, 403-8, IF-HB-320a.1

Disclosure 2019 2020 2021
Golden Haven

Safe Man-Hours 892,800 17,5689 1,297,296

No.of work-related 
injuries 3 0 0

No.of work-related 
fatalities 0 0 0

No.of work-related 
ill-heath See note10 0 6711

No.of safety drills Y 0[4] 20
Bria Homes

Safe Man-Hours 35,088,480 1,873,920 1,977,624
No.of work-related 
injuries 0 0 8

No.of work-related 
fatalities 0 0 0

No.of work-related 
ill-health 0 0 See note12

No.of safety drills 17 25 11

sAfet y stAtistics, 2019-2021
403-9, 403-10

9  This figure is a combination of the safe man-hours of employees and workers.
11These are recorded cases of employees who were COVID-19 patients in 2021. Some records are repeated for the same employees as there were cases when an employee 

has acquired the virus more than once. Although the source of transmission is mostly unknown, employees determine their results from tests that are facilitated by the 
company. Hence, these are tagged as transmissions from the office.

10 Recorded number of work-related ill-health is consolidated with the number of work-related injuries in 2019.
12 No drills conducted due to COVID-19 restrictions.

Communication 
and Training as a 
Tool for Safety

Employees are also informed 
and reminded of the latest 
health and safety policies, and 
procedures via the following 
channels and activities:

• Regular emails on 
health and safety 
bulletins and 
information

• Environment and 
Human Health, Safety, 
and Security (EHSS) 
group chat

• Monthly toolbox 
meetings and site 
inspections

• Annual EHSS 
orientation/refresher 
course

• Organization of health 
and safety training

• Construction 
Occupational Safety 
and Health (COSH)

• First Aid (FA) training
• Pollution Control 

Officer (PCO) training
• Disaster preparedness 

training 
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Villar Group VHealthy 
campaign  403-5, 403-7

Employees from both Golden Haven and 
BRIA Homes attended the Villar Group’s 
webinar series in 2021 under its “VHealthy 
campaign.” This health initiative aimed to 
promote Covid-19 vaccinations for the 
Villar workforce, their families, and other 
household members.

The first webinar installment, “Know if 
CoVid-19 vaccine is right for you: Handa 
ka na bang magpabakuna?”, featured 
Dr. Lulu Bravo, Professor Emeritus, 
College of Medicine at the University 
of the Philippines Manila, the founding 
president of the Philippine Foundation 
for Vaccination (PFV), and president of 
Immunization Partners in the Asia Pacific 
(IPAP); and Dr. Eric Tayag, Director IV, 
Knowledge Management and Information 
Technology Service of the Department 
of Health, and past president of PFV. The 
interactive webinar addressed the goals, 
safety, and benefits of vaccination, among 
others.

The Group’s chairman Manny Villar said, 
“All of us must contribute to reviving 
the economy, and one way of doing 
that is by making sure we can vaccinate 
our workforce as fast as possible. The 
vaccination program will help us reopen 
the economy and allow us to support 
recovery efforts so we can get through the 
challenges of this pandemic.”

Safety as a Prime Priority 
of the Business 403-6

The Company implemented policies in 
response to COVID-19 in compliance with 
RA 11058 and the IATF Guidelines (DOH & 
DOLE) and LGU resolutions. Daily screening 
forms, temperature monitoring upon entry, 
the mandatory wearing of face masks and face 
shields within the premises, weekly disinfection 
drives, as well as full PPE for all Golden Haven 
chapel associates, are strictly implemented. 
Additionally, the Company restricted travel 
and, instead, provided shuttle services and 
digitalized its transactions to keep exposure 
to a minimum. Rapid tests and RT-PCR tests 
are administered to uphold a safe work 
environment for its employees.

In BRIA, the following IATF-approved 
workplace guidelines were observed and 
monitored:

• Alternative work arrangements 
through work from home (WFH) 
wherever is feasible, and on a rotation 
basis.

• Meetings requiring physical presence 
shall be kept to a minimum number 
of participants and only within short 
durations. Masks are to be worn at 
all times during such face-to-face 
engagements.

• Video conferencing is the preferred 
option for lengthy discussions among 
workers.

• For workstations: Office tables should 
be rearranged to ensure proper 
physical distancing is observed. Barriers 
between tables are allowed for safety 
purposes.

• Regular disinfection of offices.
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Hazard Assessments 
and Incident Reporting
403-2

Golden MV practices Job Hazard Analysis 
(JHA) as part of its hazard identification and 
risk assessment processes. The JHA results 
undergo a check and balance procedure to 
ensure quality and accuracy. The analysis allows 
early identification of hazards and prevents 
occurrences of work-related injuries and 
illnesses. Employees are encouraged to submit 
observation reports through email, online 
messaging, or verbal reports in case of potential 
causes of hazards.

BRIA conducts monthly site safety inspections 
using the JHA to identify safety hazards and 
risks. A risk management plan is created based 
on the JHA results and is cascaded to all 
employees and relevant sub-contractors during 
toolbox meetings.

The Company implements an Accident 
Reporting and Investigation Procedure as 
follows:

• Verbally advise the Project Safety 
Officer, Project in Charge, and/or 
Project Manager after the occurrence 
of an accident.

• All injuries should be recorded in a 
register. 

• First aid treatment shall be 
administered by a trained First Aid 
practitioner for minor injuries.

• For major injuries, the patient or victim 
must immediately be transported to 
the nearest hospital for immediate 
medical attention. 

• A total work stoppage may be issued 
in case of an accident or dangerous 
occurrence concerning the work areas. 

• A written incident report shall be 
submitted within 24 hours from the 
time of the incident.

Investing in 
Preparedness 403-3, 403-7

Employees and workers are required 
to undergo general training on disaster 
preparedness wherein their responsibilities, 
identification of possible threats and disasters, 
and protective actions are discussed. 

They are also informed of the proper 
procedures for disaster communication, 
emergency preparedness and response, 
emergency evacuation, and accountability 
procedure, including the use of emergency 
equipment.

For disasters such as fire or earthquakes, the 
Company annually conducts drills. Employees 
and workers are trained to evacuate calmly 
and proceed to designated safe areas. 
However, these were not conducted during 
2021 due to the COVID-19 quarantine 
restrictions.

The protocols for disaster preparedness 
general training involve the following: 

• Awareness of employees’ and other 
workers’ responsibilities

• Identification of possible threats or 
disasters and their protective actions

Employees are provided with free annual 
physical examinations, regular vaccinations, 
and calisthenics program. Moreover, core 
employees are provided with health care 
insurance. In case of emergencies requiring 
basic medical treatments, first aid kits are 
available in every facility.
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Golden MV ensures that its employees continuously improve 
their skills and qualifications by providing various training 
programs. The Company believes that developing and 
enhancing the needed skills of the employees increases their 
capacity to adapt to new processes and technologies and 
thereby improve its overall operational efficiencies.

tRAininG And development 3-3, 404-2, 404-3

In 2021, Golden Haven organized webinars that maximize the 
work-from-home arrangement. Some of the training sessions 
provided are MS Excel, P&A Tax Compliance Webinar, NOAH 
Training, Payment Options, Technical Service Training, HRIS, 
and Digital Marketing webinars. These were mostly attended 
by employees performing marketing, finance, and human 
resource functions.

On the other hand, BRIA organizes training sessions in 
a manner in which employees with similar job functions 
are grouped regardless of rank. BRIA also does not 
require its employees to be bound by a contract 
before enrolling in training programs.

Golden MV sees the opportunity to compensate 
for the excellent performance of the Company’s 
employees and to recognize the professional growth of 
its employees that contributed to the overall quality of 
the Company’s workforce. 
The Company targets to launch its Learning 
Management System that will more effectively facilitate 
the training and development initiatives of the 
Company.

Golden Haven regularly evaluates the performance of 
all employees, pre-regularization and annual, through 
its performance appraisal system, complemented by 
training evaluations, to monitor their productivity and 
efficiency, and know which aspects can be improved. 
During the reporting year, all employees in all ranks are 
evaluated.

Golden Haven aims for 100% skills and performance 
improvement from the target attendees. Performance 
Appraisal is used as a tool for evaluating employee 
performance. Golden Haven provides training to peak 
performers. 

Bria acknowledges every milestone of its employees 
and uses it as a reference for the necessary training 
and monitoring of their work performance. The 
Company is also planning to offer more training, 
especially for the Continuing Professional Development 
of its employees, in the next few years.

Both Companies reward their employees’ excellent 
performance through promotion and/or salary 
adjustments.

Training Hours

1,400

4,026

39

FEMALE EMPLOYEES

2019 2020 2021

17.00

26.66

0.26

376

136

30

MALE EMPLOYEES

2019 2020 2021

10.00

21.69

0.49

GOLDEN HAVEN

72

68

80

FEMALE EMPLOYEES

2019 2020 2021

0.72

0.20 0.24

248

124 124

MALE EMPLOYEES

2019 2020 2021

4.59

0.43

0.94

BRIA HOMES
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Despite having no formal policies banning forced labor, 
child labor, and other human rights-related issues, 
Golden MV safeguards the well-being of its employees 
and ensures that all their needs are met, which is 
evident in the zero cases of legal actions and employee 
grievances filed in 2021. Furthermore, no incidents 
of discrimination, harassment, abuse, and violations of 
human rights and socio-economic laws are reported 
during the reporting period.

HumAn RiGHts

Zero employees 
covered with CBA

Golden Haven and BRIA Homes carefully select the 
members of their workforce by conducting a series of 
examinations and interviews designed to assess not 
only their skills and qualifications but their character as 
well.

It is also an unwritten policy of both Companies that 
the rights of their employees must be respected and 
strictly observed. This includes the prohibition of forced 
and child labor, harassment, bullying, and discrimination 
in the workplace. This resulted in a full compliance 
rating with socio-economic laws and regulations in 
2021. The HR department is always involved to ensure 
employee-related policies and regulations are observed.

All new-hire employees are required to undergo a 
briefing on the Company Values and Policies. Employees 
are monitored for their adherence to corporate values 
through periodic performance evaluations. Procedural 
due process is observed for any grievance case 
handled.

Enumerated below are the different channels that 
Golden Haven’s employees can use to present their 
concerns:

•An annual Values session where employee concerns 
and grievances are gathered and forwarded to the 
management for direct action.
•A suggestion box system where employees can 
write in their concerns and suggestions anonymously. 
All information and concerns discussed are kept 
confidential.
•An open-door policy that mandates the Management 
to be open to all issues and grievances that their 
employees may have
•Annual evaluations also serve as a way for employees 
to freely express their concerns

The Company also employs a 360-degree feedback 
system during the open session wherein inputs from all 
position levels are considered in making work-related 
decisions. 

In case of operational changes affecting certain 
functions/departments, the Company provides a one 
to two-week notice to the function to prepare for 
the transition and implementation of the changes in 
operations. 

The Company values the employees’ involvement in 
the realization of its goals and objectives. It organizes 
events wherein the milestones and achievements of 
the organization are presented while recognizing the 
contribution of each employee to these successes. 
Golden MV ensures that the employees are motivated, 
involved, heard, and inspired so that their participation 
in the overall objective of the Company is intrinsic to 
themselves.

2-23, 2-24, 2-25, 2-26, 2-27, 3-3 
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RESOURCES

3-3, 304-1, IF-HB-160a.4

MINDFUL DEVELOPMENT OF PROPERTIES

Since the start of its operations, no existing facility or ongoing project of both Golden Haven and BRIA Homes is in or 
near any areas of high biodiversity. Hence, both Companies have identified no significant impacts and risks about the 
topic. 

Golden MV uses a particular criterion in developing memorial parks and residential properties. As part of their 
commitment to incorporating environmental awareness into decisions, day-to-day operations, and programs, 
Golden Haven and BRIA Homes aim to organize various environment-related projects and engage in environmental 
advocacies. A management plan is also being deliberated on should one or both Companies have any negative impacts 
on biodiversity in the future.
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GOLDEN HAVEN
It is Golden Haven’s key strategy to continuously work on developing existing, undeveloped, and 
contiguous land areas of its memorial parks, which would allow it to increase its inventories to meet the 
emerging market’s demand for its products. 

Development activities include site preparation, landscaping, beautification, and other related civil works 
on the relevant areas intended to make the same suitable for further development into memorial park 
spaces. The Company checks on the suitability of the land based on property costs, land access, water, 
power supply, and other infrastructure. Simultaneously, it conducts market assessment considering 
potential market size, income levels, and the presence of established competition in the area.

The Company also considers the feasibility of obtaining required governmental licenses, permits, 
authorizations, and adding necessary improvements and infrastructure, including sewage, roads, and 
electricity against a purchase price that will maximize margins within the limits of available financing.

BRIA Homes
The evaluation process on land acquisitions focuses on four (4) major factors: 

a. the legality of the documents covering the piece of property;
b. valuation of the property; 
c. technical characteristics of the property; and 
d. other factors impacting the suitability and feasibility of future projects. 

As and when needed, the Company also engages third parties, such as surveyors and engineers, to verify 
that the land it seeks to acquire is covered by the technical description of the title.

Before the Company acquires land to develop land, the Company also conducts its valuation of the 
property based on, among other factors, other similar properties in the market and an assessment of the 
potential income derivable from any development suitable for the property.

Before directly acquiring land, the Company also conducts engineering and environmental assessments to 
determine if the land is suitable for construction. The land must be topographically amenable to housing 
development.

The Company has developed specific procedures to identify land that is suitable for its needs and 
performs market research to determine the demand for housing in the markets it wishes to enter. These 
factors include:

• the general economic condition of the broad environment of the property;
• suitable land which must be located near areas with sufficient demand or that the anticipated 

demand can justify any development;
• site’s accessibility from nearby roads and major thoroughfares;
• the availability of utility infrastructures, such as electric transmission facilities, telephone lines, and 

water systems; and
• the overall competitive landscape and the neighboring environment and amenities.

The Company also considers the feasibility of obtaining required governmental licenses, permits, 
authorizations, and adding necessary improvements and infrastructure, including sewage, roads, and 
electricity against a purchase price that will maximize margins within the limits of available financing.

IF-HB-410b.1
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No data

eneRGy & emissions 3-3

13 This is generated by the installed solar street lights in parks.
14 Bria Homes has installed solar street lights in Bria Magalang, Bria Norzagaray, and Bria Trece
15 This figure is the amount reduced due to the installed solar street lights.

eneRGy consumption witHin tHe oRGAnizAtion, 2019-2021

Golden HAven

BRiA Homes

302-1, 302-4
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13

14
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GOLDEN HAVEN

BRIA HOMES

305-1, 305-2

Both Golden Haven and BRIA Homes recognize the 
growing concerns on environmental issues, including 
sourcing the appropriate renewable energy. The Companies 
are aware that insufficient knowledge of the employees on 
the importance of conserving energy may cause them to 
balk or challenge the company’s desire to perform more 
energy-efficient day-to-day operations. Moreover, the lack 
of knowledge on the real-time performance in terms of 
renewable energy use may result in complacency without 
seeing the need for improvement and adjustments.

Vehicle, equipment for interment, and other electric-
powered equipment and appliances play a major role in 
the Group’s primary business operations. With vaccine 
roll-outs and the return to New Normal office operations, 
energy consumption has increased in 2021 resulting also 
in increased emissions during the year. It is for this reason 
that Golden Haven and BRIA Homes regularly encourage 
their employees to be mindful of their energy use. This is 
supplemented by a policy that serves to spread awareness 
of the value of energy conservation.

One of these is that air conditioning units’ (ACU) usage 
must be properly monitored. The ACUs must be well 
maintained to decrease the need for the replacement of 
refrigerants, most of which have zero ozone-depleting 
potential. Another is the use of solar street lights that 
reduce the consumption of energy from utility providers.

As a result, gas and diesel consumption decreased by 22% 
and 5% respectively as gas-powered equipment such as 
grass cutters, lawn mowers, and road blowers were used for 
maintenance purposes only; and diesel-fired equipment (e.g., 
water trucks, tractors, cremation machines, generator sets, 
and vehicles) were used continually as normal.

Travel distances are also considered in acquiring lots for 
proposed land development. This prompted Golden Haven 
to establish on-site offices instead of leasing satellite offices.

Construction activities remained restricted in 2021 and this 
also contributed to the decline in electricity consumption. 
BRIA Homes’ energy usage for the reporting year is 
largely attributable to gasoline and diesel consumption of 
company-owned vehicles for transporting documents and 
company assets to different sites. 

BRIA Homes’ Accounting Team controls the issuance and 
approval of fuel consumption. For vehicles, the gas purchase 
order issuance is based on the itinerary’s kilometer 
reading. For equipment, consumption is measured through 
budgeted costs proposed by site engineers and approved 
by the Company controller. The Company ensures energy 
efficiency in its operations through regular checkups of 
consumption based on output produced.
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Among the energy-conserving 
practices implemented are:

• Switching off non-essential 
lights, appliances, equipment, 
etc.

• Regular odometer monitoring

• Trip ticketing in which 
schedules are carefully 
planned ahead of time to 
maximize the routes of 
vehicles and prioritize tasks 
accordingly. Department 
heads and the Accounting 
Department team will assess 
the trip/destination and 
importance of the trip to see 
if the travels may be merged 
with other agendas/tasks to 
optimize the trip.

• Assigning an officer of 
the month who will be 
responsible for monitoring 
workstations and equipment 
as well as immediately 
notifying department heads 
of any employee’s non-
compliance  

• Monitoring of all equipment 
to ensure normal working 
condition

• Immediate repairing of 
damaged tanks to avoid 
leakages

• Installing solar-powered 
street lights in parks and 
residential developments

• Shifting to LED bulbs and 
solar lights in offices

Investing in Solar Energy

Golden Haven and BRIA Homes are 
gradually shifting to energy-saving 
alternatives and renewable energy sources. 
Solar lights have been installed in parks, 
recreation areas, walking paths, and 
other public places to reduce electricity 
consumption.

Golden Haven has begun utilizing energy-
saving bulbs and environmental-friendly 
systems such as solar-powered lamp posts in 
place of its energy-intensive counterparts. 

With the continued investment in solar 
energy, consumption from renewable energy 
sources has increased significantly in 2021. 
The property in Las Piñas, which runs on a 
150 kilowatts peak (kWp) installation, is one 
of the first real estate and deathcare service 
companies that utilize solar energy. Due 
to the site’s roof space and sun exposure, 
the property was installed with 365 Wp 
Canadian Polycrystalline solar panels by 
Buskowitz Energy. The installation was 
completed in March 2021.

The solar panels were set to generate 
an average of 202,800 kWh per year. 
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Maintaining a
Healthy Environment
Golden Haven and BRIA Homes are actively 
doing their share in fulfilling the goal of reducing 
the amount of air pollutants emitted by strictly 
enforcing the following:

• Thorough evaluation of refrigerant 
specifications before purchasing

• Phasing out any disinfectant spray that 
emits air pollutants

• Monitoring of dust emission and careful 
dust dispersion control within project 
sites

• Regular vehicle check-ups and 
maintenance

Golden Haven substantially reduced the 
number of trees cut down for the development 
of raw land where its facilities will be 
constructed. All roadsides are planted with 
trees and luscious softscape aimed to showcase 
the beauty of their locations. The Company 
is opting also for solar street lights to reduce 
Scope 2 emissions.

Meanwhile, BRIA Homes ensure that green 
spaces, available for the recreation and 
relaxation of its homeowners, are always 
included in the development of its properties.

The property’s annual energy generation 
is equivalent to charging 18,286,554 
smartphones and can drive a car up to 
355,801 miles. At the same time, the 
installation is equivalent to saving the 
production of CO2 emissions from 157,994 
pounds of coal burned and planting 187 
acres of forests.

The Company is also exploring other 
technologies, like the Grid-tied Solar Power 
System, to improve its energy efficiency 
ratings while operating the memorial parks, 
light posts, chapel services, and office 
buildings, among others. It targeted reducing 
fuel energy by 30% compared to the 
national average. The initial target date to be 
rated is 2022.

BRIA Homes had its subdivision street lights 
in all locations converted from ordinary 
fluorescent bulbs to solar-powered lamps. 
A monitoring system will be developed to 
record how much of its energy use comes 
from renewable sources. It has established 
a target reduction of 10% to 20% compared 
to the national average.
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3-3, 306-1, 306-2WASTE MANAGEMENT
Golden MV adheres to the Environmental Management 
Bureau’s call to observe proper waste segregation through 
the regular updating and strict implementation of its solid 
waste management plan. Golden Haven and BRIA Homes 
also ensure that appropriate measures are employed in the 
use and disposal of hazardous wastes.

As Golden Haven expands to more than 30 locations 
nationwide, the Company has recorded an increased 
volume of waste generated in 2021. BRIA Homes, on the 
other hand, accumulated 550 tons of domestic waste during 
the same year. 

17 This includes damaged tools.
18 The data covers wastes generated by Bria Trece, Bria Calamba, Bria San Pablo, and Bria Sta. Maria. Domestic wastes usually include kitchen 

waste or dry wastes. 
19 Bria Sta. Maria has a materials recovery facility (MRF) which facilitates the recycling and composting of domestic wastes generated by the 

community.
20 BRIA Homes has no monitoring system yet to track hazardous wastes in different sites.

solid wAstes GeneRAted By 
tReAtment, 2019-2021 306-3, 306-5

420.00

7,797.00

31,535

REUSABLE (in kg) 2019 2020 2021

4,348.00

RECYCLABLE (in kg) 2019 2020 2021

10,955.00

1,408.00

379,601.00

COMPOSTED (in kg) 2019 2020 2021

119,284

26,517

425,321

RESIDUALS/LANDFILLED (in kg) 2019 2020 2021

GOLDEN HAVEN

No data

795

174

ONSITE STORAGE 17 (in kg) 2019 2020 2021

No data

No data
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519.00

190.00

TOTAL WEIGHT OF HAZARDOUS WASTE GENERATED 2020 2021

238.00

121.00

BULBS  (in pcs.3) 2020 2021

281.00

69.00

BATTERIES (in pcs.) 2020 2021

GOLDEN HAVEN

0

TOTAL WEIGHT OF HAZARDOUS WASTE TRANSPORTED 2020 2021

No data

HAzARdous wAstes 
GeneRAted , 2019-2021 306-3

5.00

RECYCLED AND COMPOSTED (in tonnes) 2019 2020 2021

BRIA HOMES

No data

No data

550.00

LANDFILLED (in tonnes) 2019 2020 2021

No data

No data
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Waste Management Practices in Golden Haven

Implementation of proper waste segregation, 
adoption of the “Reduce, Reuse, Recycle” 
principle, and careful use and handling of all 
materials are observed by the organization. The 
Company collects and monitors waste-related 
data by the number of bags and haul-out trips 
every week. 

The Company is also practicing a paperless 
approach in which every transaction is 
digitalized. Moreover, employees are encouraged 
to reuse paper for non-formal documents and 
other printouts and to use reusable containers 
instead of disposable ones to prevent the 
generation of plastic waste. 

The Company recovers and collects left-behind 
trash such as cans and plastic cups that can 
still be used as pots for its nursery. Golden 
Haven discourages the use of plastic materials. 
However, if plastics must be used, then the 
Company always advises people to dispose of 
them in appropriate waste bins.

Customers are being offered the option to 
reuse interment materials for better services. 
For other used memorial caskets that are still in 
good condition, Golden Haven donates them 
to its neighboring barangays in the spirit of 

good community relations. Stock capacity is also 
constantly monitored.

Food wastes and other biodegradables are 
continually composted either on-site or in the 
Vermi Composting Facility of the Villar SIPAG 
Foundation. Bulbs and batteries are disposed of 
by DENR-accredited recyclers. 

The hazardous wastes are monitored using 
weighing scales and sealed properly in 
preparation for collection by the DENR-
accredited transporter. To minimize the 
generation of hazardous waste, employees 
make accurate measurements and only use the 
maximum allowable dosage of formaldehyde 
for the mortuary. The Company has a septic 
tank used exclusively for such hazardous wastes. 
This is properly monitored and managed with 
an accredited siphoning service being routinely 
arranged to dispose of the collected hazardous 
wastes.
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Golden Haven and BRIA Homes mainly 
uses water for construction or project 
maintenance purposes, and domestic 
purposes such as gardening, landscaping, 
kitchen use, cleaning, and hygiene.   

Water withdrawal and consumption have 
significantly increased due to the operation 
of additional parks in 2021. BRIA Binangonan 
has consumed more water compared to 
others since this project has an almost 95% 
occupancy. Moreover, at the same site, there 
is a reported leakage in one of its water lines 
that contributed to the increased volume of 
water use.

Golden Haven’s parks and offices are 
filled with plants, trees, and landscapes. 
This makes water essential in maintaining 
Park’s landscapes and lawn lots. The 
Company therefore strictly enforces a water 
conservation policy at all levels and areas of 
the organization. 

wAteR use
3-3, 303-1, 303-2 

These practices are in accordance with 
the R.A. 9003 (Ecological Solid Waste 
Management Act of 2000) and the Code on 
Sanitation of the Philippines.

While Golden MV does not see any 
significant risk related to this topic, the 
Group is slowly shifting to paperless 
approaches through the digitalization of 
almost every transaction. It also considers 
the opportunity to (1) reuse products and 
materials that are still in good condition 
to save on cost and decrease the amount 
of generated waste; (2) raise awareness of 
the importance of proper waste disposal 
throughout the organization’s supply chain; 
and (3) intensity safety measures in using 
products with hazardous content.

Waste Management 
Practices in
BRIA Homes

Proper waste segregation as well as the 
“Reduce, Reuse, Recycle” principle is 
employed in all project sites. Recycling 
is being handled by the property 
management and homeowners’ 
association. BRIA also consistently 
advises its employees to carefully use 
and handle all materials to maintain 
efficiency and maximize their utility and 
usefulness.

BRIA Homes ensures that all used 
products and materials that are still in 
good condition will not be put to waste. 
Containers, for instance, are reused as 
storage for other construction materials 
or garbage cans regardless of size and 
shape. This practice also generates 
profit as the Company sells other 
reusable materials such as used tires. 

BRIA has hired a property manager 
who helps in managing waste on-site. In 
subdivisions, buyers and homeowners 
segregate their wastes as hazardous 
and non-hazardous. Materials Recovery 
Facilities (MRFs) are being established in 
different sites to facilitate recycling and 
composting; with one MRF established 
in BRIA Sta. Maria.
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21The 2019-2021 data covers the volume of water withdrawn and consumed by Bria San Pablo, Bria Trece, Bria Sta. Maria, Bria Magalang, Bria 
Binangonan, and Bria Norzagaray.

22The figure is computed based on the derived formula from GRI 303: Water and Effluents 2018 which is the difference of the volume of water 
withdrawn and water discharge equates to the volume of water consumed. Moreover, this covers the water discharges from Bria Magalang, Bria 
Binangonan, and Bria Norzagaray. There is no monitoring system available yet for Bria San Pablo, Bria Trece, and Bria Sta. Maria.

wAteR witHdRAwAl, consumption, 
discHARGe, And Recycled, 2019-2021

Golden HAven

BRiA Homes

303-3, 303-4, 303-5
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BRIA Homes, on the other hand, value the availability of 
water as it increases the move-in confidence of buyers. In 
the offices, BRIA enforces a water consumption reduction 
policy that directs all employees to keep their water use to a 
minimum and brings awareness to the significance of water 
conservation as well.

Both companies comply with the following (1) Implementing 
Rules and Regulations (IRR) of DENR Administrative Order 
(DAO) No. 16, Series of 2002 Entitled “The DENR-EMB 
National Environmental User’s Fee of 2002”; (2) DAO No. 
2003-39 for monitoring the quality of effluents from the 
Sewage Treatment Plants (STPs); and (3) requirement for 
Pollution Control Officers (PCOs) to participate in DENR’s 
seminar on water quality monitoring. Said regulations are also 
communicated among all employees and are the sole bases 
for monitoring effluents.

The water crisis that the Philippines had been experiencing 
in the past years demonstrates the serious need for 
water conservation and how important it is to support 
conservation advocacies inspired by it. Having no means to 
record the reduction in the Group’s water consumption 
hinders it from monitoring its performance over time. 
Moreover, if not supervised and regulated properly, 
contaminated water and hazardous liquids can cause soil and 
underground contamination which may lead to various health 
risks in nearby communities.

Golden MV is actively doing its part in its day-to-day 
operations through the implementation of various water-
saving practices.

Both Golden Haven and BRIA Homes recognize that 
monitoring water consumption is important, thus they 
continue to analyze their water conservation practices 
through the billings they receive. The Company’s initiatives 
to reduce or control its water consumption include water 
conservation and water recycling. 

Employees are encouraged to be conscious and control their 
consumption of water. They are always reminded to conserve 
water by signages posted in comfort rooms and pantry areas. 
They are also advised to be cautious in handling substances, 
especially hazardous wastes, that may lead to contamination 
when not managed accordingly. The improper disposal of 
such is also strictly prohibited.

Golden Haven sees the opportunity to harness rainwater 
during the wet season to decrease the need for huge 
amounts of groundwater and water taken from third-party 
sources. The following water-efficient practices are also 
being considered for implementation in existing and future 
developments:

• Rainwater collection and distribution system
• Scheduled watering to reduce the rapid evaporation 

of water
• Use of water-saving containers for plants to require 

infrequent watering
• Recycling water used for domestic purposes

Furthermore, Golden Haven plans to improve the quality 
of the Company’s wastewater in accordance with the 
parameters set by DENR. The Company is researching how 
to recycle effluents from the STP to water landscapes and for 
other suitable purposes. This is to minimize water discharged 
to rivers near parks. Effluents are constantly monitored and 
improved via monthly preventive maintenance of the STPs. 

To prevent soil and underground contamination from 
leakages, Golden Haven designs and implements a sanitary 
system, proper waterproofing of the septic tanks, and 
management of hazardous wastes through the DENR-
accredited transporter. The Company also targets to recycle 
water by at least 20% through its conservation practices.

On the other hand, BRIA Homes will continue to monitor 
the daily consumption of water, especially those with lower 
efficiency of consumption versus the supply, and adjust 
accordingly. Moreover, to avoid leaks, water lines will be 
continually inspected and repaired immediately as needed. 
For facilities and developments ready for turnover, BRIA 
always liaises with experienced and established water main 
providers such as the Manila Water to manage water systems 
more effectively and efficiently.
Apart from the water consumption reduction policy, BRIA 
Homes regularly advises its employees to avoid the non-
essential use of water to decrease the wastage of clean water.

Other related practices that BRIA imposes are:

• Watering plants in the early morning to reduce water 
loss from evaporation

• Using spare drums for water storage on construction 
sites; to control and monitor consumption accordingly
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COMMUNITY

Golden Haven and BRIA Homes offer equal 
opportunities and programs for the environment. 
With this in mind, the Company allows a portion 
of its sales revenue to the environmental and 
social programs.

Golden Haven partnered with Villar SIPAG, the 
social responsibility arm of the Villar Group 
of Companies, to reuse and recycle its plastic 
wastes. Its biodegradables, on the other hand, 
are turned into compost, which is then used to 
maintain the verdant landscape of the memorial 
parks.

The Company, in support of various advocacies, 
encourages its employees to participate in 
volunteer programs by providing them a paid 
time off during their volunteer period.

BRIA also engages with the local communities 
on a per-area basis at least once a month to 
establish and sustain a holistic and consistent 
relationship that will better establish its social 
license to operate.
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This learning advocacy of Golden Haven is created to 
help Filipinos nationwide regardless of their educational 
attainment or lack thereof. Members are provided with 
appropriate training on a range of relevant topics such 
as digital selling, investments, and financial literacy.

KAiBiGAnG Golden HAven 
pRoGRAm 

This aims to give free education to children from 
indigenous regions in the country. Golden Haven 
believes it’s essential to start young when instilling 
know-how and values. To plant today and sow the 
success of tomorrow.

punlA nG pAnGARAp 

Golden Haven coordinated efforts across all branches 
to work as one in providing urgent aid for affected 
communities in Batangas. Donations were sent off to 
the evacuation centers in Bauan and Padre Garcia.

Relief donAtion dRive foR tAAl 
eRuption victims 

Before the development starts within any memorial 
park, Golden Haven is dedicated to planting more trees 
that surround the area to improve the quality of the 
natural environment.

tRee plAntinG 

Employees are encouraged to participate in the tree-
planting activities. Tree planting is one of the ways the 
Company shows care for the environment and actively 
engages both the employees and the community 
members. This also demonstrates the Company’s 
desire to develop its host communities while at the 
same time advocating caring for the environment and 
living in harmony with nature among its neighboring 
communities

GHGRows

As the brand that fosters sustainable living among its 
residents and homeowners, BRIA Homes launched 
in June 30, 2021 a nationwide virtual event on its 
Facebook Page called Virtual Nationwide PlanTahanan 
Day.

BRIA’s annual PlanTahanan Day initiative aims to 
promote a positive environmental impact through the 
following themes: sustainability, the relevance of wide-
open spaces, and the benefits of trees. 

viRtuAl nAtionwide 
plAntAHAnAn dAy
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Virtual Nationwide 
PlanTahanan Day: 
Sustainability

Sustainability, in the context of managing 
natural resources to ensure a healthy 
environment for future generations, is a 
recurring subject in all discussions about 
environmental awareness. PlanTahanan Day 
participants were empowered by BRIA 
to explore the virtual event and learn of 
everyday habits that reduce their ecological 
footprints such as reusing and recycling, 
supporting local economies, eliminating 
plastic wastes, planting trees, and using 
mass transit instead of driving to nearby 
destinations.

Virtual Nationwide 
PlanTahanan Day: Open 
Spaces

The event also demonstrated how the wide 
open spaces in BRIA communities spurred 
residents to pursue a healthy active lifestyle 
by walking, biking, and playing outdoors. To 
support such eco-friendly activities, BRIA 
created Sentro, the center of convergence in 
all its communities. The amenity hub houses 
the multi-function hall, family park and 
playground, and BRIA’s newest facility—the 
community center. All essential services that 
residents need are in Sentro: a health center, 
a day care center, a senior citizen center, and 
a barangay center.

According to Red Rosales, President of BRIA 
Homes, “BRIA Sentro not only fosters a 
strong community spirit but also provides a 
wholesome and serene setting for families to 
get together and bond, to savor some fresh 
air, and to lead healthier lives.”
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Virtual Nationwide 
PlanTahanan Day: 
Planting Trees

This stressed on the importance of 
planting and nurturing trees that are in 
abundance in BRIA developments.

“We want to remind Filipinos of the 
amazing benefits of trees—how they 
generate oxygen, lessen greenhouse 
gases, reduce air and water pollution, 
prevent flood damage, provide 
natural habitats for animals, and offer 
generous shade that contribute to 
the comforts of living in a safe and 
clean environment.”

-Red Rosales

Complementing all these environmentally 
friendly features is BRIA Homes’ strategic 
location. With all of its developments 
situated close to key destinations such as 
banks, groceries, schools, and hospitals, 
BRIA homeowners save on time and fuel 
consumption in getting around.

Its communities have adapted to the digital 
space as well. Reliable internet service 
allows residents to engage in remote 
work and online schooling. BRIA likewise 
enables digital transactions for local and 
international bills through its partner 
banks. Residents can also use e-wallets to 
remit their payments.
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The community pantry concept was initiated by Patricia 
Non who had put up a small bamboo cart in Barangay 
Maginhawa in Quezon City, filled with rice, canned goods, 
and vegetables for people could take items based on 
their needs and donate whatever they can. The humble 
cart sparked a greater movement further driven by social 
media during a time when help and bayanihan was needed 
the most.

This saw similar pantries popping up all over the country 
and this included Bria Homes communities which were run 
by its homeowners and real estate brokers. All BRIAnihan 
community pantries follow the original Maginhawa 
community pantry slogan “Magbigay ayon sa kakayahan, 
kumuha batay sa pangangailangan (Give whatever you 
can, take only what you need.)”.  Some of their notable 
achievements in 2021 were as follows:   

BRiAniHAn communit y pAntRies

BRIA Homes San Pablo BRIAnihan 
Community Pantry 

BRIA Homes San Pablo homeowners came 
together to create the first “BRIAnihan” 
community pantry, cleverly combining the 
community identity with the Tagalog word 
“bayanihan,” meaning to work together to 
achieve a certain goal without expecting 
rewards. The homeowners believe that the 
community pantry is a perfect reflection of 
this inherent Filipino spirit. It is a movement 
that represented Filipino unity in time of 
hunger and poverty

BRIA Homes Urdaneta BRIAnihan 
Community Pantry

Genevie Melchor, a Bria Homes Urdaneta 
employee, was inspired by the Maginhawa 
community pantry. She wanted to give 
support to civic-minded BRIA homeowners 
who were always helpful and active in 
community activities. With the help and 
support of fellow BRIA Homes employees, 
Genevie was able to raise funds to set up 
their BRIAnihan community pantry that 
includes basic food necessities like fruits, 
vegetables, coffee, biscuits, and cup noodles.  
Genevie looks forward to sustain the 
BRIAnihan community pantry, she believes 
that it is possible as long as there are people 
willing to give

Bria Homes Northridge View BRIAnihan 
Community Pantry 

Northridge View homeowners came 
together to set up their BRIAnihan 
community pantry in hopes of helping fellow 
homeowners in need during the COVID-19 
pandemic. Their community pantry stock 
included essential goods that range from rice, 
eggs, fruits and vegetables to canned goods, 
masks and even vitamins.
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The National Housing Authority (NHA) rebranded its 
housing projects to BALAI Filipino, dubbed as Building 
Adequate Livable Affordable Inclusive for Filipino 
communities since the Duterte administration. 
When the Department of Human Settlements and 
Urban Development (DHSUD) finalized agreements 
with three local government units (LGUs) in Mindanao, 
this translated to the LGUs receiving assistance for their 
BALAI-certified socialized housing programs using funds 
from the incentivized compliance of private developers 
to balanced housing.

For Kidapawan, the pact will pave the way for the 
development of relocation sites in Ilomavis and 
Indangan intended for the victims of earthquakes that 
jolted the city back in October 2019.

Meanwhile, five multi-purpose facilities located in 
various socialized relocation sites in the municipality of 
Magsaysay are in the pipeline.

For the municipality of M’Lang, the agreement will 
benefit recipients of relocation projects in Lepaga and 
New Esperanza.

BAlAi filipino pRoject

The pacts are the latest to be finalized by DHSUD 
following a spate of similar agreements signed with 
seven LGUs in Luzon areas back in December.

The groundbreaking ceremony of a BALAI Filipino 
project in Calinan, Davao City included representatives 
from Vista Land and BRIA Homes. Under the BALAI 
housing scheme, a 121,378-square-meter raw land 
will be developed and will be used to accommodate 
qualified recipients of government housing.

The intended beneficiaries of the Calinan project 
are mostly individuals residing in high-risk areas along 
communication towers and river banks as well as 
those occupying either private- or government-owned 
properties.
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Since February 16, 2020, “Centerstage” was 
set to air where young belters assembled to 
join the said musical reality show in GMA 
Network, Inc. While it was postponed due 
to the sudden surge of COVID-19, it did 
not stop the young aspiring talent from 
showing their world-class talents and taking 
a step closer to their dreams, which included 
owning a home.

In partnership with BRIA Homes Inc., the 
GMA Pinoy TV Centerstage grand prize 
winner was awarded with a brand-new 
house and lot package from BRIA Homes 
community.

The sponsorship is in keeping with BRIA 
Homes’ brand vision which includes aiming 
to alleviate homelessness and improve the 
Filipino family’s quality of life by offering a 
wide array of affordable house and lots in 
the property market and improve the quality 
of life to the next level.

pARtneRsHips 
witH t v sHows

Deputy Speaker and Las Piñas Rep. Camille Villar 
awarded a brand-new house and lot worth Php1.5 
million to lucky Las Piñas resident Otelia Soriano, a 
housewife to a tricycle driver, during the final draw of 
the “May Bahay sa Bakuna” vaccine incentive program 
in December 2021. 

Initiated by Villar, the program sought to raise 
awareness and to encourage Las Piñas residents to 
get vaccinated against Covid-19. Villar also gave away 
motorcycles, grocery products, tablets, smartphones 
and over 40 “livelihood showcases during the duration 
of the program which was launched in June 2021. 
The raffle was opened to Las Piñas residents who 
had completed or received at least the first dose of a 
COVID-19 vaccine.

Rep. Villar said no government funds were used for the 
raffle as the prizes were from her personal sources.
Villar announced the total number of persons 
who received their first dose exceeded the local 
government’s target population, thus assuring the path 
towards achieving herd immunity.

The Las Piñas raffle was reportedly one of the latest, if 
not the biggest, initiative by a local government offering 
incentives to residents who were still hesitant to be 
inoculated despite heightened information campaigns.

vAccinAtion dRive RAffle
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Back-to-school programs that call for volunteer 
support in helping in the upkeep of public schools 
through sweat equity and donations of school 
supplies and repairs of facilities. 

BRiGAdA esKwelA

Helps people augment their incomes by being 
affiliated with the Company as trained part-time 
sellers and referrers. 

BRiA KAKAmpi pRoGRAm 

Mass weddings for members of the local 
communities

KAsAlAnG BAyAn

The direct goal is to educate, demonstrate, instruct 
or deliver information that is of interest to the 
Millennial market and potential clients. The indirect 
purpose is to help increase the amount of content 
available to interested parties online.

millenniAls finAnciAl 
Guide weBinARs

These webinar sessions are accessible to the global 
audience. With these webinars, Bria is no longer 
limited to only marketing to the clients within their 
geographical reach, but also across borders and 
oceans.

ofw investment Guide 
weBinARs
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GOVERNANCE
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Manuel B. Villar Jr.
Chairman

Frances Rosalie T. Coloma
Director

Maribeth C. Tolentino
President

Rizalito J. Rosales
Director

Garth F. Castañeda
Independent Director

Ana Marie V. Pagsibigan 
Independent Director

Camille A. Villar
 Director

2 out of 7
 is an executive director

2 out of 7
 are independent directors

2-9, 2-11STRUCTURE

4 out of 7
 are female

100%
Filipino
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BoARd committees

The overall management and supervision of the Company are undertaken by its Board. The Company’s executive 
officers and management team cooperate with the Board by preparing appropriate information and documents 
concerning the Company’s business operations, financial condition, and results of operations for its review. 

Manuel B. Villar
Chairman

Rizalito A. Villar
Chairman

Anna Marie V. Pagsibigan
Chairman

Anna Marie V. Pagsibigan
Member

Garth C. Castaneda
Member

Frances Rosalie T. Coloma
Member

Maribeth C. Tolentino 
Member

Camille A. Villar
Member

Garth C. Castaneda
Member

compensAtion And RemuneRAtion committee
The Company ensures that the levels of remuneration of the Corporation should be sufficient to be able to attract 
and retain the services of qualified and competent employees.

The Compensation and Remuneration Committee reviews and makes recommendations on the remuneration 
and performance of the Company’s employees and officers. Adjustments in compensation are evaluated based on 
performance evaluation, and upon recommendation of the committee is then presented to the Board for comment 
and approval.

Audit committee
The BROC is responsible for the oversight of a company’s Enterprise Risk Management system to ensure its 
functionality and effectiveness. It should be composed of at least three members, at least two (2) of whom shall be 
independent directors including the chairman of the committee.

nominAtion committee
The Nomination Committee reviews the nominations for candidates for election to the Board of Directors and 
ensures their compliance with the requirements of the Revised Corporation Code and the Securities Regulation 
Code. Furthermore, it ensures that the guidelines on the nomination and election of independent directors set forth 
in Rule 38 of the Revised Implementing Rules and Regulations of the Securities Regulation Code are complied with
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Garth C. Castaneda
Chairman

Manuel B. Villar
Member

Anna Marie V. Pagsibigan
Member

coRpoRAte GoveRnAnce committee
The Corporate Governance Committee ensures that the Board adheres to and observes, to the best of their ability, 
best corporate governance practices, and is responsible for overseeing the good governance of the Company.

Anna Marie V. Pagsibigan
Chairman

Maribeth C. Tolentino
Member

Garth C. Castaneda
Member

BoARd RisK oveRsiGHt committee
The Board Risk Oversight Committee performs the risk oversight and risk management functions of the Board.

Garth C. Castaneda
Chairman

Frances Rosalie T. Coloma
Member

Anna Marie V. Pagsibigan
Member

RelAted pARt y tRAnsActions committee
The Related Party Transactions (RPTs) Committee is tasked with reviewing all material related party transactions of 
the company. Further, the RPTs Committee shall ensure that RPTs are conducted in a manner that will protect the 
Company and all its stakeholders from conflict of interest which may arise from such transactions, that the RPTs are 
entered into at arms-length or at terms at least comparable to those available to unrelated third parties, and that 
these transactions shall be disclosed, reviewed, and approved in accordance with this Policy and consistent with the 
principles of transparency and fairness.
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Risk Management 2-25

Risk Management is an imperative component 
of the Company’s overall business strategy and 
corporate governance. The Company adopts a risk 
philosophy intended at making the most of the 
business opportunities and reducing adverse results 
thus enhancing shareholders’ value by effectively and 
efficiently balancing risks and rewards.

Management is responsible for the preparation of 
consolidated financial statements per Philippine 
Financial Reporting Standards, and for such internal 
control as management determines is necessary 
to enable the preparation of consolidated financial 
statements that are free from material misstatement, 
whether due to fraud or error.

Regulatory 
Compliance 2-27, 3-3

Golden MV’s operations require compliance with 
various social and environmental regulations and 
secure approvals, permits, and licenses to develop 
memorial parks and residential developments. Since 
the start of their operations, both Golden Haven 
and BRIA Homes have been fully compliant with 
all environmental laws and other safety regulations 
including zoning ordinances and building codes. 

Golden MV maintains an immediate understanding 
of the objective of the policies and complies with 
the set regulations, making sure that all violations 
are prevented to avoid being subjected to regulatory 
actions with substantial penalties. The Company is 
aware that changes in regulations may also result in 
increased compliance costs or capital expenditures 
which can impact profitability and growth.

Golden Haven and BRIA Homes diligently observe 
environmental laws and regulations by timely 
obtaining an Environmental Compliance Certificate 
(ECC) and other necessary environmental permits 
and licenses from the Housing and Land Use 
Regulatory Board (HLURB), the Laguna Lake 
Development Authority (LLDA), Department 
of Agrarian Reform (DAR), and Department of 
Environment and Natural Resources (DENR).

The Company confirms that it has also secured 
all other material licenses, permits, consents, and 
registrations from the relevant regulatory authorities 
to enable it to continue business operations within 
the country.

Anti-corruption 3-3, 205-2, 205-3

100% 
of the employees and 

business partners have 
been communicated on 

anti-corruption policies and 
procedures
since 2019

100% 
employees and directors 

have received anti-corruption 
training since 2019

0 
incidents of corruption in 2021

Golden MV recognizes the importance of measures against 
corruption. The Group guarantees that integrity and honesty 
are always upheld and applied in the workplace and any 
transaction. It ensures all stakeholders were informed and 
trained on anti-corruption policies and procedures during 
the reporting year 2021. Golden Haven and BRIA Homes 
strongly uphold anti-corruption policies in their operations 
which were attributed to zero corruption incidents in 2021.

The significance of disclosure has always been emphasized 
to employees since their first working day. The Company 
believes that cases of corruption should never be tolerated 
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The Management ensures that all transactions are 
monitored and undergo due process to mitigate 
opportunities for corruption in the Group’s operations. 

Golden Haven has a policy that state any items that are 
received as gifts from external party/ies are disclosed to 
the Human Resources Department. The Company also 
conducts regular audits of processes and inventories to 
check for any irregularities.

BRIA Homes also ensures that proper measures are 
in place to warrant the quality of materials acquired 
and thereby uphold Company values. Timely audit 
controls are available to eliminate possible employee 
and stakeholder corruption. Apart from maintaining 
open communication with its employees and partners, 
managers see to it that all transactions are transparent 
and above board. Regular audits through site visits 
and audits of transactions are also performed by the 
Company.

The Group sees the following opportunities to uphold 
integrity in its operations:

• strengthen the imposition of the Company’s 
anti-corruption policies and incorporate them 
into its review of employees’ performance in the 
workplace

• consistent conduct of anti-corruption-related 
training to its employees whether they be 
conducted in-house or externally

• continuously develop the Group’s existing 
business processes and communication practices 
when corruption issues arise

Apart from keeping all communication channels open in 
all its locations of operations, Golden Haven and BRIA 
Homes limit any unnecessary access to cash and other 
equivalents to avoid cases of embezzlement among their 
employees, directors, management, and business partners.

In addition, any misconduct or failure to exercise good 
judgments will be subjected to corrective actions based 
on due process. The same policies apply to members of 
the Management team.

Any form of bribery from external stakeholders such 
as business partners, contractors, or suppliers will be 
subjected to the removal of their accreditation and 
ceased from any further transactions with the Company.

For the employees to better understand the potential 
impacts and risks that corruption brings to the Company, 
BRIA plans to organize classroom training on anti-
corruption for employees who are in direct contact with 
suppliers and contractors and who are working in the 
back office as well. Additionally, quarterly orientation 
and regular memos sent through emails will continue 
to serve as reminders for employees on the Company’s 
policies.

as they could lead not only to a lack of trust between 
the Company and its employees but to serious 
conflicts in the future as well. Hence, if an employee 
is suspected to be involved in any corruption-related 
activities, both Golden Haven and BRIA Homes 
guarantee that they will investigate the matter 
earnestly. If the said employee is found guilty, the 
Company will decide on corrective actions based on 
due process.

The Board sets the tone and makes a stand against 
corrupt practices by adopting anti-corruption policies 
of the Company, including the Whistleblowing and 
Anti-Bribery Policy. These policies were crafted in 
compliance with the principles and best practices 
set out by the Company’s Manual on Corporate 
Governance. These policies are posted on the 
Company’s website as well for the information of 
all stakeholders. The Anti-Corruption Policies of the 
Company are issued to all staff members, directors, and 
members of the management and strictly apply to all.

It ensured that an anti-corruption policy is embedded 
in its Code of Business Conduct and Ethics and that it 
is promulgated and disseminated in training sessions. 
Anti-corruption-related policies are communicated to 
its employees during job orientations and exhaustively 
discussed during every annual corporate values session 
of the Company. Procedural due process is observed 
for any grievance case handled. 

The Company assures that its employees can freely 
communicate their concerns by practicing non-
retaliation as a policy.

Golden Haven requires all employees to attend a 
staff orientation and corporate values session during 
its annual team building. This serves as an avenue to 
discuss and raise awareness on the importance of the 
values that it upholds and how they can be applied to 
each respective job function. In 2021, corporate values 
discussions, socials, and other employee engagement 
activities were virtually delivered via Zoom.

The Board and Management also participate in the 
Annual Corporate Governance Seminar that reinforces 
their knowledge of the different sound governance 
practices and continuance of building an ethical culture 
in Golden and BRIA Homes.
Business partners are informed of the policies and 
procedures during accreditation and credibility review.

The risk of corruption is always present, especially 
in any transactions done inside and outside the 
organization. For this reason, the Company constantly 
stresses to its employees the value of refraining from 
any dishonest activity that may compromise the 
operations of the Company and lead to conflicts of 
interest. 
 
For BRIA Homes, the supplier selection process is 
identified to be at greater risk of corruption than 
most other dealings. Moreover, the insufficient and 
ineffective sanctions imposed on offenders may lead 
to recurrences and distrust within the organization as 
well as compromise the image of the Company.
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STANDARD DISCLOSURE LOCATION OMISSION

General Disclosure

GRI 2: GENERAL 
DISCLOSURES 
2021

The Organization and its Reporting Practices

2-1 Organizational details 7

2-2 Entities included in the organizations’s sustainability reporting Golden Haven and Bria Homes

2-3 Reporting period, frequency and contact point

January 1 to December 31, 2021
Annual
Ms. Estrellita S. Tan 
Chief Financial Officer, Chief 
Information Officer, Treasurer, & 
Investor Relations Officer 
ir@goldenhaven.com.ph

2-4 Restatements of information None

2-5 External assurance This report is not assured by a 
third-party organization.

Activities and Workers

2-6 Activities structure and composition 7-8

2-7 Employees 38-40

2-8 Workers who are not employee Not applicable
Monitoring includes 
regular and probationary 
employees only

Governance

2-9 Governance structure and composition 68

2-10 Nomination and selection of the highest governance body 2021 Golden MV IACGR *

2-11 Chair of the highest governnance body 68

2-12 Role of the highest governance body in overseeing the man-
agement of impacts 2021 Golden MV IACGR *

2-13 Delegation of responsibility for managing impacts 2021 Golden MV IACGR *

2-14 Role of the highest governance body in sistainability reporting. 2021 Golden MV IACGR *

2-15 Conflict of interest Golden MV Code of Business 
Conduct and Ethics **

2-16 Communication of critical concerns 2021 Golden MV IACGR *

2-17 Collective knowledge of the  highest governance body 2021 Golden MV IACGR *

2-18 Evaluation of the performance of the highest governance body 2021 Golden MV IACGR *

2-19 Renumeration policies 2021 Golden MV IACGR *

2-20 Process to determine renumeration 2021 Golden MV IACGR *

2-21 Annual total compensation ratio GMV Annual Report 2021 ***

Strategy, Policies and Practices

2-22 Statement n sustaibele development strategy 1-2

2-23 Policies commitments 5, 6, 16, 46

2-24 Embedding policy commitment 2021 Golden MV IACGR *

2-25 Processes to remediate negative impacts 46, 71

2-26 Compliance with laws and regulaions 46

2-27 Membership association 46, 71

GENERAL DISCLOSURES

Statement of use Golden MV Holdings, Inc. has reported the information cited in this GRI content index for the period 
January 1, 2021 to December 31, 2021 with reference to the GRI Standards

GRI 1 used GRI 1: Foundation 2021

GRI CONTENT INDEX

* Link to: https://www.goldenhaven.com.ph/wp-content/uploads/2022/06/HVN_ACGR_05302022_SEC.pdf
** Link to: https://www.goldenhaven.com.ph/wp-content/uploads/2020/11/assets_corporate_files_HVN-Code-of-Business-Conduct-and-Ethics2.pdf
*** Link to: https://www.goldenhaven.com.ph/wp-content/uploads/2022/05/HVN-2021-Annual-Report.pdf
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STANDARD DISCLOSURE LOCATION OMISSION

Economic Performace

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 27-28

GRI 201: Economic Per-
formance 2016

201-1 Direct economic value generated and distributed 27-28

201-3 Defined benefit plan obligations and other retirement 
plans GMV Annual Report 2021 ***

Tax

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics GMV Annual Report 2021 ***

GRI 207: TAX 2019

207-1 Approach to tax GMV Annual Report 2021 ***

207-2 Tax governance, control and risk management GMV Annual Report 2021 ***

207-3 Stakeholder engagement and management of concerns 
related to tax GMV Annual Report 2021 ***

207-4 Country-by-country reporting GMV Annual Report 2021 ***

Responsible Supply Chain & Procurement Practices

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 33

GRI 204: PROCUREMENT 
PRACTICES 2016 204-1 Proportion of spending on local suppliers 33

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topicsh 31-32

GRI 308: SUPPLIER 
ENVIRONMENTAL AS-
SESSMNET 2016

308-2 Negative environmental impacts in the supply chain and 
actions taken 31-32

GRI 3: MATERIAL TOP-
ICS 2021 3-3 Management of material topics 31-32

GRI 414: SUPPLIER SO-
CIAL ASSESSMENT 2016 414-2 Negative social impacts in the supply chain and actions 

taken 31-32

TOPIC SPECIFIC DISCLOSURE

GENERAL DISCLOSURES

GRI 2: GENERAL 
DISCLOSURES 
2021

Stakeholder Engagement

2-28 Approach to stakeholder engagement 15

2-29 Collective bargaining agreements 46

Material Topics

GRI 3: MATERIAL 
TOPICS 2021

3-1 Process to determine material topics 12-14

3-2 List of Material Topics 12-14

GRI CONTENT INDEX

*** Link to: https://www.goldenhaven.com.ph/wp-content/uploads/2022/05/HVN-2021-Annual-Report.pdf
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STANDARD DISCLOSURE LOCATION OMISSION

Customer Satisfaction

Marketing and Promotions

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 24

GRI 417: MARKETING 
AND LABELING 2016

417-2 Incidents of non-compliance concerning product and service 
information and labelling 24

417-3 Incident of non-compliance concerning marketing communica-
tions 24

Data Protection and Cyber Security

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 21-23

GRI 418: CUSTOMER 
PRIVACY 2016 418-1 Substantiated complaints concerning breaches of customer 

privacy and losses of customer data 21

Employment

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 38-40

GRI 405: DIVERSITY 
AND EQUAL OPPOR-
TUNITY 2016

405-1 Diversity of governance bodies and employees 38-40

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 40

GRI 401: EMPLOY-
MENT 2016 401-1 New employee hires and employee turnover 40

Local Employment

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 16

GRI 202: MARKET 
PRESENCE 2016

201-1 Ratios of standard entry level wage by gender compared to 
local minimum wage

1:1 (in Mega Manila); 7:5 
(in Luzon and Visayas), 
3:1 (in Mindanao)

201-2 Proportion of senior managemetn hired from the local commu-
nity 100% are Filipino locals

Training and Development

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 45

GRI 404: Training anf 
Education 2016

404-1 Average hours of training per year per employee 45

404-2 Programs for upgrading employee skills and transition assis-
tance program 45

404-3 Percentage of employee receiving regular performance and 
career development reviews 45

Well-being

Benefits

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 41

GRI 401: EMPLOY-
MENT 2016

401-1 Benefits provided to full-time employees that are not provided 
to temporary or part-time employees 41

401-2 Parental Leaves 41

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Well-being

Human Rights

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 46

GRI 402: LABOR/ 
MANAGEMENT 
RELATIONS 2016

402-1 Minimum notice periods regarding operational changes 46

Occupational Health and Safety

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 42

GRI 403: Occu-
pational Health & 
Safety 2018

403-1 Occupational health and safety management system 42

403-2 Hazard identification, risk assessment, and incident 
investigation 44

403-3 Occupational health services 42, 44

403-4 Worker participation, consultation, and communication on 
occupational health and safety 42, 44

403-5 Worker training on occupational health and safety 43

403-6 Promotion of worker health 43

403-7 Prevention and mitigation of occupational health and 
safety impacts directly linked by business relationship 43-44

403-8 Workers covered by an occupational health and safety 
system 42

403-9 Work-related injuries 42

403-10 Work-related ill health 42

Community

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 59

GRI 203: INDI-
RECT ECONOMIC 
IMPACTS 2016

203-1 Infrastructure investments and services supported 60-66

203-2 Significant indirect economic impacts 60-66

Energy 

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 49

GRI 302: ENERGY 
2016

302-1 Energy consumption within the organization 49

302-4 Reduction of energy consumption 49

GRI 305: EMIS-
SIONS 2016

305-1 Direct (Scope 1) GHG emissions 50

305-2 Energy indirect  (Scope 2) GHG emissions 50

305-5 Reduction of GHG emissions 50

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX
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STANDARD DISCLOSURE LOCATION OMISSION

Water Use

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 56

GRU 303: WATER 
AND EFFLUENTS 
2018

303-1 Interactions with water as a shared resource 56

303-2 Management of water discharge-related impacts 57

303-5 Water Consumption 57

Waste Management

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 53

GRI 306: WASTE 
2020

306-1 Waste generation and significant waste-related impacts 53

306-2 Management of significant waste-related impacts 53

306-3 Waste generated 53-54

Ethical Business Practices

GRI 3: MATERIAL 
TOPICS 2021 3-3 Management of material topics 71-72

GRI 205: AN-
TI-CORRUPTION 
2016

205-1 Operations assessed for risked related to corruption GMV Annual Report 2021 ***

205-2 Communication and training about anti-corruption policies 
and procedure GMV Annual Report 2021 ***

205-3 Confirmed incidents of corruption and actions taken GMV Annual Report 2021 ***

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX

*** Link to: https://www.goldenhaven.com.ph/wp-content/uploads/2022/05/HVN-2021-Annual-Report.pdf
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Home Builders

STANDARD DISCLOSURE LOCATION

Home Builders    

Porfolio
IF-HB-000.A Number of controlled lots 4

IF-HB-000.B Number of homes delivered 4

IF-HB-000.C Number of active selling communities 4

Land Use & Ecological 
Impacts IF-HB-160a.4

Discussion of process to integrate environmental considerations 
into site selection, site design, and site development and 
construction

47

Workforce Health & Safety IF-HB-320a.1 (1) Total recordable incident rate (TRIR) and (2) fatality rate for (a) 
direct employees and (b) contract employee 42

Community Impacts of New 
Developments IF-HB-410b.1

Description of how proximity and access to infrastructure, 
services, and economic centers affect site selection and 
development decisions

48

SASB CONTENT INDEX
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We mark 2021 as 
our milestone year 
— demonstrating 
the resiliency and 
strength of AllDay
amidst a global crisis.

“

PRESIDENT’S 
REPORT 2-22

“



It is with gratitude for your support and partnership 
that together we mark the year 2021 as a milestone 
year for AllDay Supermarket, demonstrating the strength 
and resiliency of our organization through the crisis of a 
protracted pandemic.

As we have shared in our Annual Report the many stories of 
our company’s milestones and achievements in the market 
and the industry, we also want to share with you through 
this Sustainability Report how AllDay has progressed on our 
commitments while we maintained focus on growth and on 
delivering unique customer experiences. 

I am proud to share how our sustainability journey 
continues as a story of strategic expansion and as a story 
of a responsible corporate citizen who truly takes care of 
its employees, customers, and all stakeholders. Our story is 
about a business that contributes to making our communities 
better, safer, and more resilient to any crisis.   

A case in point would be our strategic investment in new 
AllDay stores in five new locations – Talisay, Bacolod, Cauayan, 
Santo Tomas, and East Lake. We ensured that this growth 
is supported with stable working capital, albeit temporarily 
elevated, as we continued to bring our distinct supermarket 
experience to even more Filipinos despite the challenges in 
inflation and the global supply chain crisis. 

Throughout the year, our focus remained firmly on listening 
to the needs of our customers. As a result, the company 
received an average score of 8.02 on its customer satisfaction 
surveys. This is within the range of previous surveys, with a 
pre-pandemic rating averaging 8.5 for the then 18 stores we 
were operating. We look at the result as an opportunity to 
address the increasing consumer expectations as the market 
becomes more technology-savvy and our store networks 
continue to expand.

We have set up a Customer Experience team and 
strengthened our customer experience channels such as 
email, contact form via AllDay’s website, and Facebook 
page, all of which are accessible to customers at any time. 
Throughout the pandemic, AllDay concentrated on making 
online channels more useful and engaging and fast-tracked 
improvements to our e-commerce website.

Meanwhile, ensuring the health and safety of our customers 
along with a memorable shopping experience was 
paramount. Within our store operations, AllDay strictly 
followed the minimum health requirements set by the 
Inter-Agency Task Force for the Management of Emerging 
Infectious Diseases (IATF), respective local government 
units (LGUs), and health agencies. Through proactive 
and consistent best practices in health and safety, some 
AllDay stores have been recognized and certified with the 
government’s official Safety Seal.

To Our Stakeholders,

In addition, we continued to introduce unique and first-to-
market innovations such as our self-checkout counters. We 
will continue to explore and implement similar experiences 
while continuing to improve the execution and efficiency of 
the in-store journey of each AllDay store. 

We also made sure to extend the same quality of customer 
experience online, and we were successful in laying a solid 
e-commerce foundation through our best-in-class www.allday.
com.ph. The platform features a uniform user experience 
across all devices, and already deploys marketing automation, 
delivering customized marketing campaigns to ensure higher 
quality of engagements with customers. These improvements 
seek to further grow AllDay’s current e-commerce revenue 
share which is already high by industry standards. 

As an organization, we recognize our role in helping to 
stimulate the local economy as the country strives to 
recover and bounce back from the socio-economic crisis 
brought about by the global pandemic. At the same time, 
AllDay has been keen to align programs and initiatives with 
the global movement that is driven by the UN Sustainable 
Development Goals (UN SDGs) and its objective of ensuring 
progress is inclusive and leaves no one behind. 

Looking forward to AllDay’s pursuit of expansion, you can be 
sure that we will continue to take a proactive stance in the 
responsible and sustainable conduct of its business to benefit 
all its stakeholders, including the protection of their health 
and safety during a time of crisis such as the COVID-19 
pandemic.

As we continue powering through 2022, we find confidence 
in the agility and resilience of our solid business model, 
scalable stores, highly capable management and teams, 
upgraded logistics and IT systems, developed e-commerce 
operational systems, and our synergies with the country’s 
leading homebuilder and its retail ecosystem. 

And with your support, and the collaboration of all our 
stakeholders, AllDay Supermarket will always be the 
dependable partner for inclusive progress and sustainable 
growth of Filipino families and communities.

Frances Rosalie T. Coloma
President, Chief Executive Officer & Director
AllDay Marts Inc.



PERFORMANCE 
HIGHLIGHTS

Indicator 2019 2020 2021

Total number of branches 22 29 34

Metro Manila 7 8 9

Luzon 14 20 22

Visayas 1 1 3

Number of provinces present in 8 10 13

Number of cities and municipalities 
present in 

16 21 25

Total number of opened stores 5 7 5





To be the Philippines’ leading premium supermarket chain, offering a world-class customer experience that constantly 
innovates to stay on the cutting edge of the grocery retail industry.

2-23VISION

THE COMPANY

AllDay aims to provide an elevated grocery shopping experience, bringing the best of the world closer to Filipinos 
through a strategy of premium in-store aesthetic experiences and innovations, technology forward-services and best in-
class e-commerce capabilities that adhere to the highest standards of total customer satisfaction.

2-23MISSION



Cost is not a question of 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.

Synergy is one of the greatest assets of any corporation. Teams bound by a 

common goal are stronger. We encourage and inspire each other to better 

ourselves. We have each other’s back. We have the Company’s back.

We need to be trustworthy. 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 for our customers 

can believe in us.

Every day, 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.

Our future is wrapped up in our customers – along with their dreams, their hopes, 

and their lives. We work within the community and proudly serve its residents who 

are our stakeholders.  Their needs and wants drive our purpose. We must foster a 

close relationship to be attuned to their choices.

VALUES

Cost Consciousness

Teamwork

Honesty

Competitive Spirit

Closeness to Customers
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Cost is not a question of 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.

Synergy is one of a corporation’s greatest assets.

The solitary genius is nice, but teams are stronger.

We have a common goal, and we need each other to get there.

We have each other’s back. 

We have the company’s back.

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 customers can believe in us.

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.

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.

VALUES

Cost Consciousness

Teamwork

Honesty

Competitive Spirit

Closeness to Customers
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We are a retail operator, primarily in the business of 
establishing and operating supermarkets all over the country. 

2-1, 2-6
BUSINESS MODEL

AllDay Supermarket is a proudly 
Filipino chain of supermarkets 
that endeavors to provide 
Filipinos an elevated, refreshed, 
and world-class grocery 
experience. 

“AllDay is a 
leading player in 

the mid-premium 
supermarket 

segment.” 

 - GlobalData

Our innovative dual-format business model 
encompasses operations of an in-store and online 
integrated modern grocery business. We have about 
30,000 to 40,000 SKUs, including a comprehensive and 
curated selection of international brands proven to 
appeal to Filipino consumers. 

FRESH ITEMS

FOOD ITEMS

NON-FOOD ITEMS

PRODUCT CATEGORIES

3,600 
local and international brands

About

30,000 to 40,000
SKUs



It is the combination of store aesthetics, comfort, 
accessibility, and convenience that creates the elevated in-
store customer experience, attracting the clientele who has 
relatively higher buying power and puts a premium on their 
overall shopping experience.

Integrated into our approach is our drive towards digital 
innovation to benefit customer experience. AllDay seeks to 
be one of the most innovative supermarket retailers in the 
Philippines and these digital innovations have also put us in a 
leading competitive position. We intend to further embrace 
digital innovation along with our physical store network 
expansion in pursuit of our vision of becoming the largest 
platform to drive digitalization of the Philippines’ supermarket 
retail industry.

Since its incorporation in December 2016, AllDay has bolstered its 

reach through the expansion of its store network, serving customers 

physically and digitally.

Through this strategic and sustainable physical store network 

expansion, and our synergy with the country’s leading homebuilder 

and its retail ecosystem, we are able to serve more customers

in-store and digitally. 

2-2STORES

34 
full-format supermarkets

Spread across

25
Cities and Municipalities in PH

Approx.

57, 772 m2

net selling space



SUSTAINABILITY

AllDay is guided by the set of standards and processes from the GRI Sustainability Reporting Standards and the 
Sustainability Accounting Standards Board (SASB). We therefore follow their guidance on the conduct of the 
materiality process and the recommended steps.

MATERIALIT Y PROCESS
2-23, 3-1, 3-2



The survey results showed that 87% of respondents 
have an enthusiastic interest in topics related to 
sustainability. Majority of them considered that 
sustainability is important for AllDay’s overall business 
success. Issues and risks on supply chain issues, water 
and energy, risks, costs and economic challenges were 
identified as potentially impacting the Company’s 
sustainability.

The survey respondents noted the following as 
successful sustainability practices in the company: the 
recycling of packaging materials, strategically locating 
future stores in underserved communities, continuously 
innovating its business model, and providing equal 
employment opportunities.

Meanwhile, respondents suggested for the Company to 
create sustainability goals such as reducing wastes and use 
of single-use items and more community engagements. 
They noted that having access to tangible results, 
trackable and clear sustainability KPIs, support from 
upper management, and facilitating regular meaningful 
conversations on business improvements will make 
stakeholders feel part of the Company’s sustainability 
journey.

At the same time, AllDay recognized how essential 
corporate governance is to creating sound and strategic 
business management. Therefore, the company takes pains 
to adhere to the highest ethical standards and practices in 
the conducts of its business. 
 

Issues and topics from different references such as the sector-specific 
publications from GRI and SASB standards for Multiline and Specialty Retailers 
& Distributors, and industry peers were collated. The list was simplified 
to integrate common topics while adding a few more to ensure that the 
economic, environmental, social, and governance (EESG) aspects of the 
organization were covered. 

The Company revisited the list to assess if the topics are material to the 
operations and stakeholders. A standardized form was used by the Company 
to identify material topics, with options ‘Yes’ or ‘No’.

 

Topics deemed as material were processed into an online survey where the 
Company further assessed the criticality of impact of each topic using a five-
point scale (with 1 as low to no impact; 5 as highest impact). 

1

2

3

Pre-identification of topics

Identification of Material Topics

Materiality Assessment



MATERIALIT Y MATRIX

Impact to Business

3
3

4

4

5

5

AllDay 2021 Materiality Matrix
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RANK TOPICS

1
Ethical Business Practices

Customer Satisfaction

2 Regulatory Compliance

3

Tax

Responsible Supply Chain

Economic Performance

4
Governance

Marketing and Promotion

5 Pricing

6 Community

RANK TOPICS

7

Well-being

Local Employment

Procurement Practices

8 Training and Development

9 Eco Products

10 Occupational Health and Safety

11

Climate Change

Energy

Waste Management

12 Water Use



AllDay’s sustainability journey entails building relationships and collaborations with important groups and teams who influence 
how the company continues to grow and make its impact on communities where it operates. The company utilizes a variety of 
channels to ensure open and accessible communication with these stakeholders:

2-28STAKEHOLDER ENGAGEMENT

ENGAGEMENT FREQUENCY KEY TOPICS AND CONCERNS COMPANY’S RESPONSE

CUSTOMERS
I N T E R N A L

1. Customer satisfaction
2. Viber Community
3. Website: www.allday.com.ph
4. Social Media
5. Feedback and suggestion form

As Necessary 1. Safe Shopping
2. Customer data privacy
3. Stock availability
4. Shopping and payment channels
5. Convenience and accesibility

1. Digitized services:
  1.1 Personal shopper serivce
  1.2 24/7 delivery
  1.3 Same day delivery
  1.4 Contactless payment
  1.5 Self-checkout counters
  1.6 Smart shopping through allday.com.ph
2. Adherence to Data Privacy Act
3. Use multi-layer security technologies on customer data
4. Adherence to laws and regulations on health, food and cosmetic 

products
5. Implementation of safety protocols set by IATF and LGUs

EMPLOYEES
E X T E R N A L

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

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

1. Career longevity and retention
2. Competitive salary and benefits
3. Continuous learning and growth
4. Safe workplace during COVID-19 

Pandemic

1. COVID-19 response
  1.1 Work-from-home arrangement 
  1.2 Shuttle services 
  1.3 Facilitated Rapid and RT-PCR tests
  1.4 Access to free COVID-19 vaccine
  1.5 Regular screening for COVID-19 symptoms
  1.6 Implementation of safety protocols set by IATF and LGUs
  1.7 Temporary waive of attendance
  1.8 Digitized recruitment process
2. Other health and safety protocols
  2.1 Regular cleaning and sanitation of office
  2.2 Annual physical examinations and health care plans
  2.3 Participation in earthquake and disaster response drills
  2.4 First aid kit
  2.5 Certified Philippine Red Cross basic emergency professional
  2.6 Adherence to OHS laws and regulations
3. Review of salary and compensation packages
4. Online training and development sessions
5. Diverse and inclusive workplace culture

REGULATORY BODIES
E X T E R N A L

1. Submission of requirements
2. Company disclosure submissions
3. Correspondences
4. Physical and virtual meetings
5. Examinations and audits

Regularly, as
scheduled
and as
necessary

1. Compliance to financial, 
environmental, employee, and 
other social regulations

2. Timeliness and completeness of 
disclosures

3. COVID-19 response

1. Timely submission of requirements for renewal or acquisition 
of permits/ licenses

2. Coordination with LGUs and national
agencies for compliance
3. Timely and complete submission of necessary disclosures
4. Response to queries
5. Strict implementation of safety protocols set
by IATF, DOLE, LGUs, and other agencies

COMMUNITIES
E X T E R N A L

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

As Necessary 1. Livelihood and job generation
2. Safety of operations
3. Health and livelihood programs
4. Accesibility to stores

1. Providing employment to local communities
2. Sourcing fresh goods from local markets
3. Locating stores in underserved communities
4. Corporate Social Responsibility Activities:
5. Implementation of environment-friendly practices

INVESTORS AND SHAREHOLDERS
E X T E R N A L

1. Annual Stockholders’ Meetings 
2. Special Stockholders’ Meetings 
3. Analysts’ Briefings
4. One-on-one meetings

1. Annual
2. As necessary
3. Quarterly
4. Per request

1. Financial sustainability
2. Ethical operations
3. Long-term plans

1. Company updates and disclosures
2. Board meetings
3. Fair presentation of financial statements certified by one of the 

top 4 audit firms
4. Company policies on sound business practices
5. ERM, Risk Management Policy and Business Continuity Plan
6. Financial risk mitigation strategies

SUPPLIERS
E X T E R N A L

1. Accreditation Process
2. Business Performance Reviews
3. Email and phone

1. As Necessary
2. Monthly and 

Annual
3. As Necessary

1. Transparency in accreditation and 
procurement proceses

2. Disrupted operations due to the 
COVID-19 pandemic

3. Supplier data privacy
4. Corruption practices

1. Products made outside the Philippines are purchased from 
distributors in the Philippines or from third parties who 
import these products into the Philippines.

2. Large network of suppliers
3. Review of supplier base and processes
4. Adherence to Data Privacy Act
5. Adherence to company policies and procedures



AllDay offers its fresh and food items to communities where it is present 
in. This contributes to the supply of accessible food in different parts of the 
country. Moreover, the Company also distributes food items to malnourished 
and undernourished people in orphanages, schools, churches, and 
communities in partnership with the PH Food Bank Foundation.

As part of the Company’s effort to ensure the safety of its employees and 
its customers, the Company has reached its goal of 100% vaccination for its 
entire workforce across its stores nationwide. All eligible employees have 
received their second dose of the COVID-19 vaccine. Booster shots were 
also provided by the end of 2021. This served as another layer of protection 
added to the Company’s existing health protocols which are strictly 
implemented in stores to ensure a safe and clean environment – boosting 
consumer confidence.

Currently, majority of the executive positions are held by female officers. 
AllDay ensures that both male and female employees are provided just and 
humane treatment, equal employment opportunity and protection from any 
harm and discrimination. Its practices are set to be aligned for compliance 
with the requirements of due process aside from making sure that sound and 
clear Company policies, rules and regulations are implemented.

AllDay has been keen to align programs and initiatives 
with the global movement that is driven by the UN 
Sustainable Development Goals (UN SDGs) and its 
objective of ensuring progress is inclusive and leaves 
no one behind.  

2-23CONTRIBUTION TO THE UN SDGs

SDG 2
ZERO HUNGER

SDG 3
GOOD HEALTH AND WELL-BEING

SDG 5
GENDER EQUALITY

AllDay continues to take a proactive stance in the 
responsible and sustainable conduct of its business to 
benefit all of its stakeholders, including the protection of 
their health and safety during a time of crisis such as the 
COVID-19 pandemic. 



Store expansions provide employment and business opportunities to 
the nearby communities. Retail trade fosters economic growth through 
the extensive and reliable supply chain 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 AllDay stores. In 2021, an average of 35 employees and 
workers were hired per new store.

Aside from employment opportunities in all our stores, AllDay launched 
the Reseller Program which provided livelihood opportunities for Filipinos 
during the Christmas season. This program allowed customers to be 
resellers of AllDay’s pre-packed and customized Christmas baskets. The 
initiative supported entrepreneurship and growth of micro-sized enterprises. 
The program was monitored through reseller sales monitoring and sales 
performance of multiple partner resellers.

AllDay’s stores are optimally positioned to promote the development of 
sustainable communities. Located inside, adjacent, or near settlements, the 
company makes essential goods and sustainable options easily accessible for 
members of the community. 

By promoting the use of eco-friendly bags instead of single-use plastics, AllDay 
encourages customers to help reduce the volume of wastes generated by 
retail activities and therefore promote awareness and protection of the 
environment.

SDG 8
DECENT WORK AND ECONOMIC GROWTH

SDG 11
SUSTAINABLE CITIES AND COMMUNITIES

SDG 12
RESPONSIBLE CONSUMPTION AND 
PRODUCTION



AllDay is designed for customers in the upper middle and upper income segment. Our in-store and online experiences 

are emphasized and elevated to suit their premium tastes. We offer vast product selection, convenient store locations, 

and intuitive services via our e-commerce website, Personal Shopper, and Self-Check Out Counters. Topping these off, we 

boost our stores’ aesthetics with mood-boosting lighting and curated interior design.

The company received an average score of 8.02 on its 
2021 Customer Satisfaction Surveys. Well within the range 
of previous surveys, with pre-pandemic rating averaging 
8.5 for the then 18 stores operated. Heightened consumer 
expectations during the pandemic period and the addition 
of new stores contributed to this slight decline. These results 
highlight an opportunity to address the heighted consumer 
expectations as the market becomes more technology-savvy.

In line with our thrust of keeping customers satisfied, we 
welcome customer concerns and do our best to resolve them 
in a timely and satisfying manner. In 2021, most customer 
concerns were on product availability and visibility in our online 
platforms. These include out-of-stock items still appearing in the 
online order page, order status not updating, and incorrect or 
incomplete items being released to customers.

And as the transition to online continues to evolve, we 
continue to enhance our inventory management system 
and work on effective and efficient resolution of customer 
concerns through our customer experience channels.

In 2022, the Company plans to extend its customer 
experience channel through an in-store customer satisfaction 
feedback mechanism.

3-3CUSTOMER SATISFACTION

CUSTOMER 
EXPERIENCE

AllDay scored 

8.02/10
in 2021



AllDay is guided by customer insights in designing 
continuous process improvements and identifying 
possible innovative opportunities. Relevant 
information are gathered from all available platforms 
using established processes such as internal and 
customer surveys, industry report reviews, trade 
show participation, and industry benchmarking. 

These keep us abreast of changes in customer 
preferences, enabling us to accurately forecast and 
manage fluctuations in customer demand. 

Regular training for in-store personnel is also 
conducted as part of AllDay’s effective store 
management and operation to ensure every AllDay 
employee is enabled to contribute to our drive for 
innovation and customer satisfaction.

Innovation

We have set up a Customer Experience team and 
strengthened our customer experience channels such as 
email, contact form via AllDay’s website, and Facebook 
page which are accessible to customers at any time. 

Accessible 
Customer Service  

3-3

Progressive Web 
Application (PWA)
Throughout the pandemic, AllDay concentrated in 

making online channels more useful and engaging 

and fast-tracked improvements to our e-commerce 

website by utilizing the Progressive Web Application 

(PWA). 

PWA is a web development nomenclature for 

websites that adopted a user interface that functions 

like a mobile application without having to install the 

application on the device. It helps ensure a uniform 

experience across all AllDay digital platforms. This 

also allows to feature the same streamlined and intui-

tive experience on both mobile and desktop. Because 

of this, experience is improved due to ease of use 

and loading speed. The platform is accessible to any 

mobile operating systems for Android and Apple us-

ers. Customers may also choose to download AllDay 

Supermarket in Apple’s App Store and Google Play.



In addition, we optimized web traffic coming into 
the e-commerce platform through MoEngage – a 
marketing automation service which uses triggers 
such as first time use of the platform or abandoned 
carts to push relevant promotions to drive higher 
conversions. Prior to automated marketing, AllDay 
would send blanket communications to all customers, 
leading to inefficiencies in media spend. With 
MoEngage, AllDay has marketed through a more 
targeted communication which provides insights 
on the audience and best performing promotions. 
This was launched in the e-commerce platform in 
November 2021.

MoEngage 3-3

Building Partnerships
Believing in the power of partnerships, AllDay 

continues to cultivate our relationship with the 

country’s top e-commerce aggregators and on-

demand service providers such as Grab, Pandamart, 

Lazada, and Shopee.



Information Security

AllDay ensures that its digital systems are protected 
and maintained in accordance with the guidelines 
set by the Department of Trade and Industry (DTI), 
the Data Privacy Act of 2012, and the Company’s 
Code of Business Conduct and Ethics. We promulgate 
a strict policy that prohibits deliberate disclosures 
of data, submission of fraudulent documents, 
misrepresentation, and falsification of any kind, 
and disclosing, leaking out or revealing confidential 
or classified information, technique, method and 
Company secret to unauthorized person or employee.

The Company also recognized that channels such as 
the COVID-19 Tracker, e-commerce platform, and 
AllRewards Loyalty Program are vulnerable to data 
security risks due to their external-facing nature and 
the sensitivity of personal data collected by these 
platforms. For this reason, the Company presents a 
Data Privacy Consent before the customers share 
their information.

To provide the appropriate protection, AllDay uses a 
multi-layer of security technologies from Anti-Virus 
to IPS/IDS (Intrusion Prevention System/Intrusion 
Detection System) on its data centers. Third-party 
risk assessments are performed semi-annually to 
determine security improvements and to check 
if multi-layer security technologies are in place. 
Additionally, for external-facing applications, AllDay 
uses SSL/TLS (Secured Socket Layer/Transport Layer 
Security) based security. For employees in the work-
from-home setup, the Company provides an IPSec 
VPN Client and Zero Trust Network Access (ZTNA) 
for corporate resource access.

ZTNA enforces granular, adaptive, and context-aware 
policies for providing secure and seamless Zero Trust 
access to private applications hosted across clouds 
and corporate data centers, from any remote location 
and device. That context can be a combination of user 
identity, user or service location, time of the day, type 
of service, and security posture of the device.

3-3, 418-1 On assessment of user identity, device identity, and other 
contextual factors, ZTNA allows “least privilege” access to 
specific applications, and not the entire underlying network 
to any user with valid login keys, reducing the attack 
surface and preventing lateral movement of threats from 
compromised accounts or devices. 

ZTNA builds upon the concept of “Zero Trust”, which 
asserts that organizations should not trust any entity, whether 
inside or outside the security perimeters, and instead must 
verify every user or device before granting them access to 
sensitive resources, ensuring data safety and integrity.

The Company plans for continuous improvement of security 
controls through a waterfall model of a seven-point objective:

1. Audit for existing system: Conduct system 
hardening assessments against resources using 
industry standards from National Institute of 
Standards and Technology (NIST), Microsoft, Center 
for Internet Security (CIS), Defense Information 
Systems Administration (DISA), etc.

2. Strategy for systems hardening: Create a 
strategy and plan based on risks identified within 
the technology ecosystem and use a phased 
approach to remediate flaws.

3. Immediate patching of vulnerabilities. 
Utilize automated and comprehensive vulnerability 
identification and patching system.

4. Network hardening: Ensure the firewall is 
regularly audited, and remote access points and 
users are secured.

5. Server hardening: All servers are in a secure 
data center and are segregated appropriately.

6. Operating system hardening: Apply operating 
system (OS) updates, service packs, and patches 
automatically. 

7. Elimination of unnecessary accounts and 
privileges: Enforce least privilege.

Zero
substantiated complaints in 2021



HEALTH AND SAFETY
The protocols established in our stores in-
clude the use of StaySafe and QR code appa-
ratuses in entrances, for contact tracing. Tem-
perature checks are also done for customers 
coming in the stores. There are floor markings 
to guide customer traffic within stores for 
social distancing and assurance of adherence 
to IATF guidelines. Total store disinfection is 
conducted once a month and deep sanitation 
is regularly performed in all store locations.

And in addition to providing a beautiful 
in-store experience for our customers, our 
self-service counters are another innovation 
designed to provide an added layer of safety. 
The self-service kiosks are a direct answer to 
the market’s need for efficiency as well as its 
desire for additional safety measures, providing 
a dual benefit of customer option for non-
face to face interactions while still receiving 
the full benefit of the in-store experience.  

Furthermore, AllDay’s digital services have 
also been a major factor in ensuring the 
health and safety of customers, who can do 
their shopping online. In both environments, 
customers are assured of safety as our digital 
services and in-store services both comply 
with all applicable government regulations. As 
a responsible enterprise in the retail sector, 
the Company adheres to all regulations relat-
ing to health, food, and cosmetic products:

• FDA Rules and Regulations
• The Food Safety Act
• The Livestock and Poultry Feeds Act
• The Meat Inspection Code
• The Philippine Food Fortification Act
• The Food, Drug and Cosmetics Act

Potential risk associated with chemicals is 
not considered as a major hazard in AllDay’s 
day-to-day operations. Any issue regarding 
product expiry is met with quick action. Store 
heads are responsible by automatically seeking 
out dialogue with the customer concerned 
and replace an item as needed.

3-3, 416-2

Zero incidents
of non-compliance with FDA licenses

Zero
substantiated complaints in 2021



Zero
substantiated complaints in 2021

AllDay leverages technology to optimize marketing strategies 
that allows us to create engagements and initiatives that attract 
customers and earn their patronage.The Company’s clear vision 
of offering Filipino shoppers with a curated retail experience 
and a premium vibe is supported through stores that exude 
aesthetics, comfort, accessibility, and convenience. While no two 
AllDay locations are alike in design, they all deliver farm-fresh 
produce, local and global brands, enjoyable hubs like the Paluto 
and Gastroville sections, as well as digital integration. 

By providing Filipino consumers an elevated, modern grocery 
shopping experience built on a foundation of premium in-store 
journey and innovative consumer solutions, AllDay’s unique brand 
personality has helped make us a leading player in the mid-premi-
um supermarket segment.

The Company also conducts promotional campaigns to support 
categories, such as health and beauty, fresh foods, and its interna-
tional selections.

Each approach uses campaigns on the digital channels, saturation 
(mailers and flyers), Out of Home (OOH) materials including 
billboards, outdoor materials such as lamp post banners along 
major thoroughfares to create awareness for AllDay product 
offers in-store. 

In 2021, AllDay implemented a thematic campaign to support 
its Initial Public Offering under the message “Always Innovating” 
which was implemented via digital channels (ads in Facebook, 
Google, and Youtube) and print media. Online content creators 
were tapped to talk about AllDay’s innovations. In the same year, 
AllDay also utilized Facebook and Google ads to market its 
monthly calendar of activities that are invariably a menu of price 
offers for regular customers. 

AllDay’s website traffic in 2021 showed remarkable improve-

MARKETING AND PROMOTION 3-3, 417-2, 417-3

AllDay employs a two-
pronged marketing approach 
for brand building: 

• Thematic campaigns that 
speak to the broad AllDay 
customer experience and 
build the AllDay brand  

• Tactical campaigns 
that capitalize on 
Supermarket seasons 
specifically summer, 
school year and 
Christmas. 

ment, a direct testament to the campaigns implemented to raise 
AllDay’s profile and drive people to the e-commerce website. 
The Facebook page also expanded its reach – from barely 
registering at below 1,000 impressions per month in 2020 to 
over 4,000 impressions per month in 2021, with record highs in 
August 2021 at over 15,000 impressions.



PROFIT

2019

ECONOMIC PERFORMANCE
AllDay has focused on ensuring capability to sustain growth for the business not just in the short-term but also over 

the long-term. The Company has been consistent in its commitment to execute and successfully operate a clearly 

differentiated supermarket model that can continue to deliver outstanding results for the benefit of all stakeholders.

DISCLOSURE Amount (in million PhP)

Direct economic value distributed:

a. Operating costs 1,421.17

b. Employee wages and benefits 118.23

c. Payments to suppliers, other operating costs 8,064.61

d. Dividends given to stockholders and interest payments to loan providers 6.25

e. Taxes given to government 194.18

f. Investments to community (e.g., donations, CSR) 1.07

97,780,492.00

219,646,025.00

386,486,008.00

2019 2020 2021

DIRECT ECONOMIC VALUE 
GENERATED

PhP millions

3-3, 201-1

2020 2021

4,778.30

7,994.27 

9,536.67



The Company’s efforts resulted in a net 
income of PhP386 million for 2021, up from 
PhP220 million in 2020 and PhP98 million 
in 2019. This translates to a compound 
annual growth rate of 131.4% since 2017, 
demonstrating AllDay’s successful expansion 
strategy over the years.

AllDay follows the principles of Transparency, 
Materiality, and Completeness in financial 
reporting. We keep stakeholders informed 
of financial activities with regular and timely 
reports using proper channels. Moreover, 
the Company’s fair presentation of financial 
results, certified by one of the top audit firms 
in the country, demonstrates a commitment 
to transparency.

At the same time, AllDay has been prudent in 
managing risks that the Company is exposed 
to. We strive to always improve margin 
efficiencies through better product sourcing. 
Cost control measures are also in place to 
maximize operational efficiency. Other financial 
risk-mitigation strategies the Company has in 
place include:

• Selection of strategic locations for 
store network 

• Capitalizing on synergistic relationships 
with affiliates (i.e., Vista Land’s access 
to prime locations across the country 
and consolidated purchases for similar 
product needs; pool of third-party 
contractors/builders in the Villar group; 
primary captive market from Villar 
group residential communities).

• Effective cash and collection 
management

• Sound cost and operating expenditure 
control

• Strategic and periodic merchandise 
purchases to maximize volume 
discounts and logistics requirements

• Efficient loan management
 
In addition to profitability, AllDay considers 
sustainability in all its decisions, including those 
pertaining to the Company’s growth, to ensure 
that it benefits the welfare of its employees 
and the environment.

22%
for operations

3%
for employee wages 
and benefits

69%
for suppliers

1%
for investors and 
stockholders

5%
for taxes

<1%
for community 
investments



The Audit Committee oversees the Company’s tax 
compliance and ensures the Company keeps pace 
with evolving tax regulations. With its guidance, risk 
management and tax planning are done to examine 
financial situations, minimize tax burden, and maximize 
tax relief and credits based on the Company’s policies 
and declarations, as well as stockholder engagement 
and relevant laws and regulations.
 
One such regulation was signed last March 26, 2021. 
Republic Act (R.A.) No. 11534 or the Corporate 
Recovery and Tax Incentives for Enterprises (CREATE) 
Act was signed into law and declared effective 
beginning July 1, 2020. The following are the major 
changes brought about by the CREATE Act that are 
relevant to and considered by the Company:
 

• Regular corporate income tax (RCIT) rate was 
reduced from 30% to 25% starting July 1, 2020

• Minimum corporate income tax (MCIT) rate 
was reduced from 2% to 1% starting July 1, 
2020 until June 30, 2023

• The allowable deduction for interest expense 
is reduced from 33% to 20% of the  interest  
income subjected to final tax

As a result of the application of the lower tax rate, the 
current income tax expense and income tax payable 
were lower by P1.2 million than the amount presented 
in the 2020 financial statements. Such amount was 
therefore charged to the 2021 profit or loss.

3-3, 207-1, 207-2, 207-4TAX
Tax accounting, compliance, advice, planning and other form 
of tax services are not rendered by the appointed external 
auditor of the Company, but are secured from other entities. 
And as of December 31, 2021, the Company does not have 
any final deficiency tax assessment from the BIR nor it does 
have tax cases outstanding or pending in courts or bodies 
outside of the BIR in any of the open taxable years.

DISCLOSURE AMOUNT  in millions

Revenues from 3rd-party 
sales ₱9,536.67

Profit/Loss before tax ₱444.59

Tangible Assets ₱5,833.55

Corporate Income Tax paid 
on a cash basis ₱26.55

Corporate Income Tax 
Accrued on Profit/Loss ₱18.21



 308-2, 414-2SUPPLY CHAIN

Our five largest suppliers 
constituted 20% of sales for 2021¹.

98% 
of procurement budget for store 
operations were spent on local 

suppliers

As the Company derives revenues from outright sales and 
sales of concession products, business success is contingent 
on retaining existing suppliers and concessionaires while 
attracting new ones on favorable terms and conditions. 
Maintaining good relationships with current and future 
partners is a key factor for long-term business success.

It is by making the right choices on supplier-partners 
that the Company has been able to build and maintain 
longstanding relationships with a broad range of national 
and multinational suppliers across all product categories. 
This has helped us remain competitive in both variety and 
price that meet market demand. 

With a sourcing network of around 1,000 suppliers and 
concessionaires, AllDay avoids reliance on any single or 
limited number of suppliers, allowing the Company to 
curate a well-balanced inventory of imported products 
and well-known local delicacies/products. AllDay pays 
special attention as this is a point of differentiation from its 
competitors. 

Imported and locally manufactured products are selected 
based on their marketability. The Merchandising Team 
monitors each store’s profitability and, if needed, adjust 
merchandise mix. All new product offerings from suppliers 
in the Philippines and abroad are assessed carefully by the 
Merchandising Team. Products made outside the Philippines 
are purchased from distributors in the Philippines or 
from third parties who import these products into the 
Philippines.

The selection policy for suppliers includes consideration 
of the suppliers’ location, brand reputation, capacity to 
supply, ability to deliver on time, and compliance with the 
Company’s requirements. We work only with suppliers who 
share our corporate values and business ethics.

The most critical risk to the Company is the strength of this 
supply chain – our suppliers’ capacity to consistently and 
reliably supply is related to their strengths in manufacturing, 
logistics and processes to deliver goods to provincial 

stores. Indeed, the entire supply chain industry proved their 
resilience amidst the COVID-19 pandemic crisis which 
disrupted operations of business partners and third-party 
suppliers and disrupted supply chain of materials, facilities, 
and other products due to travel restrictions, quarantines, 
closure of factories and facilities.

AllDay mitigates supply chain risks by creating parameters 
and metrices that depend on the criticality of situation. 
For instance, supply chain issues such as vendor supply 
insufficiency, port congestion, raw material stock outs, 
and vendor logistics issues are immediately addressed by 
maintaining a safety stock level that is good for 30-90 days. 
These measures are aligned with the Company’s financial 
targets. For provincial stores, we also set a buffer to sustain 
availability of merchandise in stores should there be delays 
in transportation. This is also done during peak season 
when projected demand is high.

AllDay’s supply chain group works closely together to 
ensure a sustainable inventory using the most efficient 
processes in procuring, handling, and storing to maximize 
support while minimizing costs for the business. 

An auto-replenishment system is used to manage inventory 
and ensure that orders are placed at the right time and in 
the right quantity. This system is guided by sales projections, 
which are typically based on historical sales data as well as 
projected market trends. Concessionaires bear the costs 
and inventory risk in concession arrangements until the 
product is sold.

The Company maintains transparency with vendors and 
category buyers/managers through monthly business 
performance reviews. Meanwhile, more strategic and 
lengthy business reviews with suppliers are done annually. 
Through these, AllDay discusses performances, critical 
issues, and relevant plans. It also records, documents, and 
resolves issues with suppliers through incident reports 
(IR). Vendor contracts are not automatically terminated. 
Incidents are investigated and actions are taken depending 
on the gravity of the issue.

Aligned with the overall business strategy, our supply chain 
approach is also focused on continuous improvement. 
Part of this strategy is an initiative to further strengthen 
Global Sourcing. The Company will therefore continue to 
take good care of its suppliers by bolstering transparency 
between parties, making sure that AllDay is the top of mind 
and considered a priority business partner. Another project 
currently being rolled out is the Procurement Automation 
system, aiming to increase efficiencies and reduce human 
error in orders. 

Since AllDay aims to champion business and environmental 
responsibility, the Company plans to include in the selection 
criteria that suppliers demonstrate good procurement and 
sustainability practices as part of their mechanisms and 
processes. These are just among the improvements that we 
continue to implement as we focus on sustainable growth 
of the business.

¹Outright sales and concession sales



PEOPLE

38%
new hire rate

250
employees in 2021

34% 66%

100%
of employees are 
Filipino nationals

<5%
turnover rate

Employees by Contract in 2021

Probationary Regular

Employees by Position in 2021

Male

Female

Rank-and-File
Middle Management
Top Management

Supervisors
Senior Management

Employees by Age Group in 2021

Male

Female

>50 y.o. 30-50 y.o. <30 y.o.

71

37

74

41

17

5

3

2

0

0

Female

Male

Employees by Position in 2021

Rank-and-File Supervisors
Middle Management Senior Management
Top Management

30

10

135

75

Female

Male

Employees by Contract in 2021

Probationary Regular

4

1

101

59

60

25

Female

Male

Employees by Age Group in 2021

> 50 y.o. 30-50 y.o. < 30 y.o.
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The Company’s success is contingent not only upon 
the quality of our products but also the quality of our 
service that is delivered by our people. Our ability to 
recruit, retain, and train an effective workforce equipped 
with the necessary skills and knowledge to serve 
customers has been key to our continued growth. 

AllDay’s expansion strategy has created more job 
opportunities in local communities where new stores 
were located and has also resulted in continued 
revenue growth for the business. 

Therefore, we developed a strong human resources 
program that provides a competitive compensation 
package and fosters positive relationships with our 
regular employees as well as third-party manpower 
service providers (security and manpower agencies) 
who assist in regular operations and new store openings.

This program is supported by a recruitment process 
that leverages online connections with promising 
talent. AllDay digitized its recruitment process and 
asynchronous job interviews were discovered to be an 
effective tool in the hiring process by the recruitment 
team. Video interviews have been beneficial for virtual 
hiring as they allow for a more objective evaluation of 
candidates while also helping save time for both parties.

Although the COVID-19 crisis brought about 
challenges especially during the implementation of 
the community quarantines when the Company 
had to temporarily reduce its workforce and 
arrange alternative work arrangements, the 

organization remained stable as we doubled down 
on communication efforts to protect employees’ and 
clients’ health, safety, and well-being while ensuring the 
business’s continuity.

Today, AllDay remains an inclusive workplace that 
nurtures a corporate culture where all voices are 
heard and valued. Management promotes diversity 
and inclusion in the workplace and practices non-
discrimination. Additionally, the Company has 
developed a multigenerational workforce and 
successfully increased employee engagement. 

The Company recognizes the value of a diverse 
culture, encouraging women to take on leadership 
roles as we institutionalized a non-discrimination 
policy in our recruitment and promotion processes. All 
these are fully aligned with the regulations set by the 
Department of Labor and Employment (DOLE). The 
policy ensures that people are chosen for job fit and 
competencies, with no discrimination or preference 
based on gender, age, disability, educational attainment, 
race, or religion.

Looking forward to the years following the pandemic, 
as the national economy recovers and further 
strengthens, the Company recognizes the need to hire 
additional personnel to handle its expansion plans. We 
expect to hire approximately 60 to 70 new employees 
in the next 12 months primarily for the new stores, 
subject to the changing needs of the business and 
prevailing market conditions.



WELL-BEING

In addition to statutory benefits required under Philippine labor law, the Company provides a range of incentives to its 
employees, including Health Maintenance Organization coverage, car plan, mobile phone plan, store purchase discount, 
allowances, and paid leaves such as sick leave and vacation leaves.

BENEFITS

List of Benefits Y/N % of female employees 
who availed in 2021

% of male employees 
who availed in 2021

SSS Y 15% 14%

PhilHealth Y 10% 1%

Pag-IBIG Y 8% 6%

Parental leaves Y 9% 2%

Vacation  leaves Y 72% 71%

Sick  leaves Y 58% 49%

Medical Benefits (aside from PhilHealth) Y 12% 7%

Housing assistance (aside from Pag-IBIG) Y 0% 0%

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

Further education support N N/A N/A

Company stock options N N/A N/A

Telecommuting N N/A N/A

Flexible working hours N N/A N/A

401-3

401-3

Indicators Male Female Total

Total number of employees that were entitled to parental leave 38 107 145

Total number of employees that took parental leave in 2021 2 15 17

Total number of employees that returned to work in 2021 after 
parental leave ended 2 13 15

Return to work rate 100% 87% 88%

Total number of employees who availed the parental leave in 2020 
and returned to work in 2021 0 2 2

Total number of employees that took parental leave in 2020 3 12 15

Retention rate 0% 17% 13%

Indicators Male Female Total

Total number of employees that were entitled to parental leave 0 2 2

Total number of employees that took parental leave in 2021 0 2 2

Total number of employees that returned to work in 2021 after 
parental leave ended 0 2 2

Return to work rate - 100% 100%

Total number of employees who availed the parental leave in 2020 
and returned to work in 2021 0 0 0

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

Retention rate - 0% 0%

Parental Leaves

Solo Parental Leaves

401-2



AllDay ensures that employees are treated fairly 
and humanely, that they have equal employment 
opportunities, and that they are protected from harm 
and discrimination. The Company strives to protect 
the human rights of our employees and we have 
instituted anti-discrimination policies and guidelines 
towards this goal. 

Apart from ensuring that sound and clear Company 
policies, rules, and regulations are implemented 
and practiced by all, established policies are clearly 
communicated through periodic training sessions 
and new employee orientations. This aims to raise 
awareness on our stand on diversity and inclusion, our 
expectation for everyone to respect differences in all 
aspects, and respond to complaints of discrimination 
promptly and with outmost confidentiality.

Employees are regularly reminded of the Company’s 
core values and the importance of showing respect for 
one another, including one’s personal boundaries. The 
HRD promulgates the Code of Discipline and relevant 
labor laws as it implements disciplinary actions on 
erring employees.

HUMAN RIGHTS

Zero employees are 
part of a union

Zero employees are 
under a CBA

The Company prohibits retaliation against anyone who 
brings a complaint or raises any work-related concerns. 
AllDay believes that two-way communication is an 
effective way to ensure that everyone can voice their 
concerns with the assurance that they will be treated 
fairly and with utmost confidentiality. This fosters loyalty 
and results in increased productivity. 

Grievance procedures and complaint mechanisms are 
in place to hear and investigate reports and allegations 
of human rights violations. Due process is followed for 
cases of policy violations. Potential issues and concerns 
are identified and gathered by the Department Heads 
before they escalate into formal grievances. 

Grievance procedures are also available to suppliers 
who may report complaints or issues through email or 
phone communication channels.

Such grievances are dealt with promptly, fairly, and 
in accordance with the Company policies. Officers 
or employees who witness or who were subjected 
to workplace harassment or discrimination must 
immediately report incidents to the Committee on 
Decorum and Investigation or Employee Relations 
of the Human Resources Department (HRD). The 
Committee conducts the investigation into the incident 
and, upon completion, notifies all parties of the 
outcome and decision.

The Company aims to proactively identify and act 
upon actual and potential human rights risk for staff 
and other service providers who work with us. We 
conduct due diligence by studying our own policies 
and processes, and engaging with stakeholders for 
collaborative action. This enables better visibility on 
operational processes, reduced attrition, improved 
hiring and training and enhanced reputation and 
credibility.

AllDay continues to develop new and innovative 
strategies for engaging a diverse and dynamic pool 
of talent and increasing participation at all levels. The 
importance of encouraging employee participation 
helps improve AllDay’s products and services such that 
Management’s decision-making process will continue 
to include a summary of employee concerns, thoughts, 
and recommendations. 

Communication 
channels for any 
employee concerns:

• Meetings
• Pep talks
• Store visits
• Structured 

suggestion 
systems

• Employee 
surveys

2-25, 2-26, 2-30, 3-3 



AllDay is committed to providing a safe and healthy 
environment for our employees and our customers. 
In accordance with Section 32 of Republic Act 11058 
on Occupational Safety and Health and the provisions 
of DO 198-18 Implementing Rules and Regulations, we 
implement a Health and Safety Policy enabled with a 
robust Occupational Health and Safety Management 
system.

AllDay identified a Safety Officer for each area who 
are responsible for promoting the health and safety 
policy program, resolving worker health and safety 
complaints and monitoring compliance with health and 
safety regulations. Our Safety Officers have completed 
DOLE-mandated safety officer training on fundamental 
occupational safety and health.

Just as important, the Company emphasizes that health 
and safety is everyone’s concern and responsibility, and 
that everyone should always be careful and be aware of 
how to protect oneself from potential danger. 

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. This 
enables the concerned department to promptly address 
the issues identified.

In 2021, there were reported bruises (3), dislocations 
(1), and muscle strains (1) which are caused by lifting 
merchandise on racks and these were addressed 
through reminders on proper use of equipment as well 
as orientation on how to properly handle merchandise 
to avoid injuries and harm.

SAFET Y 3-3, 403-1, 403-2, 403-4

30
Safety drills participated

2,496
Man-hours
Number of hours worked

2,416
Man-hours
Safe Man-Hours

0
Work-related fatalities 

and ill-health since 2019

5
Work-related injuries

0.8 
Incidence Rate

5
Lost time 
accidents

2
Severity Rate9

10
Lost Days

403-5

403-10

403-9



Disease Prevention 403-3, 403-6

AllDay ensures its facilities are conducive to the well-being 
of employees by upholding policies on occupational health 
and safety.

Disease transmission is reduced by providing adequate 
ventilation and sanitary facilities. A monitoring system is 
also used to ensure that the facilities are kept in good 
condition and that all employees are safe.

In compliance with the DOLE guidelines on workplace 
policies to manage Tuberculosis, Hepatitis B, and HIV, the 
Company promulgated guidelines for the prevention 
and control of these health risks. AllDay facilitates a 
referral system to provide assistance and to offer the best 
management and treatment of these cases.

Furthermore, regularized employees and their eligible 
declared dependents are automatically enrolled in a health 
care plan provided by a partner health maintenance 
organization (HMO) to assist them in managing their 
health and resolving medical issues. They are also entitled 
to paid sick leave as part of their employment benefits 
package. Annual medical exams are performed to confirm 
previous findings, aid in the early detection of occupational 
and non-occupational diseases and evaluate the impact of 
employee exposure to health hazards.

Safety Trainings 403-5

AllDay encourages employees to take an active role in 
health and safety and provides opportunities for training 
on the topic.

Annually, selected employees in each work area are 
also offered a variety of free health and safety training 
programs, such as Basic Occupational Safety and Health 
(BOSH) and First Aid.

In 2021, the trainings were delivered through the online 
Zoom platform. The level of safety training is proportional 
to the level of risk inherent in the job. These trainings 
ensure that each department has a member who 
possesses the knowledge and skills required to ensure 
safety and respond appropriately in emergency situations. 
For trainings held off-site, attendees are provided 
with meals, transportation, and a copy of their training 
certificate. 



COVID-19 Response 403-7

The main goal of the Company’s health and safety 
policy is to ensure that both employees and 
customers are safe, so all employees are properly 
oriented, and first responders and safety officers 
are properly trained, especially in COVID-19 
protocols. Safety Officers ensure that prevention 
and control procedures are strictly followed:

• Employees are asked to fill out a 
Daily Health Symptoms form, monitor 
their temperature, wash their hands 
frequently, maintain physical distance, 
and limit face-to-face interaction.  

• In addition to regular disinfection and 
cleaning of work areas and common 
spaces, posters and print resources 
about COVID-19 are placed in 
entrance points of offices and stores. 

• Everyone is constantly reminded to 
follow health and safety protocols, 
wear masks properly, follow cough/
sneeze etiquette, and to always 
maintain proper personal hygiene. 

• Offices have alcohol, a sanitizing 
footbath, a thermometer, and medicine 
kits, while employees are provided 

AllDay continues to adapt to the new normal and collaborate actively with employees on health and safety programs to ensure a 
safe shopping experience can be enjoyed in our stores. To foster collaboration, we gather people’s ideas and suggestions through 
employee feedback and surveys conducted through Zoom, Viber, and emails. Moreover, safety training will be continued to keep 
everyone alert and equipped to protect themselves and the people around them.

surgical masks, face shields, alcohol 
and sanitizer, and personal protective 
equipment. 

• Employees were advised to work from 
home during the implementation of 
the community quarantine, and shuttle 
services were provided to alleviate 
transportation concerns and reduce 
the risk of exposure.  

• The Company also created a protocol 
for properly managing cases of those 
who may have contracted the disease 
and their close contacts. Employees 
who are ill or develop symptoms were 
advised to stay at home, self-isolate, 
and contact a medical professional 
for testing and referral. Employees are 
further safeguarded by on-site annual 
physical examinations and health care 
plans for eligible declared dependents. 
At the same time, educational 
campaigns and activities encouraged 
employees to live an active and healthy 
lifestyle.



The Company provides employees with training and 
other development programs to enable them to 
effectively carry out their jobs and prepare them for 
career advancement in the Company. In particular, the 
Company provides training on operational procedures, 
covering topics such as customer service, monitoring 
inventory, returns, security, and cash handling.

In essence, our training programs are designed to 
boost productivity and performance. Programs are 
built around clearly defined productive objectives 
as we believe that our well-trained team members 
contribute significantly to increased sales. Additionally, 
training enable proactive planning for future talent 
requirements associated with expansion.
 
AllDay’s Training Academy determines the required 
training hours and modules/programs for each 
employee. The Academy aimed for each employee to 
undergo at least 8 hours of training and participate to 
at least 1 program. 

TRAINING AND DEVELOPMENT 3-3, 404-2

3,530
total training hours in 2021

100%
of employees received career 

development reviews

Average of

14.18 
training hours per employee

In 2021, it was recorded that each employee had 6 
hours of training (74% achievement) and 0.22 program 
participated (23% achievement). Connectivity in 
remote learning continues to be a significant challenge 
in training employees, as face-to-face instruction was 
still prohibited.
 
As we continue to improve and adjust learning 
programs, we opted to lower the ideal number of 
participants per session to maintain engagement and 
learner participation in a remote learning environment. 
Secondly, training hours were spread over more 
sessions resulting to shorter time per meeting (e.g., 
an 8-hour program is spread out to 4 sessions with 
2 hours each). Number of participants were also 
reduced to a maximum of 20 attendees per session. 
This ensures that enough time is provided for all 
participants to raise their questions and clarifications.

In 2021, AllDay provided 24 internal and 13 external 
training sessions which included the following:  

• Customer Service Program Given to 
all frontliners (direct and third-party team 
members) assigned for in-store operations, 
this 3-module program covered behavioral 
and proven techniques of building customer 
relationship.

• Personal Effectiveness Program (Module 
1: Executive Presence, Module 2: Strategic 
Thinking). Given to Supervisors and Managers 
for both Central office and store operations, 
this 2-module program helped officers unleash 
their potential through holistic and practical 
lessons while learning skills required to make 
decisions on real-world challenges.

• Effective Negotiation Skills (Basic and 
Advanced). Given to all Merchandising, 
Marketing, and Purchasing teams, this 2-module 

program on effective negotiation was designed to 
help buyers, category managers, and purchasers 
to negotiate effectively and ensure win-win 
transaction for the Company and its suppliers.

• Digital Marketing. Given to key officers in the 
Marketing and Research department tasked to 
handle digital solutions, this external 15-session 
online program conducted on Saturdays provided 
participants with tools to become a smart and 
capable player on the digital stage and create a 
powerful digital marketing strategy. This training 
was conducted by third-party providers, Digital 
Marketers HQ (DMHQ) and Learning Curve. 

The effectivity of our training programs is gauged by the 
resulting performance. Each employee is evaluated based 
on skill development, job performance, and adherence to 
corporate values. In 2021, 100% of employees received 
career development reviews.

404-1 404-3



RESOURCES



3-3, 306-1, 306-2, CG-MR-410a.3WASTE MANAGEMENT

The nature of retail business – which is buying, selling, 
and distributing fresh, food and non-food items 
– entail the use of cartons and packaging for the 
merchandise which are identified as the main source 
of waste from AllDay’s operations. 

As part of its sustainability strategy, AllDay explores 
best practices to manage such waste materials and 
lessen the need for new materials, especially plastics. 
One such practice currently being implemented in 
stores is reusing cartons as packaging for customer 
purchases. Additionally, the stores use paper bags 
and encourages customers to use eco-bags. By 
encouraging customers to use reusable bags, AllDay 
supports the policies and efforts of LGUs
to ban single-use plastics. We do our part in 
promoting the use of recyclable containers and 
boxes instead of cartons to support the transition to 
a circular economy.

While most cartons are repurposed as packaging 
for AllDay customers’ purchased merchandise, other 

cartons and used papers are sold to recyclers. These 
cartons that cannot be reused have previously 
contained chemical products.

For the rest of the waste generated by the 
Company’s operations, including busted fluorescent 
bulbs, third-party hauler services are contracted 
for further waste collection. These contracted 
services are separate from those contracted by 
Vistamalls. Third-party haulers are accredited by the 
Environmental Management Bureau (EMB) and are 
adequately equipped to handle, transport, and treat 
various types of wastes.

Proper handling of waste materials is communicated 
to our employees and customers, and they are 
provided with reminders through in-store signage. 
Compliance is monitored daily with the assistance 
of store and security personnel, and a contracted 
hauler. Store personnel keep track of waste data 
using log books to record the quantity of waste to 
be transported by the waste hauler. 

330,199 kgs
carton wastes

596 pcs
bulbs disposed of

306-3, 306-5



Refrigeration equipment such as freezers, chillers 
and cold rooms, and direct expansion (DX) type air 
conditioning systems consumed the most energy for 
the year. Because of this, AllDay keeps up with the 
latest best practices to maximize air-conditioning units 
to lessen its electricity consumption.

For instance, AllDay adjusts the number of operating 
air conditioner units when the stores are not crowded 
or when it rains. And it is the Company’s practice not 
to overstock freezers and chillers to prevent over 
burdening the motor compressors resulting to reduced 
energy consumption.

Other energy-saving initiatives being practiced are the 
use of energy-efficient lighting and equipment and 
turning off devices and equipment when not in use.
At the same time, minimal power interruption in 2021 

ENERGY & EMISSIONS

resulted to lower fuel consumption on generator sets. 
Regular preventive maintenance for generator sets is 
conducted to ensure their working condition and to 
guarantee maximum fuel efficiency.

AllDay also recognizes that the Company can 
contribute to efforts on controlling emissions. With our 
continuous expansion, the vehicles used to transport 
merchandise between stores or to customers are the 
main source of air pollutants from the Company’s 
operations. Through proper inventory planning, AllDay 
aims to optimize the use of delivery vehicles in order 
to reduce the intensity of emissions. In addition, 
company-owned vehicles go through emission testing 
in compliance with the DENR requirements. For leased 
stores, the administrative team of Vistamalls conducts 
in-house physical checking monthly to monitor 
emissions for the entire mall.

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

1 This covers the diesel consumption from stores in Cerritos Mart, Ponti Mart, Tierra Mart, Las Piñas MI, and Cauayan.
2 The data covers the wastes generated from 33 stores. The 34th store in Eastlake was newly opened in December 2021 hence, data from the said store will be 

included in the next reporting year.

516 L
Diesel

Average of

315 kWh
consumed per sqm

Average of

0.22 tCO2e
emitted per sqm

28,478,150 kWh
Electricity

SCOPE 1

1.39 tCO2e
SCOPE 2

20,282.14 tCO2e

302-1

302-3, 305-4

305-1, 305-2



AllDay is conscientious about the efficient use of 
water resources as water is essential to maintain the 
sanitation and cleanliness of all stores.

AllDay’s ice makers are the most water-intensive 
appliance in the store. Next highest use of water in 
our operations is for the maintenance of sanitation and 
cleanliness in the preparation area of fresh items. 

Water is sourced through the mall’s water tanks which 
reliably provide continuous water supply to tenants 

WATER USE

such as our stores. At the same time, AllDay stores are 
connected to the mall’s sewage treatment plants to 
ensure proper management of all effluents.

The Company conserves water resources by 
maximizing the use of the ice maker and ensuring 
faucets are turned off when not in use. Ice makers 
undergo regular preventive maintenance to ensure 
efficient operation. 

3-3, 303-1

73,802 m3

consumed in 2021

303-5



COMMUNITY

AllDay is a conscientious and responsible 
corporate citizen, committed to playing an 
active role in advocating inclusive progress 
and development for our communities. Through 
our drive for sustainable business growth, we 
contribute to the strengthening of harmonious 
relationships within communities.

As part of the Villar Group, AllDay participates 
in the volunteer community programs by the 
Villar SIPAG Foundation. Within AllDay, we 
find avenues and opportunities for our people 
to bolster the spirit of volunteerism and 
community, and practice corporate values inside 
and outside the stores. 



AllDay has come up with initiatives that benefit 
customers, communities, and the environment:

• National Hakot Day
Last September, AllDay chose 10 
participants whose livelihood had been 
adversely affected by the pandemic. 
The chosen participants were given two 
minutes to “hakot” (“load up”) and shop 
for all their essential needs for free. 

• AllRewards +5 points
To encourage customers to use eco-
friendly bags instead of plastics, 
AllRewards members get an additional 5 
points for using their AllDay eco-bag or 
2 points for using other eco-bags.  

• Stepping Stone Coin Bank Partnership 
AllDay supports the Stepping Stone 
Foundation in their aim of helping 
underprivileged special needs children 
get an educational scholarship and 
therapy services. Through coin banks 
placed in our stores, AllDay customers 
can donate to the cause and help out 
the foundation. As of 2021, AllDay has 
collected over PhP15,000 from coin 
banks.

• Christmas Basket Reseller Program
Supporting the entrepreneurial spirit of 
Filipinos, AllDay launched a Christmas 
season project and invited its customers 
to be resellers of pre-packed and 
customized Christmas baskets. There 
were 10 resellers who joined the 
program. They sold 50-100 baskets 
worth a total of PhP16,000.

• Vaccination Promo
In support of the government’s public 
campaign for its COVID-19 vaccination 
program, AllDay offered a PhP200 
discount for fully vaccinated customers 
with minimum of PhP3,000 worth of  
purchases. Around 30,000 customers 
were able to avail of the discount. 

• PH Food Bank Foundation Partnership
AllDay runs a donation program 
to benefit malnourished and 
undernourished people in orphanages, 
schools, churches, and communities. 
The program is implemented through 
a partnership with the PH Food Bank 
Foundation. The Company has donated 
items amounting to PhP364,000 in 2021.

Collected 
PhP15,000 
in 2021

Sold
PhP16,000 total 
worth of baskets
Christmas Basket Reseller Program

Donated 
PhP364,000
worth of Items
PH Food Bank Foundation Partnership



GOVERNANCE

2-9, 2-11STRUCTURE
Our Board of Directors is responsible for the overall management and supervision of the organization. The executive 
officers and management team, meanwhile, cooperate with the Board by preparing appropriate information and 
documents concerning our business operations, financial condition, and results of operations for its review. 
 The Board consists of seven members, of which two are independent directors. All the directors named below were 
elected at the special meeting of the stockholders of the Company held on August 5, 2021. All directors will hold office 
until their successors have been duly elected and qualified.



Manuel B. Villar Jr.
Chairman

Frances Rosalie T. Coloma
Director, President and CEO

Camille A. Villar
Vice Chairman

Manuel  Paolo A. Villar 
Director

Raul Juan N. Esteban 
Independent Director

Jessie D. Cabaluna 
Independent Director

Benjamarie Therese N. Serrano
 Director



AUdIT COMMITTEE

The Audit Committee shall enhance the Board’s oversight capability over the company’s financial reporting, internal 
control system, internal and external audit processes, and compliance with applicable laws and regulations. It shall be 
responsible for the setting up of the Internal Audit Department and for the appointment of the Internal Auditor as well 
as the independent external auditor who shall both report directly to the Audit Committee. It shall monitor and evaluate 
the adequacy and effectiveness of the internal control system. Further, the Audit Committee shall have explicit authority to 
investigate any matter within its terms of reference, full access to and cooperation by management and full discretion to 
invite any director or executive officer to attend meetings, and adequate resources to enable it to effectively discharge its 
functions.

Jessie D. Cabaluna
Chairman

Manuel Paolo A. Villar
Member

Raul Juan N. Esteban
Member

CORpORATE GOvERNANCE COMMITTEE

The Corporate Governance Committee has the duty and responsibility to assist the Board of Directors in the 
performance of its corporate governance responsibilities, including the functions of a nomination and remuneration 
committee. It should be composed of at least three members, at least two (2) of whom shall be independent directors 
including the chairman of the committee.

Raul Juan N. Esteban
Chairman

Raul Juan N. Esteban
Chairman

Jessie D. Cabaluna
Chairman

Manuel B. Villar, Jr.
Member

Benjamarie Therese N. Serrano
Member

Frances Rosalie T. Coloma
Member

Jessie D. Cabaluna
Member

Jessie D. Cabaluna
Member

Raul Juan N. Esteban
Member

RElATEd pARTIES TRANSACTIONS COMMITTEE

The Related Parties Transactions Committee is tasked with reviewing all material related party transactions of the 
company. It should be composed of at least three members, at least two (2) of whom shall be independent directors 
including the chairman of the committe

BOARd RISk OvERSIGhT COMMITTEE

The Board Risk Oversight Committee is responsible for the oversight of a company’s Enterprise Risk Management system 
to ensure its functionality and effectiveness. It should be composed of at least three members, at least two (2) of whom 
shall be independent directors including the chairman of the committee.



The Board of Directors and Management, employees, 
and shareholders, believe that corporate governance 
is a necessary component of what constitutes sound 
strategic business management. 

Directors undergo annual seminars on corporate 
governance which are conducted by a duly recognized 
private or government institute. First-time directors 
are required to attend an orientation program 
which covers topics mandated by the Securities and 
Exchange Commission (SEC) and an introduction of 

ETHICAL BUSINESS PRACTICES

Company Policies 2-23

AllDay implements the following policies as it conducts 
sound business practices:

Conduct of Business and Fair Dealings
The Company expects all employees to exercise 
good judgment to ensure the safety and welfare of 
the Company, and maintain a cooperative, efficient, 
and productive work environment and business 
organization. These standards apply while working on 
Company premises, at offsite locations where Company 
business is being conducted, at Company-sponsored 
business and social events, or at any other place where 
the employee is a representative of the Company.

Whistle-blowing Policy2-25
Any director, officer, manager, or employee may discuss 
or disclose in writing any concern on potential violation 
of the laws and Company policies and procedure. 
Any report covered by this policy may be made to 
the Human Resource Department Head or to the 
President of the Company. 

Open Door Policy 2-25
The Company observes an “open-door” policy which 
is a voluntary process that encourages all employees, 
regardless of rank or role, to communicate with 
management regarding their ideas, suggestions, and 
concerns without fear of censure or reprisals. 

Receipt of gifts from third parties
Under no circumstances may employees accept any 
offer, payment, money, gift, or anything of value from 
customers, vendors, consultants, etc. that is perceived 
as intended, directly or indirectly, to influence any 
business decision. Employees are required to disclose 
names of external parties who are engaged in these 
practices and to surrender to the Company for proper 
disposition, any material object given to them arising 
from similar transactions.

Conflict of Interest 2-15
Each employee has a responsibility to the Company to 
avoid situations where a conflict of interest might occur. 
Employees are required to disclose to the Company 
any interest or benefits they have that may conflict 
with the business or interests of the Company. Board 
Directors are not to use the position to profit or gain 
some benefit or advantage for themselves or their 
related interests. A director should avoid situations that 
may compromise impartiality. If an actual or potential 
conflict of interest may arise on the part of a director, 
he should fully and immediately disclose it and should 
not participate in the decision-making process.
 
Employees are expected to devote their full attention 
to the business interests of the Company. They are 
prohibited from engaging in any activity that interferes 
with the performance of their responsibilities to the 
Company or is otherwise in conflict with or prejudicial 
to the Company. Employees are prohibited from 
accepting simultaneous employment with another 
Company, or with a supplier, customer, or competitor, 
and from taking part in any activity that enhances or 
supports a competitor’s position.

Insider Trading and Related Party 
Transactions
The Board has the overall responsibility in ensuring 
that there is a group-wide policy and system governing 
related party transactions (RPTs) and other unusual 
or infrequently occurring transactions, particularly 
those which pass certain thresholds of materiality. The 
policy includes the appropriate review and approval of 
material or significant RPTs, which guarantees fairness 
and transparency of the transactions. This covers 
all entities within the group, considering their size, 
structure, risk profile and complexity of operations. 
As a rule, employees should also avoid conducting 
Company business with related parties. Willful 
withholding of information regarding a prohibited 
relationship may be subject to corrective action. 

the Company’s business, Articles of Incorporation, and 
Code of Conduct.

 All employees are required to attend the Corporate 
Policy and Code of Conduct Training. For new hires, 
this is part of their onboarding while incumbent 
employees are required to attend a refresher course 
annually. Suppliers and vendors are also properly 
informed of the Code of Conduct and Anti-Corruption 
Policies that they must comply with.



Anti-Corruption 
3-3, 205-2, 205-3

AllDay aims to cultivate a workplace with honesty 
and transparency, and the company promulgates a 
clear Policy on Anti-Corruption that prohibits 
employees to pay bribes, kickbacks or compensation to 
Government officials and employees, political parties 
and or business partners. Facilitating payments or 
gifts of this nature will be subject to corrective action.
Indeed, transparency is central to AllDay’s corporate 
governance. The Board is expected to disclose 
material information dealings through appropriate 
disclosure mechanisms in the Securities and Exchange 
Commission for the interest of its stockholders and 
other stakeholders.

100% 
of employees, directors, 

and business partners 
are communicated 

and trained on anti-
corruption policies and 

procedures

Zero
incidents of corruption 

in 2021

Regulatory 
Compliance 3-3, 205-2, 205-3

Directors, managers, and employees shall have a 
working knowledge of the statutory and regulatory 
requirements that affect the Company, including its 
articles of incorporation and by-laws, the rules and 
regulations of the Securities and Exchange Commission 
(SEC) and, where applicable, the requirements of 
relevant regulatory agencies. 

Everyone is expected to comply with Philippine laws, 
which include laws on employment, health and safety, 
discrimination, environment, trade practices, intellectual 
property, data privacy, financial reporting, bribery, 
corruption, and sanctions. 

Zero fines and sanctions for non-
compliance with environmental 
and socioeconomic laws and 
regulations



AllDay’s business operations are subject to various laws, 
rules and regulations that have been promulgated for 
the protection of the environment which includes the 
following:

1. Presidential Decree 1586 (Philippine 
Environmental Impact Statement System)

2. Republic Act No. 9275 (Clean Water Act of 
2004)

3. Presidential Decree No. 1067 (Water Code)

4. Republic Act No. 8749 (Clean Air Act of 1999)

5. Republic Act No. 6969 (Toxic Substances and 
Hazardous and Nuclear Waste Act of 1990)

6. Republic Act No. 9003 (Ecological Solid Waste 
Management Act of 2000)

7. Presidential Decree No. 856 (Code on 
Sanitation of the Philippines)

8. Republic Act No. 4850 (Laguna Lake 
Development Authority Act of 1966)

AllDay believes it has materially complied with all 
applicable laws, rules, and regulations at all relevant 
times, and has established a strong compliance 
culture to ensure that all requirements, permits, and 
approvals are obtained in a timely manner. Permits and 
approvals are monitored on a regular basis to ensure 
they are renewed and maintained properly. Regular 
communication with relevant regulators also enables 
the Company to monitor regulatory changes and 
ensure it can comply with new regulatory requirements 
on a timely basis.

For instance, AllDay is in full compliance with 
environmental laws and LGU initiatives to eliminate 
single-use plastics. Recognizing that single-use plastics 
contribute to the growing solid-waste problem of 
highly urbanized cities, many LGUs have come up with 
local ordinances to regulate their use and distribution. 
 
AllDay considers this as an opportunity to continue 
our own efforts towards a zero-waste business. 
As responsible advocates for the environment, we 
encourage shoppers to purchase and make use of 
AllDay’s reusable shopping totes through promotions, 
discounts, and freebies.
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STANDARD DISCLOSURE LOCATION OMISSION

General Disclosure

GRI 2: GENERAL 
DISCLOSURES 
2021

The Organization and its Reporting Practices

2-1 Organizational details 10

2-2 Entities included in the organizations’s sustainability reporting 11

2-3 Reporting period, frequency and contact point

January 1 to December 31, 2021 
Annual 
Emerito M. Purisima Jr. (Investor 
Relations Officer)

2-4 Restatements of information None

2-5 External assurance This report is not assured by a 
third-party organization.

Activities and Workers

2-6 Activities structure and composition 10, 12, 13

2-7 Employees 29

2-8 Workers who are not employee Not applicable
Monitoring includes 
regular and probationary 
employees only

Governance

2-9 Governance structure and composition 46

2-10 Nomination and selection of the highest governance body 2021 AllDay Marts, Inc. IACGR

2-11 Chair of the highest governnance body Manuel B. Villar, Jr.

2-12 Role of the highest governance body in overseeing the manage-
ment of impacts 46

2-13 Delegation of responsibility for managing impacts 2021 AllDay Marts, Inc. IACGR

2-14 Role of the highest governance body in sistainability reporting. 2021 AllDay Marts, Inc. IACGR

2-15 Conflict of interest AllDay Manual of Corporate 
Governance p.2-15

2-16 Communication of critical concerns 2021 AllDay Marts, Inc. IACGR

2-17 Collective knowledge of the  highest governance body 2021 AllDay Marts, Inc. IACGR

2-18 Evaluation of the performance of the highest governance body 2021 AllDay Marts, Inc. IACGR

2-19 Renumeration policies 2021 AllDay Marts, Inc. IACGR

2-20 Process to determine renumeration 2021 AllDay Marts, Inc. IACGR

2-21 Annual total compensation ratio AllDay Annual Report 2021 p.2-21

Strategy, Policies and Practices

2-22 Statementon sustainable development strategy 4-5

2-23 Policies commitments 8, 9, 12, 16, 17 48 

2-24 Embedding policy commitment 2021 AllDay Marts, Inc. IACGR

2-25 Processes to remediate negative impacts 36

2-26 Compliance with laws and regulaions 36

2-27 Membership association 49

GENERAL DISCLOSURES

Statement of use AllDay Marts Inc. has reported the information cited in this GRI content index for the period January 1, 2021 to 
December 31, 2021 with reference to the GRI Standards

GRI 1 used GRI 1: Foundation 2021

GRI CONTENT INDEX

https://corporate.allday.com.ph/wp-content/uploads/2021-AllDay-Marts-Inc.-Integrated-Annual-Corporate-Governance-Report.pdf
https://corporate.allday.com.ph/wp-content/uploads/2021-AllDay-Marts-Inc.-Integrated-Annual-Corporate-Governance-Report.pdf
https://corporate.allday.com.ph/wp-content/uploads/2021-AllDay-Marts-Inc.-Integrated-Annual-Corporate-Governance-Report.pdf
https://corporate.allday.com.ph/corporate-governance/manual-of-corporate-governance/
https://corporate.allday.com.ph/corporate-governance/manual-of-corporate-governance/
https://corporate.allday.com.ph/wp-content/uploads/2021-AllDay-Marts-Inc.-Integrated-Annual-Corporate-Governance-Report.pdf
https://corporate.allday.com.ph/wp-content/uploads/2021-AllDay-Marts-Inc.-Integrated-Annual-Corporate-Governance-Report.pdf
https://corporate.allday.com.ph/wp-content/uploads/2021-AllDay-Marts-Inc.-Integrated-Annual-Corporate-Governance-Report.pdf
https://corporate.allday.com.ph/wp-content/uploads/2021-AllDay-Marts-Inc.-Integrated-Annual-Corporate-Governance-Report.pdf
https://corporate.allday.com.ph/wp-content/uploads/2021-AllDay-Marts-Inc.-Integrated-Annual-Corporate-Governance-Report.pdf
https://corporate.allday.com.ph/wp-content/uploads/ALLDY-Annual-Report-2021.pdf
https://corporate.allday.com.ph/wp-content/uploads/2021-AllDay-Marts-Inc.-Integrated-Annual-Corporate-Governance-Report.pdf


STANDARD DISCLOSURE LOCATION OMISSION

Economic Performace

GRI 3: MATERIAL TOP-
ICS 2021

3-3 Management of material topics 24,-27

GRI 201: Economic Per-
formance 2016

201-1 Direct economic value generated and distributed 24

201-3 Defined benefit plan obligations and other retirement plans AllDay Annual Report 2021

Tax

GRI 3: MATERIAL TOP-
ICS 2021

3-3 Management of material topics 28

GRI 207: TAX 2019

207-1 Approach to tax 28

207-2 Tax governance, control and risk management 26

207-3 Stakeholder engagement and management of concerns related 
to tax 15

207-4 Country-by-country reporting 26

Responsible Supply Chain & Procurement Practices

GRI 3: MATERIAL TOP-
ICS 2021

3-3 Management of material topics 39

GRI 204: PROCUREMENT 
PRACTICES 2016

204-1 Proportion of spending on local suppliers 39

GRI 3: MATERIAL TOP-
ICS 2021

3-3 Management of material topicsh 39

GRI 308: SUPPLIER 
ENVIRONMENTAL AS-
SESSMNET 2016

308-1 New suppliers that were screened using environmental criteria 39

GRI 3: MATERIAL TOP-
ICS 2021

3-3 Management of material topics 39

GRI 414: SUPPLIER SO-
CIAL ASSESSMENT 2016

414-1 New suppliers that were screened using social criteria 39

Customer Satisfaction

Health and Safety

GRI 3: MATERIAL TOP-
ICS 2021

3-3 Management of material topics 18, 22

GRI 417: CUSTOMER 
HEALTH AND SAFETY 
2016

416-1 Assessment of the health and safety impacts of products and 
service categories 22

416-2 Incidents of non-compliance concerning the health and safety 
impacts of products and services 22

TOPIC SPECIFIC DISCLOSURE

GENERAL DISCLOSURES

GRI 2: GENERAL 
DISCLOSURES 
2021

Stakeholder Engagement

2-28 Approach to stakeholder engagement 15

2-29 Collective bargaining agreements 36

Material Topics

GRI 3: MATERIAL 
TOPICS 2021

3-1 Process to determine material topics 12-13

3-2 List of Material Topics 24

GRI CONTENT INDEX

https://corporate.allday.com.ph/wp-content/uploads/ALLDY-Annual-Report-2021.pdf


STANDARD DISCLOSURE LOCATION OMISSION

Customer Satisfaction

Marketing and Promotions

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 20, 23 

GRI 417: MARKETING 
AND LABELING 2016

417-2 Incidents of non-compliance concerning product and service informa-
tion and labelling 23

417-3 Incident of non-compliance concerning marketing communications 23

Data Protection and Cyber Security

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 21

GRI 418: CUSTOMER 
PRIVACY 2016

418-1 Substantiated complaints concerning breaches of customer privacy and 
losses of customer data 21

Employment

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 29

GRI 405: DIVERSITY 
AND EQUAL OPPOR-
TUNITY 2016

405-1 Diversity of governance bodies and employees 28

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 30

GRI 401: EMPLOY-
MENT 2016

401-1 New employee hires and employee turnover 28

Local Employment

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 30

GRI 202: MARKET 
PRESENCE 2016

201-1 Ratios of standard entry level wage by gender compared to local 
minimum wage

1:1 (in Mega Manila); 7:5 (in 
Luzon and Visayas), 3:1 (in 
Mindanao)

201-2 Proportion of senior management hired from the local community 100% are Filipino locals

Training and Development

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 35

GRI 404: Training anf 
Education 2016

404-1 Average hours of training per year per employee 35

404-2 Programs for upgrading employee skills and transition assistance 
program 35

404-3 Percentage of employee receiving regular performance and career 
development reviews 35

Well-being

Benefits

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 30

GRI 401: EMPLOY-
MENT 2016

401-1 Benefits provided to full-time employees that are not provided to 
temporary or part-time employees 30

401-2 Parental Leaves 30

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX



STANDARD DISCLOSURE LOCATION OMISSION

Well-being

Human Rights

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 31

GRI 402: LABOR/ 
MANAGEMENT 
RELATIONS 2016

402-1 Minimum notice periods regarding operational changes 1 week

Occupational Health and Safety

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 32

GRI 403: Occu-
pational Health & 
Safety 2018

403-1 Occupational health and safety management system 32

403-2 Hazard identification, risk assessment, and incident investigation 32

403-3 Occupational health services 32

403-4 Worker participation, consultation, and communication on occu-
pational health and safety 32

403-5 Worker training on occupational health and safety 33

403-6 Promotion of worker health 32

403-7 Prevention and mitigation of occupational health and safety 
impacts directly linked by business relationship 33

403-8 Workers covered by an occupational health and safety system 32

403-9 Work-related injuries 32

403-10 Work-related ill health 33

Community

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 40

GRI 203: INDI-
RECT ECONOMIC 
IMPACTS 2016

203-1 Infrastructure investments and services supported 41

203-2 Significant indirect economic impacts 25, 45

Energy 

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 38

GRI 302: ENERGY 
2016

302-1 Energy consumption within the organization 38

302-4 Reduction of energy consumption 38

GRI 305: EMIS-
SIONS 2016

305-1 Direct (Scope 1) GHG emissions 38

305-2 Energy indirect  (Scope 2) GHG emissions 38

305-5 Reduction of GHG emissions 38

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX



STANDARD DISCLOSURE LOCATION OMISSION

Water Use

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 39

GRU 303: WATER 
AND EFFLUENTS 
2018

303-1 Interactions with water as a shared resource 39

303-2 Management of water discharge-related impacts Not applicable Discharges are managed 
by Vista Malls

303-5 Water Consumption 39

Waste Management

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 37

GRI 306: WASTE 
2020

306-1 Waste generation and significant waste-related impacts 37

306-2 Management of significant waste-related impacts 37

306-3 Waste generated 37

Ethical Business Practices

GRI 3: MATERIAL 
TOPICS 2021

3-3 Management of material topics 45

GRI 205: AN-
TI-CORRUPTION 
2016

205-1 Operations assessed for risked related to corruption AllDay Annual Report 2021 p.63

205-2 Communication and training about anti-corruption policies and 
procedure AllDay Annual Report 2021 p.63

205-3 Confirmed incidents of corruption and actions taken AllDay Annual Report 2021 p.63

TOPIC SPECIFIC DISCLOSURE

GRI CONTENT INDEX

https://corporate.allday.com.ph/wp-content/uploads/ALLDY-Annual-Report-2021.pdf
https://corporate.allday.com.ph/wp-content/uploads/ALLDY-Annual-Report-2021.pdf
https://corporate.allday.com.ph/wp-content/uploads/ALLDY-Annual-Report-2021.pdf


Multiline and Specialty

STANDARD DISCLOSURE LOCATION

Multiline and Specialty Retailers & Distributors

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

CG-MR-000.A 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 41

Data Protection and Cyber Security

Data Security
CG-MR-230.1 Description of approach to identify and addressing data security risks 38

CG-MR-230a.2 (1) Number of data breaches, (2) percentage involving personally identifi-
able information (P11), (3) number of customers affected 38

Employment

Labor Practices

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

CG-MR-310a.2 (1) Voluntary and (2) involuntary turnover rate fo in-store employees 29

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

Workforce DIvesity & Inclu-
sion

CG-MR-310a.1 Percentage of gender and racial/ethnic group representation for (1) man-
agement and (2) all other employment discrimiation 29, 47

CG-MR-310a.2 Total amont of monetary losses as result of legal proceedings associated 
with employment discrimination Zero monetary losses

Impacts of Products and Packaging

Products Sourcing, Packaging 
& Marketing

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

CG-MR-410a.2 Discussion of processes to assess and mange risks and/or hazards associat-
ed with chemicals in products 23

CG-MR-410a.3 Discussion of strategies to reduce the enviromental impact of packaging 43

SASB CONTENT INDEX
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