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ABOUT THIS 
REPORT
This Impact Report is the first edition of impact 
reporting for hugo, in which we establish an initial 
impact dataset, share our performance to date, and 
set our commitments to bettering our impact for years 
to come. Unless otherwise noted, the majority of the 
information in this report corresponds to an initial 
reporting period of January 2020 to June 2021.

The report has been prepared by our Strategy and 
Impact team as part of a company-wide initiative called 
hugoImpact and has been produced in collaboration 
with C-Level leadership, external advisors, and the 
vision of the United Nations and their Objectives for 
Sustainable Development (SDGS).

To develop this report, we began with a 
comprehensive analysis of our business to identify 
each of the products and services that we offer as well 
as related financial, human, and operational resources. 

After, we analyzed the stakeholder groups impacted 
in our value chain and their corresponding needs and 
expectations. Lastly, we identified the relevant themes 
and indicators to illustrate the impact that we generate 
as a business for each stakeholder as well as the 
alignment of our activities with the SDGs.

With the publication of this report, we establish and 
share the data available for relevant themes for our 
stakeholders as well as suggest the future indicators 
and objectives we will continue to report on. We plan 
to reissue this report in Quarter 1 of 2022 with updated 
metrics pertaining to the 2021 calendar year, and 
thereafter will report on a calendar-year basis. 

For more information or questions about this report, 
please contact us at the following email address:
impact@hugoapp.com.

©️ 2021 hugo. All Rights Reserved.
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We are the first and only Central American SuperApp, 
created in El Salvador in 2016 by three Salvadoran 
entrepreneurs with a vision to digitally transform the 
region. Since then, hugo has expanded to 6 countries 
and more than 40 cities and has an ambitious goal to 
be the most conscious SuperApp in the world.

ABOUT US

Part 1: Introduction / About us
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PURPOSE
To build the digital pathway to 
improve our future. 

VISION

MISION

To be a plataform that simplifies your life to 
unleash your potential.

We generate happiness in every tap, 
connecting you with your favorite products 
and services in one place.

7
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OUR
VALUES

INNOVATION
We are addicted to innovation. We 

challenge the status quo and create 
the unexpected.

EXCELLENCE
We are unstoppable. We have a laser 
focus on what we’re doing each day, 

knowing that the details are what 
makes the difference.

PASSION
We are passionate about fulfilling 
dreams. We make the impossible 

come true.

COMMITMENT
We are the creators of our own 
future, committed as a team to 

make things happen.

IMPACT
We are free to build a sustainable world, co-creating 
the bridges that impact the future of our community.

©️ 2021 hugo. All Rights Reserved. 8
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We believe that impact determines industry 
leadership. I hope that this report serves as a 
transparent baseline of our commitments and 
plans, and that through sharing this we inspire 
the sector and the region to track and improve 
impacts of all forms. hugo has made history in 
many ways, but I am sure that our most enduring 
legacy comes from our commitment to making 
an impact here at home — in Central America.

I want to thank each and every member of 
the “purple family” that makes our impact 
possible, and in particular the hugoImpact team 
for building and sustaining a culture positive 
change. It is a true pleasure to count on a team 
of more than 800 young people in the region 
who share the same desire to improve our 
present reality and co-create our shared future.

I am thrilled that we’ve built the first and only 
Central American SuperApp, and I challenge us 
to be even more “super” every day. Let’s seek to 
do the right thing, for our own communities and 
for future generations. 

“Con todo”, 

Alejandro Argumedo
CEO and co-founder hugo

When hugo first emerged in 2017, there were 
virtually no on-demand delivery apps anywhere 
in the region. At that time, I knew hugo could be 
a platform that would transform many people’s 
everyday lives, but that in order to change the 
culture and achieve that, we were going to face 
many challenges along the way. Looking back 
on our journey toward becoming the Central 
American SuperApp, it fills me with pride to 
know that we have a big impact story to tell.

In hugo, we believe that every one of us 
generates impact. Our commitment to impact 
comes from a personal desire to show the world 
that here in Central America there is talent, and 
that from here we can do great things. For hugo, 
greatness isn’t just about the economic bottom 
line; it’s also about the social and environmental 
impacts that we generate as a company. 

We also believe that impact begins at home. I 
want to extend my gratitude to every merchant, 
driver, and client that uses hugo to resolve their 
everyday needs — thank you for believing in us 
and for believing in Central American innovation. 
Together we have created a new ecosystem, 
made by Central Americans and for Central 
Americans, to simplify our lives and unleash our 
potential.

CEO
Letter

Part 1: Introduction / CEO Letter
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Organizational Profile

Our Size

Legal Entity

HUGO TECHNOLOGIES, SOCIEDAD ANÓNIMA DE 
CAPITAL VARIABLE, which can be abbreviated as 
HUGO, S.A. DE C.V., is a Salvadoran company with its 
headquarters in San Salvador, El Salvador. 

It operates in the technology sector in both web 
and mobile software development as well as in the 
transportation, logistics, and the massive commercial sale 
and distribution of food, drinks, and all supermarket and 
restaurant products, among others. The company was 
founded in El Salvador in October 2016.

hugo has raised $24.2MM USD to date. In its latest financial reports, total revenue 
of the company in 2020 increased significantly from 2019 by 266%, caused by 
regional organic growth as well as the launch of two new markets: Dominican 
Republic and Nicaragua (both of which were launched in the second half of 2019). 
These successes also contributed to the increased net income of the company 
which rose by 205% in 2020.

Hugo, S.A. de C.V.
(also known as hugo)
Variable Capital Corporation

Edificio Holcim Nivel 5, Avenida El Espino,
Urbanización Madreselva, Tercera Etapa, Antiguo
Cuscatlán, La Libertad, El Salvador.

+503 2247-8100 

www.hugoapp.com

13
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Corporate Structure
We operate in 6 countries: El Salvador, Guatemala, Honduras, Nicaragua, Dominican Republic and Jamaica, 
with presence in 40 cities. We operate as the following entities in each country:

Learn more
Hugo Technologies S.A., Nicaragua, est. 2019

Hugo Technologies S.R.L., República Dominicana, est. 2019

Hugo App Limited, Jamaica, est. 2020

Check out our website to see the latest 
information on the cities we operate in and 
the services we provide.

2017 2019 2021
El Salvador Nicaragua Jamaica� � �2018 2020

Honduras
Guatemala

República
Dominicana

�
� �

Hugo S.A. de C.V., El Salvador, est. 2016

Hugo Technologies S.A., Guatemala, est. 2017

Hugo Technologies S.A. de C.V., Honduras, est. 2018

Part 1: Introduction / What is hugo?
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Our Organization LEADERSHIP 
STATS

34%

77%

92%

WOMEN

YOUNG PROFESSIONALS
(UNDER 35 YEARS OLD)

CENTRAL 
AMERICANS

©️ 2021 hugo. All Rights Reserved.

Rodrigo Tona

Federico Handal

Roberto Sierra
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Our People
We’re a team of people in love with innovation. For us, creativity is a lifestyle 
and each challenge pushes us to rethink the status quo. 

In hugo each employee generates solutions under the pretense of providing 
unforgettable experiences for our clients. Our leaders build high-performance 
teams that know how to adapt to change, set trends, stay curious, and above 
all make things happen.

We build the digital future by being innovation-obsessed, staying committed 
to excellence, stoking a passion to make dreams come true, and inspiring 
one another to co-create our future by generating lasting impact in our 
communities. 

STATS ABOUT OUR TEAM

16

95%
Central Americans 

46%
Women

72%
Young people 

(under 30 
years old)

29
years

Average age

Part 1: Introduction / What is hugo?



©️ 2021 hugo. All Rights Reserved. 17

Part 1: Introduction / What is hugo?



Mobile application for on-demand delivery that 
connects merchants with end customers, meeting 

the everyday needs of our clients. hugoDelivery 
provides services to restaurants, supermarkets, 

pharmacies, and convenience stores. 

In this business line we also operate our own brands 
in El Salvador such as Freshly (the digitalization of 

municipal farmers’ markets), hugoMarket (our virtual 
supermarket) and hugo2Go (convenience stores that 

offer rapid on-demand delivery of products). 

E-Commerce platform that allows 
thousands of merchants to offer their 
products and services through hugo.

Technology service provider for entrepreneurs and 
businesses of all sizes, offering services such as B2B 

and B2C delivery logistics, e-commerce tools, 
inventory management, online billing and payments, 

white label software, and warehouse storage. 

Online ticketing for entertainment and tourism. 
hugoFun offers ticket sales, event production, and 
event services for entertainment, tourism, sports, 
raffles, and more.

Digital financial services such as 
hugoCash, peer to peer transactions, 
B2B payment gateway, bill payment, 
hugo debit card, QR-code 
point-of-sale (POS) systems, and 
cash back with affiliated businesses. 

Transportation services that offer clients VIP 
individual and group transit experiences, as 
well as the functionality of an on-demand 
courier service called Mandaditos.

Investment arm of hugo that was created with the 
mission to accelerate the growth of Central 
American entrepreneurs, start-ups, and businesses. 
Services offered include research, valuation, capital 
raise, investment, and mergers and acquisitions.

Our Services:

STATS ABOUT OUR WORK

The mission of becoming a SuperApp has led us 
to design and launch a range of business lines 
that have enabled us to diversify our portfolio of 
products and services and fulfill the everyday 
needs of our clients in the communities where 
we operate.

Business lines

hugo brands 
(hugoMarket + hugo2Go)

Invested in impact-
oriented projects through 
of our business lines

©️ 2021 hugo. All Rights Reserved.
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2

US $2.2MM 
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The services within hugo’s ecosystem include:
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Reporting 
Approach 

Relevant Themes
The reflection process to identify relevant themes for our reporting 
has been a collaborative process between the hugoImpact team, 
C-level leadership, external advisors, and the vision of the United 
Nations under their Sustainable Development Goals (SDGs).
To develop this report, we began with a 
comprehensive analysis of our business, identifying 
each of the products and services that we offer as 
well as related financial, human, and operational 
resources. 

After, we analyzed the stakeholder groups impacted 
in our value chain and their corresponding needs 
and expectations. Lastly, we identified the relevant 
themes and indicators to illustrate the impact that we 
generate as a business for each stakeholder as well 
as the alignment of our activities with the SDGs.

We present the following figure to demonstrate the 
interconnection between the relevant themes that 
we have identified for the content of this report; their 
relation with human, social, productive, natural, and 
financial value; and their alignment with the global 
development goals according to the United Nations.

19©️ 2021 hugo. All Rights Reserved.
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RELEVANT THEMESLEYEND

Board management, composition, 
structure, and function

Processes to define corporate 
strategy

Processes to respond to 
shareholders

Processes to supervise the 
management of the company

Processes to supervise and 
evaluate company executives

Remuneration and bonus policy for 
executives and employees

Sustainable practices that 
incorporate information about 
impact in the reporting cycle

Gender equality 

Strategies to ensure legal 
compliance

1. GOVERNANCE
1.1  Good Governance

1.2  Ethics and Integrity

SDG 10 SDG 12 SDG 13 SDG 16 SDG 17SDG 2 SDG 4 SDG 5 SDG 8 SDG 9

Human
Value

Natural
Value

Productive
Value

Social
Value

Financial
Value

Part 1: Introduction / Reporting Approach
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Plans for making available the company’s 
capacity to generate social value

Compliance with the right to competition

Intellectual property protection

Promotion of dignity and equality

 Promotion of workplace security

Promotion of physical health and biosecurity

 Promotion of workplace wellness

Promotion of social dialogue

1.3  Shared Value Generation

2.1  Labor Practices

2. EMPLOYEES

Strategies for human capital 
development

2.2  Skills and Knowledge

Fiscal policy

RELEVANT THEMESLEYEND

Human
Value

Natural
Value

Productive
Value

Social
Value

Financial
Value

SDG 10 SDG 12 SDG 13 SDG 16 SDG 17SDG 2 SDG 4 SDG 5 SDG 8 SDG 9
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 Strategies to increase commitment 
and integration

Talent attraction and retention

2.3 Talent Management

3.1  Merchants

3.2. Drivers

3. USERS

3.3 Clients

3.4 Cybersecurity

Strategies for competencies development, in 
particular technical and professional skills that 
support access to opportunities, decent work, 
and entrepreneurship

Strategies for improving the working 
environment and culture

Strategy to generate value for merchants

Strategy to generate value for drivers

Strategy to generate value for clients

 Information security policy and 
management

RELEVANT THEMESLEYEND

Human
Value

Natural
Value

Productive
Value

Social
Value

Financial
Value

SDG 10 SDG 12 SDG 13 SDG 16 SDG 17SDG 2 SDG 4 SDG 5 SDG 8 SDG 9
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Human-rights oriented labor policies and 
practices for suppliers in the value chain

Strategy for user-driven innovation 
for products and services

Communication about the 
management of personal informationl

Protection and privacy of personal 
information 

Information systems risk 
management

3.5 User Protection

3.6 Innovation Management

4.1  Suppliers

4. COMMUNITIES

4.1  Local Communities

Advertising standards

Selection process of suppliers

Strategy to learn and address needs 
of the community

Development and implementation of 
social impact projects

RELEVANT THEMESLEYEND

Human
Value

Natural
Value

Productive
Value

Social
Value

Financial
Value

SDG 10 SDG 12 SDG 13 SDG 16 SDG 17SDG 2 SDG 4 SDG 5 SDG 8 SDG 9
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Circular economy strategy

Environmental management system 
and policies

5.1  Environmental Management

5. ENVIRONMENT

5.2  Climate Change

Management model for climate change 
including policies, strategies, plans, 
and objectives

RELEVANT THEMESLEYEND

Human
Value

Natural
Value

Productive
Value

Social
Value

Financial
Value

SDG 10 SDG 12 SDG 13 SDG 16 SDG 17SDG 2 SDG 4 SDG 5 SDG 8 SDG 9
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Stakeholder Engagement
During the reporting period, we made it a priority to explore 
the needs and interests of our stakeholders through a survey 
to better understand their expectations about hugo’s impact.

In July 2020, we surveyed our employees and users 
(merchants, drivers, and clients) to define the priorities for 
hugoImpact. We were able to hear from over 12K clients, 25 
business, 450+ drivers, and 145 employees throughout the 
region which provided us valuable information that determined 
many of the initiatives that we share in this report.

Additionally, in March 2021, we selected members of the 
hugoImpact Committee, composed of 32 employees that 
represent various administrative areas and business lines 
across each country where we operate. We presented our 
initiatives and plans and received their feedback before 
launching hugoImpact to the public in April 2021.

In May 2021, we hosted country-specific “ImpactLab” 
meetings open to all employees to generate ideas and 
suggestions about the application of our initiatives in each 
country. We were able to meet with 350 employees across 6 
countries, thus leading to better adaptation of our initiatives 
to the interests and causes identified by the employees that 
represent the communities we serve.

Given this input, we formed an impact strategy that considered 
each of our stakeholder groups. We plan to execute another 
survey before the close of 2021 to improve our impact 
performance and ensure that our activities continue to meet 
the expectation and needs of our stakeholders. 

For this reason, the first Impact Area we focus on in this report 
are our Governance practices, followed by a dedicated chapter 
for each of our stakeholder groups as well as the environment.

25©️ 2021 hugo. All Rights Reserved.
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About hugoImpact

Vision 2025

The hugoImpact initiative was introduced 
internally in June 2020 and established a team 
in December 2020.

hugoImpact Mission:

hugoImpact Beliefs

To inspire each area of the company to generate 
value and positive impacts and together co-
create sustainable technology solutions that 
help change the world.

We all make an impact

Impact begins locally

Impact determines industry leadership

We understand that we generate 
impacts with every decision we make 
in the company; and for this reason, 
improving our impact is an everyday 
job and shared by each member of our 
team.

It is our responsibility to assure that we 
are generating positive impact within 
the company and for the people that 
we serve. 

We prioritize local relationships and 
local partnerships, ensuring that we 
are empowering other entrepreneurs, 
organizations, and causes that promote 
the rights of the communities where 
we operate.

In hugo, impact is not simply charity or 
risk management; it is an opportunity 
to create value and transform the 
industry. 

We seek opportunities to demonstrate 
the positive changes that the 
technology sector can make and we 
consider this report as a way to share 
what we have learned and challenge 
ourselves to be even better and more 
responsible leaders in the digital 
revolution. 

We highlight the following components of 
hugoImpact’s strategy to frame the motivations 
of this report:

hugoImpact is a company-wide initiative within 
the area of Strategy and Impact that monitors 
and improves hugo’s impact for our employees, 
users, communities, and the planet.

You can learn more about our initiatives and 
commitments at our website 
https://impact.hugoapp.com/

We have committed ourselves to the following ambitious goals to generate even greater impact by 2025. Our commitments are:

hugoImpact Vision:
To be the most conscious SuperApp in the 
world, leveraging technology to improve the 
quality of life in the communities where we 
operate.

Read more

Part 1: Introduction / Reporting Approach
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Development of the hugoImpact brand

hugoImpact is a brand developed under 
hugo’s graphic and language design 
guidelines, with the mission of reinforcing 
the brand’s bold and daring personality.

One of the design criteria was that it 
would not only communicate charity 
or social responsibility, but also 
demonstrate the sense of change, 
disruption, and transformation that we 
want to achieve with a company-wide 
focus on impact.

The logo consists of an asterisk-shaped 
icon that represents change through 
transforming the traditional, uniting 
hugo’s distinctive products and people to 
take action, and generating an impact on 
the community.

The brand seeks to be adaptive to all 
channels and formats and is the basis for 
the sub-brands of hugoImpact.

Part 1: Introduction / Reporting Approach
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Initiative Overview
All of our impact initiatives reflect our commitment to the triple 
bottom line of environmental, social and governance (ESG) impacts, 
which helps us build a more sustainable, viable and equitable 
business.

Here, we summarize the impact initiatives that we have launched to 
date, categorized according to the ESG philosophy. 

Impact 
Overview

©️ 2021 hugo. All Rights Reserved.
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% reflects the implementation progress of the initiative

Part 1: Introduction / Impact Overview

Governance Social Environmental

80%100% 80%hugoImpact Committee 
Diverse group of employees who 
support the planning and 
implementation of hugoImpact 
projects across the region

hugoScholars
Technology education and 
university scholarships for youth 
who want to lead the digital 
revolutionl

hugoClubhouse
Community space and 
customer care center for users 
(i.e. drivers, merchants)

Impact Intelligence
Precision measurement and 
reporting on our impact 
indicators

hugoRecupera
Food recovery logistics and 
donations program

Impact
Communications 
Media efforts (i.e. impact website, 
this report) to share about our 
journey toward becoming the most 
conscious SuperApp in the world

¡Con Todo! 
Program
Business incubator for “local 
heroes”; promising micro, small, 
and medium businesses who 
generate a local impact

Better Bag Initiative
Project to improve responsible 
production and consumption 
practices in the delivery industry

Sustainable Offices
Roadmap to implement 
sustainable practices in all hugo 
offices across the region

hugoNeutro
Action plan  to achieve the 
goal of being 100% carbon 
neutral by 2025

hugoRecicla
Program that seeks to incentivize 
and develop a culture of recycling 
in the region

50%

40%

30%

30%

20% 20%

20%

70%
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Indicators Summary

We tracked 117 indicators to prepare this report, 
of which 65 (or 56%) are directly aligned with the 

United Nations’ Sustainable Development Goals.  

Summary of Indicators and the United Nations’ 
Sustainable Development Goals (SDGs)

Indicators related to SDG 8: 
Decent Work and Economic Growth

Indicators related to SDG 17: 
Partnerships to Achieve the Goals

Indicators related to SDG 5:
Gender Equality

Indicators related to SDG 12: 
Responsible Consumption and Production

Indicators related to SDG 4:
Quality Education

Indicators related to SDG 13:
Climate Action

Indicators related to SDG 9:
Industry, Innovation and Infrastructure

Indicators related to SDG 16: 
Peace, Justice and Strong Institutions

Indicators related to SDGS 2:
Zero hunger

39

7

6

5

2

2

2

1

1

Indicators tracked for 
this report

117

Indicators related to 
the SDGs

65

total SDGs covered 
by our impact 

strategy

9

of all indicators are 
related to the SDGs

56%

of the 17 SDG themes are 
covered by our impact strategy

53%

Part 1: Introduction / Impact Overview
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Impact Overview
We aim for an impact strategy that responds to each of our stakeholder groups, and we hold the vision to improve and amplify the impact with each year. 
For the current report, we summarize our impact with the following indicators and their relationship with our stakeholders:

INVESTORS
17 indicators

EMPLOYEES
26 indicators
10 impact initiatives

USERS | MERCHANTS
12 indicators
4 impact initiatives

USERS | DRIVERS
25 indicators
5 impact initiatives

USERS | CLIENTS
14 indicators

USERS | COMMUNITIES
16 indicators 
5 impact initiatives

INDICATORS

US$21.7MM

46%

+US1MM

7,648

40

14,385

95%

+500K

3,432

US$24,987

10,751

US$72K

77%

39%

US$27,483

25% 57% 349 US$16,500 93.49%

93.85%

US$7,910

72%

54%

89%

97

19%

590

88.73%

5,345

US$189K

50 US$2.2MM
capital raised in the 

reporting period

of our 
employees are 

women

registered clients

registered 
merchants across 

the region

cities in 6 
countries

registered 
drivers across 

the region

of our employees 
are Central 
American

new registered clients 
since the onset of the 

pandemic

new merchants 
registered since the 

onset of the pandemic

nvested in hugoScholars, benefitting 
1,531 students through a technology and 

entrepreneurship education program

new registered drivers 
since the onset of the 

pandemic

invested in the 
development of 
our employees

of clients 
are under 35 

years old

of annual revenue 
comes from MSME 

transactions

donated by hugo toward 
non-profit organizations

between 15-30 
hours per week

connect less than 15 
hours per week

exclusive benefits 
and discounts 

offered throughout 
the region

investment in the creation 
of hugoClubhouses in the 

region

customer 
satisfaction level 

for the Driver App

customer 
satisfaction level 

for the Partner App

 invested in 
hugoNeutro

of our employees are 
under 35 years old

of clients are 
women

of merchants are micro, 
small, or medium 

enterprises (MSMEs)

non-profit organizations 
have raised $49,210 through 

hugoCare

of drivers are 
connected 30+ 
hours per week

new employees since 
the onset of the 

pandemic

customer satisfaction 
level for customer 
experience calls

of entrepreneurs have 
benefited from our 

technology tools to date

 investment in the 
purchase of Better 

Bags

50 investors across 
16 countries

invested in impact projects 
across our business lines

©️ 2021 hugo. All Rights Reserved.
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The Future of Impact
In pursuit of constantly improving our impact for all people in our ecosystem, the 
following initiatives are in our immediate action plan and aim to generate more 
impact for our employees and the communities where we operate. 

Below, we present the upcoming priorities and plan to share our progress in the 
next report:

Identify comprehensive impact strategies for each business line, ensuring that 
the goals of hugoImpact are present in the DNA of the company.

Solidify the Impact Intelligence initiative, contributing to a better tracking and 
analysis of indicators that measure our impact and allow us to create projects 
that target the needs and expectations of our stakeholders.

Kick off activities with the Diversity and Inclusion Committee, promoting the 
company-wide visibility and support of gender equity, LGTBQ+ rights, disability 
rights, and racial justice.

Develop and formalize our economic impact programs such as the hugoFund 
(emergency support for employees and partners) and a plan for internal 
donations, contributing to the wellbeing of the people who make up hugo’s 
ecosystem.

Launch the ¡Con Todo¡ Program, investing in promising micro, small, and 
medium enterprises in the region to support their growth.

Execute the hugoClubhouse pilot project in El Salvador and expand to new 
countries in the region, guaranteeing the inclusion of impact programs in our 
strongest business line, hugoDelivery.

Deepen and expand the hugoCare program, strengthening partnerships with 
non-governmental organizations (NGOs) throughout the region.

Regionalize the Sedes Sostenibles (“Sustainable Offices”) project, advancing 
our commitment to complying with eco-friendly standards en all of our offices.

Complete phases 1 and 2 of the hugoNeutro plan, identifying all of the carbon 
emissions that our operation generates and establishing a roadmap to 100% 
carbon neutrality.

Parte 1: Introducción / Resumen de impacto
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In hugo we have a commitment to innovate from within, ensuring that in 
the DNA of our business there are projects, plans, and goals that help 
us manage a range of policies, procedures, and actions that promote 
sustainable practice. This is why the hugoImpact team works with each 
area and business line of the company, in pursuit of the vision to be the 
most conscious SuperApp in the world.

The company, which currently has operations in 6 countries (El Salvador, 
Guatemala, Honduras, Nicaragua, Dominican Republic and Jamaica), finds 
itself in a context where the private sector faces corruption, information 
technology. and tax risks; in addition to the fact that hugo operates with 
relatively new labor models that present new challenges to the existing 
regulatory frameworks for the technology sector. As a result of these 
challenges, there has been a historical lack of investor confidence in the 
Central American region. Even so, hugo has been able to overcome many 
of these challenges and become a market leader in attracting international 
funding. 

For hugo, integrating sustainability in the business strategy serves as an 
essential equilibrium point in order to drive and measure results that are 
bearable, viable, and equitable for the long term. We seek to create a 

culture of responsibility and excellence within our organization and among 
our employees, increasing productivity and creativity and allowing for 
more transparency with our stakeholders. We are betting on the belief that 
this benefits our reputation and improves our performance in the market.

We recognize the challenges derived from pioneering and operating a 
SuperApp with a new business model in an underregulated market. It 
is for this reason that we focus on our commitments to promote good 
governance, strengthen our ethics and integrity, and continually explore 
the shared value creation that our business can offer.

We celebrate our achievements over the years but also maintain a 
critical lens towards the future and all the challenges that we still 
have to overcome. We are prioritizing projects that contribute to the 
accomplishment of the Sustainable Development Goals, and in this 
section we highlight policies and practices that support:

1.1 GOOD 
GOVERNANCE

1.2 ETHICS AND 
INTEGRITY

1.3 SHARED 
VALUE CREATION

Sustainable businesses make conscious 
and consistent reference to the impact 
that they make environmentally, socially, 
and within their own governance. 

In hugo we believe that impact begins 
with our internal governance, making it 
an essential area of focus for our impact 
model.

1.Governance
Generating impact from within our DNA

Part 2: Impact Areas / Governance
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“
”

Since hugo’s inception, we have focused on demonstrating the potential 
of young people in the region, especially women, who make much of 
the success of the company possible on a daily basis. We believe that 
betting strongly on talent is key for the organizations of the future and that 
incorporating more women into the company strengthens team dynamics 
and contributes to improving business productivity and innovation.

In “la familia morada” (the purple family), we are proud to have extraordinary 
women like Rubi Bonilla, our Regional Administrative Manager, who has had 
an impressive growth trajectory over the years. Rubi joined hugo’s team in 
2017 at only 24 years old, and over the course of four years he has managed 
to build a strong career path and has generated unforgettable impact for 
our team. Beginning as a Management Assistant, Rubi then went on to the 
Accounting and Administrative Manager and finally rose to her current 
regional leadership position, where she has become an essential pillar of the 
growth and expansion of our company throughout Central America and the 
Caribbean.

BONILLA

I had nearly graduated with a Bachelor’s Degree 
in Public Accounting when I was presented with 

the job opportunity in hugo, which was something 
really new in the Central American market. 

Accepting the opportunity was my best decision, 
because it changed my life.

RUBÍ
IMPACT 
STORIES

Part 2: Impact Areas / Governance
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Development and management of corporate strategy

Board management

Since our creation, hugo has been a Central American 
pioneer in technology development, a factor that has 
enabled and sustained our rapid regional expansion. 
As a SuperApp, we have had to guide our governance 
and corporate strategy efforts to meet the diverse 
demands of each business line. This is what gave rise 
to hugoConsulting, a cross-functional initiative that 
brings together the administrative business departments 
(Finance, Marketing, Operations, etc.) that are responsible 
for providing specialized services to each of our service 
lines through a unified company strategy.

hugo is a matrix organization (a more flexible management 
structure with multiple reporting lines for our diverse 
products and services). This complexity quickly demanded 
the creation of hugoConsulting, which has offered a level 
of coordination and quality in the administrative areas 
that provide ongoing services to a range of internal clients 
(hugoDelivery, hugoPay, etc.) so that they can advance 
their goals throughout the region.

Innovation is part of our DNA, which is why our corporate 
strategy has focused on enhancing the creativity of all our 
employees. As part of the development of the corporate 
strategy, we host a quarterly planning retreat (typically 
offsite), which serves as an integrative space that brings 
together all leaders of hugoConsulting and each of the 
business lines to define the route of action for the next 
three months.

These quarterly planning sessions are a unique 
opportunity to align the vision of all teams and work 
towards the same goals. Likewise, our monthly “All 
Hands” events are held to guide hugo’s culture and 
operations at a regional level. These forums offer 
employees an overview of company strategy on a monthly 
basis, as well as a regular public “Q&A” space with the co-
founders.

All acts and functions of the Board of Directors are regulated 
in the Articles of Association of the hugo Holding company. 
Quarterly financial reports are sent to shareholders and there 
is at least 1 meeting of the Board of Directors per month where 
results are presented according to the goals planned for the 
period.

The members of the Board of Directors are invited to collaborate 
with the leaders of all company areas, offering timely advice and 
guidance where required. Members have also given motivational 
talks and workshops at our leadership retreats.1.1 Good Governance
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Management supervision

In an ever-changing world, we have had to face 
different challenges and take calculated risks 
that allow the continued growth of the hugo 
ecosystem. In this context, we are committed 
to regular auditing processes that verify our 
accounting obligations and create a culture of 
transparency in reporting on the management of 
financial transactions. This is why we annually 
undergo a process of verification and validation 
of our activities through external audits.

We also have an internal auditing team that is 
governed by a strict risk management policy. 
Currently, the key processes that are audited 
under this policy are Technology, Operations, 
Marketing, Commercial and Customer 
Experience, as well as support processes 
that come from the Legal, Human Resources, 
Finance, Administration and Purchasing 
departments. In addition, the implementation 
of a risk identification process at the entity 
level and its associated controls (i.e. “Entity 
Level Controls”) is being evaluated, wherein 
the probability and impact of each risk will be 
defined as well as the monitoring process of 
those risks and controls.

The company also prepares an annual audit 
plan based on the company’s most significant 
risks. In 2020, 80% of the Audit Plan was met. 
In the future, we plan to implement an Audit 
Committee, which will be in charge of managing 
risk supervision, interacting with external 
auditors, supervising accounting processes and 
presenting financial information for the company 
as well as our financial statements.

In terms of the evaluation of our leaders, 
we have a series of mechanisms to monitor 
and motivate their growth as well as the 
development of all employees, such as biannual 

performance evaluations based on specific 
objectives and competencies according to their 
respective areas and positions. For the period 
covered by this report, the team obtained an 
average result of 3.37 / 5, which is equivalent to 
“meets expectations”, which is an example of 
the quality of the work our collaborators carry 
out on a daily basis.

This performance review process is carried 
out for all positions in the company, requiring a 
self-evaluation of the employees themselves, an 
evaluation of their immediate supervisor(s), and 
a conversation with their direct manager about 
their performance and career plan. Looking 
ahead, we seek to continue strengthening 
leadership within the company with the 
integration of new projects such as personalized 
career development plans and the provision of 
tools and trainings to create high-performing 
teams.

3.37/5
Performance result of:

Equivalent to “meets 
expectations”, which is an 

example of the quality of the 
work our collaborators carry out 

on a daily basis.

Part 2: Impact Areas / Governance: 1.1 Good Governance
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Performance against the corporate strategy
Managed by the Strategy and Impact division, we monitor the implementation of the 
corporate strategy through “OKRs” (Objectives and Key Results), which is a way that an 
individual, team, or company can focus and work towards important goals relevant to their 
position, enabling more precise alignment of the corporate strategy across all levels:

Objective (O) = an aspirational goal that describes a possible future 
outcome; qualitative (maximum 5 objectives for the company / 
department / individual)

Key results (KR) = a measurable result that proves that the goal has 
been accomplished; quantitative (4 maximum for each “O”)

Tasks = the tactical steps to ensure that the KRs are accomplished

GROW the user base and frequency of orders

DIVERSIFY our revenue

BE the preferred mobile application in Central America and the Caribbean

CREATE a culture of excellence

OPERATE efficiently

As part of our commitment to our 
employees, we seek to motivate and 
retain talent by providing total competitive 
compensation for meeting the objectives 
and key results (OKRs) established at the 
beginning of each quarter in collaboration 
with the Strategy team.

We are proud to share that, from January 
2020 to June 2021, our team achieved 88% 
of the company-wide OKRs and reached an 
average of above 80% in each company 
area and as individuals, which is in the 
range of excellence according to the OKR 
philosophy. In recognition of the effort and 
dedication of the people who make our 

success possible, hugo gave bonuses for 
the year 2020 to employees ranging from 
Analyst to C Level.

Our team has grown at an exponential rate 
and even more so during the pandemic. 
Given our rapid growth, we have more work 
to do to standardize our remuneration and 
commissions policies across the region. 

We also seek to increase the percentage 
of employees qualified for annual bonuses 
in 2021 to incentivize and reward high-
performance teams.

hugo’s company-wide OKRs for 2020 are:

Incorporation of impact in corporate strategy
At hugo, the Strategy and Impact departments 
are consolidated into one, demonstrating our 
belief that strategy is impact and impact is 
strategy.

For the period covered by the report, the need 
for an Impact area was presented to the board 
and the C-Level as a central part of the business 
culture and corporate strategy. In January 2021, 
the area of   the company known as “Strategy” 
was transformed into “Strategy and Impact” 
and has since grown from 1 person to a team of 
4 employees.

Up to now, the Strategy and Impact area 
has carried out the facilitation of quarterly 
and annual planning sessions, the weekly 
management and tracking of OKRs, regular 

meetings with each business line to develop and 
promote impact projects, quarterly meetings 
with the hugoImpact Committee, and frequent 
public communications on company-wide 
strategy and impact, including through the 
impact website (https://impact.hugoapp.com) 
and this report.

As far as goals and future plans for the 
management of Strategy and Impact is 
concerned, we are looking to more closely 
integrate economic, social, and environmental 
impacts into the OKRs of each department 
and line of business, develop of a dedicated 
company-wide dashboard for “Impact 
Intelligence”, and recruit new external advisers 
for the hugoImpact Committee in accordance 
with emerging projects and plans.

88%
our team achieved 88% of 
the company-wide OKRs

80%
eached an average of 

above 80% in each 
company area and as 

individuals
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Code of conduct and grievance policies Fiscal policy

Strategy to ensure legal compliance

Management of corruption risk
To guarantee the integral management of risk in the organization, 
we have a Compliance Committee, which is in charge of preparing 
manuals, policies and internal procedures regarding the prevention 
and detection of money laundering. Likewise, we require KYC (Know 
Your Customer) forms, wherein a process of identification and 
verification of the identity of a client is established through a series 
of controls to avoid commercial relationships that result in prohibited 
activities such as money laundering, corruption and terrorist 
financing.

hugo carries out in-depth analyses of any identified cases of fraud; as 
well as the monitoring of controls in such cases. For monitoring with 
suppliers, the accounting team requires the completion of the KYC 
forms so that the Compliance Committee can verify the information 
and offer any required follow-up to allow for contracting.
 1.2 Ethics and Integrity

40

At present, we are working on the creation of the company’s code of ethics with the commitment 
to ensure the protection of employee rights, as well as the establishment of a grievance system that 
allows us to efficiently address any breaches of the code of ethics.

To date, our Human Resources and Legal teams have completed a benchmarking exercise of codes 
of ethics in order to build an appropriate set of criteria and practices that can be applied to hugo’s 
personnel and can guarantee compliance with the company’s social regulations. We then expect to 
share the ethical expectations of the company with all employees.

Respect for local tax laws is one of the 
company’s strong commitments. Currently, we 
are in full compliance with the tax legislation in 
force in each country where we operate.

The range of fiscal responsibilities we comply 
with include VAT returns, rent payments, 
withholdings to non-domiciled subjects, 
payment on account and tax returns in all 
countries

The company oversees the establishment and 
compliance of the legal norms and requirements 
with the regulatory framework in each of the 
countries in which hugo operates. 

In addition to having local entities in each 
country, we have local legal counsel in El 
Salvador, Guatemala, Nicaragua, Honduras and 
the Dominican Republic. In the case of Jamaica, 
we receive support from external law firms. For 
complex issues that go beyond the scope of 
local counsel, we hire lawyers specialized in the 
respective area and, ideally, in-country.

We guarantee compliance with the legal 
framework regarding Competition Law in 
all countries in which we operate, avoiding 
activities that obstruct or restrict economic 
freedom or abuse of a dominant position 
in the national market. We also protect our 
creations, inventions and trademarks, which 
is why trademark and trade name registration 
applications are filed in all the countries where 
we operate.

Our commitment is to continue promoting due 
compliance with the legal framework in each 
country and constantly update our procedures 
with the new legal provisions that apply to the 
company.

Part 2: Impact Areas / Governance: 1.2 Ethics and Integrity
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Assumption of the commitment 
to operate in-country 

subsidiaries that meet local 
legal and financial regulation.

Functioning of a Compliance 
Committee, that oversees the 
management of internal risk.

Create a Code of Conduct 
and Grievance System to 

ensure that there are 
systems that oversee the 
protection of the rights of 

our employees.

Establish the standards for 
the creation of an 

Anti-Corruption policy in 
the company. 

Summary
Governance: 1.2 Ethics and Integrity

Featured Actions: Future Plans:

Part 2: Impact Areas / Governance: 1.2 Ethics and Integrity
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As a company we have always strived to demonstrate the value we can create for the communities 
we serve, which became even more apparent during the public health crisis of COVID-19. While the 
pandemic created unprecedented uncertainty across the world as well as in our region, our business 
model offered opportunities for unemployed people to generate income, for entrepreneurs and 
business owners to reinvent themselves and grow their market, and for thousands of families to order 
essential food and consumer products to their doorsteps while quarantining.
 
Our business grew exponentially through the pandemic and inspired us to develop a strategic plan 
that involves impact projects across each of our business lines. As part of our impact vision for 
2025, we continue to expand these projects horizontally across the region, as well as vertically to 
incorporate new impact initiatives throughout our value chain.

1.3 Shared Value Creation

1. https://hbr.org/2011/01/the-big-idea-creating-shared-value

a) Suggestions from our employees and/or partners,
b) Needs of the community relevant to our business operations, and 
c) Expansion of our products and services to new territories or business lines.

At present, our ecosystem includes 
7 business lines that offer a range of 
products and services involving more 
than 800 employees and a regional 
community of users such as merchants, 
drivers and customers that together are 
growing the digital economy in Central 
America and the Caribbean.

We follow the philosophy of shared value1 created by Michael Porter and Mark Kramer. It is a method 
of creating economic value, but in a way that inherently adds value to society and addresses 
additional challenges. According to this perspective, there are three ways to generate shared value 
(reconception of products and markets, redefinition of productivity, and local community 
development), to which we want to respond with the activities and plans we have to continue 
ensuring that hugo creates such value for the Central American and Caribbean region. 

The development of impact projects can come from three sources:

Part 2: Impact Areas / Governance: 1.3 Shared Value Creation



43©️ 2021 hugo. All Rights Reserved.

Consistent with our commitment to bring digital growth opportunities to 
various sectors, we are always exploring innovative services that re-imagine 
the reality of the region. Freshly arose as an initiative to support municipal 
farmers’ markets in El Salvador, an economic sector that has been neglected 
for years and was severely affected during the pandemic. 

Freshly enabled us to digitize the markets by providing a modern platform 
and technological training for farmers and vendors, making the freshest 
fruits and vegetables with high quality and health standards more readily 
available to our clients.

Currently, Freshly is operating in the Dueñas market in El Salvador and 
serves 31 suppliers and 6 affiliated entrepreneurs. We are in process of 
expanding the service to two additional territories in El Salvador, and in the 
last quarter of  2021 will launch operations in municipal markets in Guatemala 
and Honduras. 

¡Watch Now!

IMPACT 
STORIES

Part 2: Impact Areas / Governance: 1.3 Shared Value Creation
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Rreconception of the on-demand 
food delivery sector to better 
serve communities in times of 
pandemic.

Innovation in the financial 
sector to reduce barriers 
and expand access.

When we launched in El Salvador, Guatemala, Honduras, Nicaragua, and 
Jamaica, we were the first mobile application to facilitate on-demand 
delivery. We then launched the first virtual supermarket in El Salvador, 
hugoMarket, in July 2020 to better meet the growth in demand as a 
result of the pandemic. 

We also digitized the municipal markets of El Salvador under a model 
called Freshly that connects small suppliers and farmers of fruits and 
vegetables with our user base. More recently, we entered the 
“Q-Commerce” (quick commerce) world with the launch of 
hugoExpress in El Salvador, offering guaranteed on-demand deliveries 
in less than 15 minutes.

We have consolidated the payment of various services (water, 
electricity, mobile phones, internet and cable, insurance, education 
fees, municipal taxes, and others) in several countries in the region, 
facilitating the payment of multiple services with fewer barriers. 
We were also the first to offer an on-demand ATM service, 
hugoCash, which allows users to charge the amount of their choice 
to their debit or credit card and receive the indicated amount in 
cash at their door.

Reconception and integration of 
services that enable the digitization of 
MSMEs in the region.

With the launch of hugoBusiness, we have opened a new 
market of integrated technological services for micro, 
small and medium-sized companies (MiPYMEs) that 
allows them to create an online store, facilitate online 
payments, and access a logistics network to ship their 
products to their clients. As of the publication date of this 
report, there is still no other integrated service for 
MSMEs available in the region.

Innovation in the tourism 
sector that promotes the 
local economy.

hugoFun offers the first ecosystem for 
public and private tour operators in El 
Salvador and Honduras, connecting a 
diversity of tourism-related MSMEs and 
tourism-related government entities to 
generate more local economic activity.

Reconception of products and markets
Since hugo’s inception, innovation has been one of our core values. When hugo 
started in El Salvador in 2017, it was not possible to order delivery through a 
mobile-only application. Given the lack of innovation in the technology sector 
in the region, hugo has had several opportunities to rethink the digitization and 
availability of various products and services.

Our commitment to innovation has enabled a rapid trajectory of technological 
growth previously unseen in El Salvador, which today serves as an exemplary 
model for other start-ups in their capital raising in the region, allowing them to 
raise up to 9 times what that hugo was able to raise in its first round of raising 
capital.
.
Here we detail the products and services that we have reconceived as a 
company, opening new markets for future innovation:

Part 2: Impact Areas / Governance: 1.3 Shared Value Creation
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Redefining productivity 
in the value chain

Local community 
development

We have provided a wide range of 
opportunities for various types of 
entrepreneurs during the pandemic and in 
particular during the initial impact of the strict 
quarantine regulations across the region. From 
March to June 2020, our platform enabled 
online sales for 678 new businesses (of which 
98% were MSMEs), and 4,481 drivers across 
the region connected to the platform with the 
immediate opportunity to generate flexible 
income.

We feel a great responsibility to serve to 
the best of our ability the broad range of 
entrepreneurs who partner with hugo and 
operate through our technology. As pioneers 
of the gig economy in Central America, our 
goal is to provide a world-class experience and 
precise customer service for our merchants, 
drivers, and clients that redefines productivity in 
the on-demand delivery sector.

For this reason, we have launched a series of 
initiatives aimed in particular at our users who 
use the Driver App, which include hugoImpact 
activities such as hugoClubhouse and 
hugoScholars and also a partnership with the 
“IDB Lab” of the Inter-American Development 
Bank in its WorkerTech2 initiative - a space to 
experiment with programs that promote and 
develop the benefits available to people who 
operate in the “gig economy”. We look forward 
to having more information on these projects in 
the next report.

Our impact on local community development 
took center stage during the peak of the 
pandemic, when our communities needed on-
demand delivery more than ever. In the period 
from March 2020 to June 2020, we had to 
respond to a 77% growth in customers, an 
88% increase in orders, and an additional 
demand of 198% drivers — just in the 
hugoDelivery line of business alone. In this 
same period, we launched hugoShop to support 
the commercial sector in El Salvador, offering 
an e-commerce channel to more than 90 
brands nationwide in less than 3 months, soon 
expanding it across the region. 

At the height of the pandemic, hugo had 
become a critical ally of the Honduran 
government, with whom a federal-level 
partnership was established to supply the 
demand for supermarket products across the 
country during a total closure of the economy to 
control the health emergency.

It was at this time that we began to internally 
build the hugoImpact area, where until today 
we continue to challenge ourselves with the 
2025 Vision and continue generating local 
development through each product and service 
we offer.

2. https://publications.iadb.org/publications/spanish/
document/WorkerTech-Como-la-tecnologia-puede-
mejorar-los-empleos-emergentes-en-America-Latina-y-el-
Caribe-Resumen.pdf
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Stats about shared value creation
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hugo has been a strong promoter of young talent since its inception, 
placing trust in young professionals with high development potential by 
promoting them to regional management positions, taking into account 
their ideas, and believing in their leadership vision.

In a region like Central America where most companies continue to 
operate under more traditional employment schemes, hugo offers a 
fresh perspective with benefits such as regular home office, when few 
companies considered it before the pandemic. This commitment helped us 
to more quickly adapt to the pandemic in 2020, allowing the company to be 
agile and focus on responding to the immediate needs of our communities.

We believe in the potential of all our employees and we seek to promote 
their growth and development by providing them with opportunities 
for continuous learning and training. We prioritize attracting world-
class talent, a commitment that goes hand in hand with our vision of 

demonstrating to the world that the talent exists within our region to 
develop world-class technology.
We strive to comply with all labor practices and regulatory frameworks 
established in each country. In this section, we address important aspects 
for the development of our collaborators, such as our company-wide 
labor practices and the implementation of policies that contribute to 
the development of employee skills and knowledge, as well as a talent 
management process focused on excellence.

These commitments have permitted us to contribute to the following 
Sustainable Development Goals:

In accordance with the “ESG” model, social 
impact is an essential focus of our impact 
strategy, and begins with our impact on 
our employees. As a company where the 
average age of our employees is 29 years 
old, we strongly believe that young people 
are capable of changing the world and it is 
our responsibility to provide employment 
opportunities to engage and develop the 
leaders of the future of the digital revolution. 

As a result, we strive to provide the working 
conditions so that our employees identify 
hugo as one of the best places to work in the 
region.

2.1  PRÁCTICAS
LABORALES

2.2 COMPETENCIAS 
Y CONOCIMIENTOS

2. 3 GESTIÓN 
DE TALENTO

2. Employees
Cultivating internal talent
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“
”

The growth of our employees is one of the greatest successes of our 
company. One such story comes from Pablo García, a young Salvadoran 
man full of energy and dynamism who has inspired the entire team with his 
commitment to hugo and our mission to be a SuperApp. The story begins in 
mid-2017 when Pablo was one of the first people to give life to the famous 
“Moradito”, dressing up as the purple man who is the lively character that 
represents the essence of our business — full of joy and a desire to serve.

As a result of this opportunity, company leadership noticed Pablo’s passion 
and invited him to join the team full-time. Since then, Pablo has moved 
through different positions and areas of the company, now serving as a 
Resolution Specialist in the Customer Experience (CX+) team. Since his 
beginnings in hugo, Pablo has been a source of inspiration for others, while 
also gaining many new professional experiences that have enhanced his 
personal development and career growth.

GARCÍA

PABLO

Watch now

IMPACT 
STORIES

Part 2: Impact Areas / Employees

The ‘Moradito’ is very much alive — inside that 
suit there are people who have a reason for 
being, full of ideas and emotions — they are 
real people, with personal and professional 
objectives. I still want to continue growing, 

in every sense, as we do in the purple family. 
There is so much more to do, places to go, and 

people to reach.

https://youtu.be/hugjTL3iYLc
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We recognize our responsibility as a 
progressive technology company to create 
spaces for all people to participate and feel free 
to develop their capacities to the fullest.

We are proud to affirm that gender 
demographics are double or triple the average3 
for the technology sector and for this reason 
we have been recognized by MJ Summa 
Magazine in 2021 as a company with excellent 
working conditions for women. A total of 46% 
of our employees are women (compared to an 
industry average of 26%) and we promote their 
development in senior management positions, 
where in 34% of leadership positions in the 
company are held by women (compared to an 
industry average of 11%), including high-level 
positions in areas such as Administration, 
Finance, Human Resources, Strategy and 
Impact, Auditing, Purchasing, the hugoShop 
line of business, and the General Manager of El 
Salvador. 

We also have strong representation of women in 
the technology team in areas such as DevOps, 
Backend, UX / UI, Scrum Master and Android 
Development.

While we have always strived to promote 
inclusion at all levels of the company, we 
know that we have a responsibility to ensure 
that these policies and practices are well 
documented and broadly communicated. 
Looking ahead, our mission is to continue 
attracting talent with a gender equality 
approach and a particular focus on executive 
positions because we believe in female 
leadership and the many positive impacts it 
brings for our business. We hope to translate 
this commitment into an official policy in the 
coming months.

Likewise, we are committed to developing a 
zero discrimination policy, guaranteeing that 
10% of our staff are people with disabilities, 
creating a sense of belonging for vulnerable 

groups, and ensuring that that there is a 
gender balance in each of the countries where 
we operate. As such, we are in the process 
of launching our Diversity and Inclusion 
Committee that has 4 subcommittees: 

The objective of this committee is to form 
an internal community that promotes the 
creation of practices, initiatives, goals and 
objectives aimed at increasing and improving 
representation, participation and sense of 
belonging among employees and stakeholders. 
Committee members will provide the vision 
and voice to ensure that we are considering 
these dimensions of diversity across our impact 
programs and treating everyone with respect 
and dignity.

2.1 Labor 
Practices

Promotion of decent work and wellbeing
We know that workplace wellbeing is one of 
the keys to building high-performance teams 
and meeting organizational goals. At hugo we 
are committed to guaranteeing that all of our 
employees have the necessary resources to 
carry out their work and we are committed to 
ensuring their physical and emotional integrity, 
regardless of the circumstances or the context.

We strive to provide safe work spaces that 
allow our employees to execute their daily 
activities in an ideal environment where they 
are inspired to maximize their potential. When 
the COVID-19 pandemic required that most of 
our team members work from home, the Human 
Resources department issued an employee 
survey to explore the emotional and physical 
needs of our employees and therefore ensure 
that they had the appropriate environment and 
materials to work from home, providing required 

resources and/or alternatives where necessary 
so that they would feel supported.

This survey inspired us to formally incorporate 
decent work issues into the hiring process, 
ensuring that each employee has the 
equipment and space necessary to fulfill their 
responsibilities.

Looking toward the future, we aim to continue 
improving the conditions and physical work 
spaces to inspire and motivate our employees to 
make a difference in each of the cities in which 
we operate. We also are challenging ourselves 
to offer even more programs and opportunities 
to promote physical health such as exercise 
clubs and promote mental well-being through 
face-to-face and virtual talks and meditation 
sessions.

Recognized 
by MJ Revista 

Summa

Diversity, equity, and inclusion policies

3. https://127j5241bcgw285yu54bgh7m-wpengine.netdna-
ssl.com/wp-content/uploads/Rebooting-Representation-
Report.pdf
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Commitment to social dialogue with employees
TWe know that working under a shared vision 
and towards the same objectives generates 
the best results. That is why we seek to 
meaningfully align our teams with the business 
strategy and foster close relationships among 
the teams.

As part of this strategy, mechanisms have been 
implemented such as hugoNews, a monthly 
virtual newsletter where news of interest is 
shared with employees.

Additionally, we host a monthly “All Hands” 
event where the entire company meets on a 
video call and leaders share business progress 
and goals, as well as culture building activities 
and other relevant information of interest for 
employees.

In order to improve and streamline 
communication, we are evaluating the 
integration of monthly conversations with hugo 
leaders — a space where teams can gather to 
address questions, request support, and focus 
efforts toward shared goals.

Security and biosecurity practices
A major objective for this reporting period 
has been the establishment of the Integral 
Security (security and biosafety) department 
to oversee the protection of employees 
against risks, as well as promote the creation 
of the Comprehensive Security Policy for the 
company. The manual contains procedures 
for surveillance, private security, and physical 
health of our employees. The policy also 
includes risk management practices to protect 
against robberies, transportation of illegal items 
or substances, extortion, and road accidents.

Given the pressures that the pandemic placed 
upon all companies and on the delivery industry 
in particular, our team’s biosecurity practices 
became one of the most important priorities in 
the reporting period of this report, especially 
considering that our business required the 
ongoing presence of several departments of 
employees on a daily basis throughout the 
pandemic. The focus of the biosecurity area has 
been ensuring the compliance of our business 
with the governmental biosafety requirements 
for COVID-19, guaranteeing the health of our 
employees and clients.

To this end, a series of essential activities 
were developed such as the creation of 
an occupational health and safety risk 
management manual and the establishment of 
a manual for the reopening of hugo’s facilities 
during the pandemic. In addition, local 
biosafety teams have been formed and trained 
in each country and continue to operate and 
protect our employees through the pandemic.

As part of our ongoing efforts to promote 
employee well-being, we offer additional 
benefits such as visual health campaigns, gym 
discounts, free influenza vaccination, free rapid 
COVID tests for virus detection, among other 
efforts.

The challenges and future plans for Integral 
Security are to obtain the certification of 
OHS (Occupational Health and Safety) in 
each country, create an executive safety risk 
management manual, establish an Occupational 
Health and Safety Committee, and formalize 
internal first aid, evacuation, and fire prevention 
brigades among our employees.

Part 2: Impact Areas / Employees: 2.1 Labor Practices
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“ ”
“ ”“The world is always changing and as part of this 

constant transformation, it is our responsibility 
to stay relevant with the global trends of impact. 
One of these industry trends is the creation of 
an impact committee that allows for integrated 
decisions that generate impact to be made 
in collaboration with internal and external 
stakeholders, particularly around certain 
practices or activities in the company’s value 
chain. 

These committees are also spaces for 
reflection and strategic analysis of the impact 
commitments we have made, allowing members 
to positively influence and adapt the ideation, 

planning and implementation of shared value 
initiatives within hugo.

In this context, the hugoImpact Committee 
aims to provide regular insights and feedback 
to the hugoImpact team on relevant issues for 
the community, the company. and the planet 
through ESG initiatives around corporate 
governance, environmental sustainability, 
and social welfare. The committee also seeks 
to promote dialogue and foster interaction 
between external stakeholders in our ecosystem 
in order to learn and guide future strategies in 
order to achieve shared value objectives.

Being a part of the hugoImpact committee has been enriching 
and exciting. The committee has ensured the involvement of 

every one of us in its decisions, demonstrating the reality that 
our choices and actions have an impact on society. We have a 

clear mission to build our ecosystem in a responsible way and we 
care about doing it better every day.

Being a member of this committee has forced me to leave my comfort 
zone. I have learned to listen and understand the needs that currently exist 

in our communities, as well as to work as a team to address them. I have 
understood that change can come from one or even just a few people and 
in most cases, the results are not immediate. Through hugoImpact I have 

been able to represent the company with various national and international 
organizations and I have become more familiar with their work.

It has really been a privilege to be part of this committee and I see even more 
great opportunities in the short and medium term. It is gratifying to see that 

more and more people from hugo continue to join in on our initiatives. We 
started with 2 or 3 people enthusiastic about impact in Guatemala and now we 
have over 15 local employees involved with a strong will to do things differently. 

This is, without a doubt, just the beginning of what’s possible through 
hugoImpact. We still have a big vision and lots of responsibility ahead of us.

Leandro CanoCano

Marielos Figueroa

Jose Gabriel Schönenberg

�

�

	

IMPACT STORIES



�
� 

�
�

Part 2: Impact Areas / Employees: 2.1 Labor Practices



©️ 2021 hugo. All Rights Reserved. 52

Part 2: Impact Areas / Employees: 2.1 Labor Practices

Stats about Labor Practices



53©️ 2021 hugo. All Rights Reserved.

2.2 Skills and 
Knowledge

Professional development

Company-wide competencies

We know that we have a team of leaders with unlimited 
potential and our goal at hugo is to build their capacity 
so that they can create and motivate high-performing 
teams that meet our organizational goals. To guarantee 
the continuous training of our teams, certifications are 
offered in Lean Six Sigma, Scrum Master, Product 
Owners, Design Thinking and Leadership that 
contribute to the professional growth of leaders.

The Human Resources department is firm in its 
commitment to train up to the third line of leadership of 
the C Level through specialized development plans and 
tools for building and managing high-performance 
teams.

Apart from the specific knowledge to carry out the 
tasks of each of the positions, leaders are also exposed 
to other trainings to support the development of core 
business and entrepreneurial competencies. In the 
future we hope that such training will translate into 
meeting at least 80% of the OKRs for every team.

As a future challenge, we plan to customize career 
plans across all levels of the company, identifying 
the skills and knowledge required for each one and 
creating the corresponding developmental pathway.

As a team, we are constantly evolving to be able to reach higher and higher. As part of our collective growth process for maximizing 
human talent, we strive to embody eight competencies that are the strategic north of our day to day behavior, especially when we 
confront new challenges.

These competencies, developed in 2021, encourage our team to:

Get Obsessed with Clients — We find ways to surprise you. We learn what makes you happy and we deliver it to 
you through an unforgettable experience.

Solve Problems — We provide unexpected solutions by being proactive and having a mindset of continuous 
improvement in all areas of our service provision.

Master Emotions — We are self-aware of our emotions and we manage them assertively in high pressure 
environments. We are self-motivated and we connect with others to generate solutions together.

Be a Positive Influence — The growth of our team is our responsibility, and so we give each individual the 
opportunity to find their potential and inspire them to build their own future within hugo.

Stay Curious — We research. We are self-starters and we roll up our sleeves to understand how things work and 
become experts in our area.

Set Trends — We pave the way. We generate products and services that people didn’t know they needed. We are 
often the first, and inspire others to follow us.

Be Agile with Change — We adapt in order to continue making a difference. We understand the needs of a given 
situation and we are able to rethink it quickly to generate a high impact.

Make It Happen — We are highly aware of the strategic objectives of the organization and their progress, and we 
work without excuses to get it done

Part 2: Impact Areas / Employees: 2.2 Skills and Knowledge
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hugo is often characterized as an attractive 
company for workers in general, due in part to 
its benefits which include remote work, flexible 
hours, hugoApp credits, additional days off, 
bonus plans, among others.

Among its talent attraction tools, hugo utilizes 
pages such as hugoJobs (https://hugoapp.
com/jobs/) where available vacancies are 
published, as well as its LinkedIn page where 
the positions with the greatest need for traffic 
are published

In the span of this reporting period, we recruited 
more than 200 young people through LinkedIn 
while increasing our followers on the platform 
by 61% — a performance level so high that 
LinkedIn Talent Solutions recognized us as 
their first “success story” in Central America.

In addition, we have created a series of hiring 
procedures as well as a recruitment and 
selection policy that provides the necessary 

structure for the talent acquisition. We have 
created a job approval flow, a talent attraction 
process schedule, and an onboarding 
procedure. 

In the future, we plan to strengthen the 
onboarding program to better guarantee the 
delivery of the necessary tools and knowledge 
for employees to adapt and generate added 
value more quickly. We also aim to be ranked 
as one of the best places to work in Central 
America.

2.3 Talent 
Management

Talent Attraction

Talent retention and workplace environment
Promoting an excellent work environment is one of our company priorities. 
We conduct strategic planning sessions with regional leaders for each 
quarter to increase goal alignment and team integration. We also organize 
monthly events such as happy hours and volunteer projects to encourage 
teams and interact with each other and with the communities where we 
operate.

We carry out an annual measurement of company climate and culture 
through a survey where we take into account different aspects of interest 
to our employees. In 2020, we achieved 80% satisfaction from our 
employees.

satisfaction 
from our 

employees

We want to be recognized as one of the best places to work in Central America and we hope to do so 
through the following actions: creating a company-wide recognition program, offering more benefits 
that improve the quality of life, and creating more dialogue spaces where employees can have a 
first-hand understanding of the business strategy and build enduring relationships with the leaders 
of hugo.
We hope that next year we will achieve results above 81% in our workplace climate survey and 
thus will create an action plan based on our identified strengths and areas for improvement.

Company for Young 
Professionals, Employers for 

Youth (EFY) 2020

Explore hugoJobs

 First “success 
story” in Central 

America.

During the reporting period that this report covers, we received the following recognitions that 
characterize some aspects of the work environment that we cultivate:

80%

Leading Companies in 
Central America, Revista 

Summa 2020

#2

#1

#4

#10

#6

in Nicaragua

in Honduras

in Innovation

in Digital Transformation

 in Agility

�

�
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hugo’s digital products ecosystem (the Partner App, Driver App, Client 
App, and and Central) empowers a community of users to get to know one 
another and engage ina wide range of possibilities. We firmly believe that as 
a platform we have the responsibility of increasing the potential of all people 
who make use of our technology by promoting the economic growth and 
well-being of all involved sectors.

hugo provides technology for three groups of users: merchants, drivers 
and clients, whom we serve in different ways but always with the same 
commitment: to simplify their lives and unleash their potential. 

We value local businesses because we believe that entrepreneurship should 
be an opportunity available to everyone. That is why we are committed to 
developing first-rate, accessible, and intuitive technology that enhances 
the growth of local businesses in the region, thus contributing to regional 
economic development. In years past, businesses relied on customer 
attraction and retention methods such as phone calls or Facebook 
pages, but with the appearance of hugo, thousands of entrepreneurs and 
companies have migrated to this digital platform that allows them to carry 
out their operations with greater fluidity, have more exposure to the public, 
and increase their sales volume.

In addition, we have a large community of drivers who are entrepreneurs 
in their own way, serving as a liaison between merchants and their end 
customers. Drivers demonstrate a new opportunity in the digital economy, 
which pushes us to innovate through multi-sector partnerships to provide 
adequate benefits to this new type of entrepreneur that uses technology 
products like ours. We see these initiatives as an opportunity to meaningfully 
respond to the global conversation about the delivery industry and the 
categorization of a driver. This line of questioning has given rise to the 
WorkerTech movement: a multisectoral proposal for how to develop a set of 
services that can improve the quality of the flexible digital economy jobs that 
are now booming in Latin America and the Caribbean. We are honored to 
have raised funds and formed a partnership with the IDB Lab (the innovation 
laboratory of the Inter-American Development Bank) to innovate together on 
this specific topic.

Lastly, we serve thousands of diverse clients in the region who use hugo to 
simplify their lives on a daily basis. A few years ago it was unthinkable that a 
Central American technology platform could create a reliable e-commerce 
ecosystem; however, hugo has shown that world-class technology can be 
created in the region and can even lead the transformation of the region 
to become a technology hub that attracts diversified foreign investment. 
Throughout our years of operation, we have experienced a massive cultural 
change in our clients in terms of the confidence of entering inputting 
personal information and making purchases online.

In the course of the pandemic, the relationship with our customers changed 
dramatically, turning us from an optional service to an essential ally.
Perhaps our greatest focus in this reporting period has been the company-
wide responsibility to meet the exponential increase in demand due to the 

pandemic and consistently support the well-being of all our users in difficult 
times — offering local businesses the possibility to stay afloat and grow, 
guaranteeing a source of income for a community of drivers, and providing 
the possibility for clients to acquire basic needs and essential products in 40 
cities in the region.

That is why we consider it extremely important to dedicate a chapter of our 
impact report to the key players in hugo’s success: our users — as well as 
to reiterate our commitment to guarantee the highest levels of satisfaction 
and quality of service for each user group. In this chapter we will address 
topics of interest such as the level of satisfaction, quality of service and 
relationship with our three types of users: merchants, drivers, and clients, 
and also our general commitments to cybersecurity, user protection, 
and user-driven innovation management that we uphold for all users.

As part of hugo’s vision, we prioritize projects that contribute to the 
fulfillment of the Sustainable Development Goals, the objectives towards 
which governments, institutions and companies are generating collective 
impact. In this specific section we share projects that contribute to:

3.2 DRIVERS

3.1 MERCHANTS

3.3 CLIENTS

3.4- 3.6 GENERAL THEMES: 
CYBERSECURITY, USER PROTECTION, 
AND USER-DRIVEN INNOVATION

3. Users of 
the platform:
Unleashing their potential

Merchants

Drivers

Clients

ParPart 2: Impact Art 2: Impact Areas eas / Users o/ Users of the platf the platfoformrm
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3.1 Merchants

Relationship with merchants
At hugo, we consider ourselves to be 
a strategic ally for merchants and 
entrepreneurs — enabling an additional sales 
channel, generating business intelligence, 
and providing an on-demand logistics service 
to fulfill their orders. We manage merchant 
relationships through Key Account Managers 
(KAMs) in each country that accompany 
businesses in their use of the product — 
equipping each of the branches of their 
business with the necessary hardware, training 
their employees on the use of the software, 
and collaborating on commercial and marketing 
tactics (such as the development of exclusive 
products or promotions).

We prioritize working with businesses that meet 
the qualities that our clients have highlighted in 
the standard service surveys that we send upon 
each order’s completion:

 

To date, we have invested more than $1.9MM 
USD in merchants across the region as a 
way of promoting local businesses through 
our MarketShare program, within which we 
support merchants with the development of 
new products as well as the promotions and 
marketing strategies to stimulate the regional 
economy.

Very soon we will launch the ¡Con Todo! 
Program - an incubator for support, mentoring 
and investment for promising micro, small and 
medium-sized enterprises (MSMEs) in the 
region. These “local heroes” represent the 
best of the local business community, and we 
prioritize businesses led by women or young 
entrepreneurs and that generate social impact 
(such as providing employment to people with 
disabilities, having more than 40% women on 
staff, or generating employment for people 
who come from high-risk communities) and / 
or environmental impact (selling ecological or 
organic products, making efforts to recycle or 
reuse resources). In the next year we hope to 
share the results of this investment for these 
MSMEs in the region.

1. Product quality

2. Complete and correct order fulfillment, and

3. High-quality and functional packaging.  

Part 2: Impact Areas / Users of the platform: 3.1 Merchants 
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Partner App product quality
During the period covered by the report, we have made continuous improvements to the 
application used by merchants (App Partner), achieving better product customization for 
the various needs of the businesses and entrepreneurs that sell their products with hugo. We 
highlight the following functionalities that have generated a notable impact on the experience of 
the product for merchants:

We are currently working on a new version of the Partner App and the corresponding web 
dashboard in order to allow the best visualization of orders, improved configuration of settings 
that eliminate the need for any third party products, and features that give merchants greater 
independence for optimal order processing management that diminishes the risks of becoming 
oversaturated with orders. 

As part of our commitment to continue boosting economic growth in the region, we seek to 
continue affiliating businesses of all types, improve the management of large loads of Stock 
Keeping Units (SKUs) and generate smart alerts for special hours that impact order production.

Creation of customizable 
schedules by branch location, 
enabling a more precise service

Enabling of scheduled orders, 
expanding sales opportunities 
to 24/7

Availability of tools for API 
integration, customizing inventory 
management for participating 
merchants

Launch of the hugoPay service, 
enabling cashback redemption 
for users making purchases with 
participating merchants

Launch of the hugoBusiness 
platform, providing technological 
tools to entrepreneurs and MSMEs 
to create online stores and generate 
payment links

Launch of the hugoFun 
platform, offering an additional 
integrated online sales channel 
for the tourism and entertainment 
sectors

Service quality for merchants
We have achieved a merchant satisfaction rating of 93.85% 
for our Partner App in the period covered by this report 
(January 2020 - June 2021).

1
2

3

4
5

6
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“ ”

Wings by D’Marito was born in El Salvador with the purpose of making quality wings and sharing them with 
as many people as possible. This venture started out as a delivery-only business, therefore, it was extremely 
important to the team to make sure that their business had maximum visibility to the public.

Since they became part of the hugo family, the team began to notice a much wider market potential than expected. 
The close interaction and follow-up that exists between hugo and the Wings by D’Marito team has contributed 
to the coordination and launch of many promotions and events, providing even greater exposure and offering 
exclusive offers to loyal customers.

Luli’s is a Guatemalan startup that began operations in November 2019 when its 
founder’s passion for creating exquisite cookie recipes to offer to the public was 
born. Through her trial-and-error experimentation with ingredients, flavors and 
textures, an ideal product arose that would inspire her to fulfill her dream.

After this stage, the next challenge was figuring out how to get that product to 
customers and how to position their brand. Around that time, hugo came onto the 
scene to provide a solution that allows the Luli’s team to focus on their products 
while still reaching customers in their homes and offices. The path that hugo has 
walked alongside Lulis has been an inspiring story and strengthens our resolve to 
be the preferred platform that facilitates the connection between merchants and 
their clients.

hugo has been a fundamental partner 
and a key pillar to get to where we are 

now as a business. I am more than sure 
that we will continue to grow and go far 

with them.

Watch now

Watch now

IMPACT 
STORIES
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Implementation of a series of 
improvements to the Partner App
such as the creation of schedule 
customization by branch and the 
ability to place scheduled orders.

Launch of three new lines of business 
that support the goals of a diverse set 
of merchants: 
hugoPay, hugoBusiness, and 
hugoFun.

89%

of affiliated merchants are MSMEs

Users of the platform: 3.1 Merchants

Cifras

Facilitate an improved 
merchant affiliation 

process. 

Improve the 
management tools 

for large inventories 
of many SKUs.

Incorporate smart 
alerts according to 

merchant locations to 
improve sales

Registered merchants to date 

New registered merchants during the 
reporting period (January 2020 - June 2021)

Entrepreneurs have been benefited by 
our technology products

7,648 

3,432 

5,345
$1.9MM  investment in marketing

and sales support for promising local
 businesses in the region

Partner App satisfaction rating

$1.9MM

MSMEs represent 39%
of hugo’s annual revenue

93.85%

Summary

Featured Actions Future Plans

Stats about our Merchants
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3.2 Drivers

Relationship with drivers
hugo is a platform made by entrepreneurs 
and for entrepreneurs, offering income 
opportunities that previously did not exist on a 
massive scale in the region. This is particularly 
true for the community of drivers who use the 
Driver App to generate flexible income up to two 
times the minimum wage.

We have operational bases in each country that 
serve as customer service centers for drivers 
where we provide training on topics such as the 
correct and efficient use of the Driver App, 
road safety, first aid, and basic motorcycle 
repair. These bases also serve as spaces to rest 
between orders and to liquidate funds at the end 
of their shift.

We seek to provide services to drivers that 
help them develop the qualities that our clients 
highlight in the standard service surveys that we 
send upon each order’s completion:

We are committed to giving the best experience 
to our Driver App users, which encourages 
us to provide a range of additional benefits. We 
offer an average of 70 exclusive advantages 
per country such as discounts with partnering  
merchants and exclusive offers from health 
insurance companies, gyms, and motorcycle 
products and repairs. We also offer specific 
events such as health fairs or vaccination days. 

In El Salvador we host a monthly event called 
“Mercadito” where drivers can access a 40% 
discount on basic hugoMarket products for 
their families and also exclusive offers from 
our partners in the motorcycle, telephone, 
and health industries. We hope to expand this 
initiative to other countries in the following year.

We are in the process of evolving these 
operational bases into community centers 
for drivers and their families, a project 
called hugoClubhouse. We hope to activate 
hugoClubhouses in all countries where drivers 
can enjoy a series of benefits such as short-
term daycare, free classes and workshops 
on a wide range of topics, and renovated 
spaces to charge their cell phones, repair their 
motorcycles and rest in a cafeteria or lounge 
between orders.

1) Friendliness

2) Efficiency, and

3) Customer service.

Watch the experience of hugoMercadito

Part 2: Impact Areas / Users of the platform: 3. 2 Drivers
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Driver App product quality
Being a company that provides world-class 
technological services requires us to ensure 
the correct functioning of the platform and the 
absolute protection of our users’ data. 

During the period covered by the report, we 
have made various improvements to the Driver 
App aimed at facilitating optimal performance 
to reduce the amount of defects and maximizing 
opportunities for drivers to generate income. We 
have released a number of enhancements that 
have optimized the Driver App, in particular:

We are currently integrating a new artificial 
intelligence technology, Interplai, which will 
allow us to gradually reduce and eliminate the 
manual management of assigning drivers to 
orders, thus bringing more efficiency for our 
clients.

Integration of 
Geospark, improving 
the Driver App’s 
geolocalization 
capacities and 
reducing cell phone 
battery consumption

Implementation of the 
“Cash Register 3.0” 
initiative, guaranteeing 
a more efficient end-
of-shift cash liquidation 
process  

Service quality for drivers
Out of a total of 820,987 complaints in the 
Driver App in the period covered by this report 
(January 2020 - June 2021), we have achieved 
a satisfaction level of 93.49% for the service we 
offer to drivers.

Part 2: Impact Areas / Users of the platform: 3. 2 Drivers
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Dalia Flores is a determined woman who has always looked for different 
opportunities to get ahead. In 2014 Dalia started her own business; however, due 
to unforeseen circumstances she had to close her business in early 2020. After 
experiencing two months without a job, in March of 2020 she signed up to be a 
driver with hugo and started to generate income immediately.

Given her participation in the hugo ecosystem, 2020 then became a year of 
opportunities for Dalia and her family, enabling them to manage their financial 
responsibilities and even allowing Dalia to buy a new and more efficient 
motorcycle so she can continue to be a key part of hugo’s ecosystem. 

Francisco participates in our network as a driver in Honduras and is an example of 
overcoming adversity. He serves the city of Tegucigalpa on his 3-wheeled motorcycle, 
essential equipment since he had aggressive cancer that led to the amputation of one of 
his legs. 

He shares that this has not deterred him and it has rather inspired him to go further. Ever 
since he’s used the platform, Francisco has been characterized by his positive attitude 
and availability and he is without a doubt a pillar of inspiration for the “purple family”.

I am very grateful to be part of the hugo 
ecosystem and to be connected to the 

platform full-time.

Twelve years ago I lost my leg to cancer. I’m now 28 years old. I’m 
really grateful to hugo’s Driver App which opened the doors for me to 
be able to generate extra money for my household. I connect to hugo 
Monday through Friday from 4pm until the closing of the platform as 

well as on the weekends. People are amazed when they see me making 
deliveries through hugo. They tell me that I am an example for many, they 

congratulate me and encourage me to keep going.

DALIA

FLORES

FRANCISCO

LEMUS

IMPACT STORIES
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Users of the platform: 3.2 Drivers
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Relationship with clients

We are passionate about providing the best 
possible service to our clients. We provide a 
range of services to serve their daily needs, with 
the goal of positioning ourselves as the ultimate 
personal assistant that anyone can access from 
the palm of their hand through the Client App.

We have a regional centralized Customer 
Experience department (or “CX +”) with 
more than 200 agents whose goal is to be 
agile and respond quickly to customer needs, 
making any order adjustments or consultations 
easier to manage and transforming them into 

opportunities to meaningfully connect with 
our customers. We focus on providing quick 
solutions, staffing empathic agents, and 
providing proactive support through the 
preferred channels of our clients including an in-
app chat, social networks, and telephone calls 
when necessary.

Given the limitations since the pandemic, our 
customer service team and their online channels 
have become an essential resource to meet the 
needs of our users.

3.3. Clients

Part 2: Impact Areas / Users of the platform: 3.3 Clients
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Client App product quality
The design-forward focus for the user experience (UX / UI) of our platform has always been one 
of hugo’s great hallmarks. We carry out continuous improvement measures that allow us to bring 
the best possible digital experience to our users, which includes performance optimization of the 
servers, the elimination of bugs, and the effective resolution of all complaints and requests. 

The main focus of our technology team is on the Client App, and we have released the 
following improvements in the period covered by this report:

In terms of future goals, we are working on the possibility of having multi-picking options for 
multiple stores at the same time, as well as bundling different orders in the same delivery. Our 
hope is to offer a range of solutions for our customers and merchants, making way for as much 
automation and self-service as possible.

Launch of the pay with points 
feature, enabling the option to 
pay for products and services with 
credit or debit card points offered 
by participating banks

Introduction of hugoPay to the 
market, allowing for the payment 
of diverse products and services 
from one place

Launch of the CPG (Consumer 
Packaged Goods) feature set, 
activating the possibility to make 
supermarket and convenience 
store purchases

Implementation of Elastic 
Search and Master Search 
features, providing drastic 
improvements to the search 
functionality of the app

Introduction of the In-App Chat, 
offering a more efficient channel to 
make support requests (beforehand 
we had just offered phone calls)

Launch of the App Inbox, saving all 
of the active offers and discounts in 
one place for the improved use of 
preferential benefits for our clients

Integration of “VGS” (Very Good 
Security) and the Ravelin Fraud 
Protection System, ensuring better 
security and improved processes 
for managing sensitive information 
on user’s personal data and debit 
and credit cards

Development of the Takeout option, 
enabling clients to go to the merchant 
to pick up their orders while saving on 
the delivery fee

Service quality for clients
Out of a total of 1,085,603 claims in the Client App, we have achieved 
a satisfaction level of 88.73% for customer service in the period 
covered by this report (January 2020 - June 2021).
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hugo for me is more than a simple application. It has definitely 
become part of me and my family’s lifestyle. A few years ago I moved 
to San Francisco, California and I was frequently overwhelmed with 
the processes for sending money to my mother to cover all her 
needs. I would have to go to remittance centers to send the money 
and my mother would do the same to receive it. hugo changed all of 
this and has become one of my biggest allies. With the application, it 
was possible for my mother to enjoy services such as hugoCash, do 
her grocery shopping and use various other services at her 
convenience without needing to process remittances like we used to. 
Thank you hugo for being the great friend that you are!

hugo for me means unconditional support for my dog. I can 
spoil her with her favorite toys and food without having to 
leave my house. Even when I don’t realize that her food is 
going to run out, hugo always takes care of it so I can keep 
enjoying playtime with her.

hugo has become a daily ally for me. I lead a super 
busy life, and I can count on hugo to bring me my 
healthy lunch every day to my office.

”
“

”
“

”“

”
“

”

”

“

“
”

“

Ana Elisa Perez, 
Human Resources Ternium, Guatemala

Isabel Abbott, Lawyer, Dominican Republic

Gerar y Ricky Schonenberg
Loyal hugo Clients, El Salvador

Laura Garcia
Fashion Designer, Dominican Republic

Guillermo Gasteazoro, Engineer, Nicaragua

Javier Gómez, Sales Manager, Nicaragua

Moisés Alou y Sashimi, 
Baseball Scout, Dominican Republic

hugo keeps us together even when we are at a 
distance. It has made it easier for me to make a range of 
everyday purchases, from my daughters' cravings to 
purchases for my mother who lives in another city. 
Being able to do this all from my cell phone in a secure 
way saves me so much time and that is priceless.

hugo makes our lives easier and 
more accessible without having to 
leave home.

The errands feature should be called Life Savers! Nearly 
every time I get to my atelier, which is a bit far from my 
house, I realize that I left some fabric or the needle case 
behind, and the errands feature is my greatest ally. I’m 
able to solve any issue quickly, without any hiccups, and 
without leaving my atelier.

hugo changed my life. It has saved me valuable time that I can 
dedicate to being more productive with my work and my family. The 
main benefit for me has been the ability to make an entire 
supermarket order from anywhere. This not only saves me time, but 
the prices are very good, and it can be delivered to wherever I am. 
I'm also glad to be able to order what I want to eat for lunch, without 
having to stop working.

IMPACT STORIES
Part 2: Impact Areas / Users of the platform: 3.3 Clients
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3.4-3.6 General Themes

3.4 Cybersecurity
Information security

Systems security

One of hugo’s biggest commitments is to 
guarantee the security of the information of 
all the company’s processes and operations. 
To this end, policies have been created and 
implemented that govern the use of ICTs 
(Information and Communication Technologies) 
and ensure the use of cloud user management 
tools that have ISO / IEC 27001 certifications.

In addition, there are processes established 
for the management of internal users and their 
access credentials according to their respective 

levels of authorization in the company. This 
includes monitoring changes and connection 
rates of internal users, thus guaranteeing 
the support and confidentiality of internally-
managed data.

To continue complying with these standards, 
we have also set goals such as the disclosure 
and implementation y of the authorized policies 
throughout the company and ensuring their 
implementation throughout the region.

For this reporting period, our aim for systems 
security was to diagnose the current state 
of data protection and management, as 
well as conduct a comprehensive inventory of 
the different means of information exchange 
between our ecosystem and external partners 
. We also assessed and improved internal crisis 
management processes and data backup 
processes.

We have created and implemented a series of 
backup and recovery policies for crises and 
incidents, which allow for a smoother and 
more consistent operation of the app even in 
the midst of anomalous incidents. Our goal 
has been to develop solutions that enable 

us to diagnose and resolve issues in the 
shortest possible time possible. As part of our 
commitment to proactive solutions, we seek 
to standardize the development process and 
develop a cleaner source code which will have 
a lower risk of vulnerabilities. We are also in 
the process of creating an institutional risk 
matrix.

In the future, we expect to see a marked 
reduction of potential security gaps due to the 
former lack of relevant policies and guidelines 
(currently under construction), as well as 
updating and evaluating the risk matrix for 
critical tools and services on a regular basis.

Cybersecurity, User Protection, 
and User-Driven Innovation

Part 2: Impact Areas / Users of the platform: 3.4-3.6 General Themes
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3.5 User Protection 3.6 User-Driven Innovation

Protection and privacy of personal data

Communication and management of personal data

Consumer advertising standards

For hugo, the protection of the personal 
data of our users is a priority, which is why a 
baseline protection measure is the encryption of 
all users’ personal information (in particular their 
payment details, phone number, and email).

In terms of future plans, we are in the process 
of validating upcoming changes in current 
legislation to be able to comply with the new 
requirements that will be published on data 
protection throughout the region. 

We maintain communication channels with each 
of our users to explore their needs and desires. 
At the business level, we engage in a series of 
strategic innovation meetings, manage a backlog 
of the innovative ideas from various teams, and 
follow a SCRUM process for the establishment 
of good practices of working collaboratively on a 
project and achieving the established objectives 
and goals.

In terms of future plans, we expect to improve 
our workspaces and processes to stimulate 
more innovation in the new corporate 
headquarters, as well as engage with our user 
base more regularly as we develop future 
products and services.

As an essential part of information management, 
we seek to share the privacy and security 
policy to all end users through the application 
by email and also in the web environment in a 
way that complies with the requirements of 
national laws and international standards for 
the treatment of personal information. We 
also communicate changes to the policy with 
the user through their preferred communication 
channels.

In electronic communications sent by hugo, 
the name of hugo as the sender is duly 
named, as well as a functionality to manage 

communication preferences such as clicking 
on the “unsubscribe” option that appears at the 
bottom of each email, or through the telephone 
lines available in the section of “Contact Us” of 
the hugo web portal. Declining communications 
may result in a cancellation of the account, as 
the use of hugo’s services does require being 
able to communicate with the user via email.

Among our goals for the future is the creation 
of a user awareness plan about good personal 
information security practices within the 
application.

In compliance with advertising standards, hugo 
seeks that the information in the published 
promotions indicate relevant dates and 
restrictions for users, the limit of available 
promotions, or the specifications on stock 
availability. 

The conditions of these promotions are shared 
with the CX + (Customer Experience) team so 
that in case a user has concerns, CX + can clarify 
or give a resolution to their questions.

Although we strive to meet the standards 
for advertising, we maintain a future goal of 
drafting a formal policy that provides guidelines 
on the information that must be included in all 
promotional publications to ensure clarity and 
compliance.

Part 2: Impact Areas / Users of the platform: 3.4-3.6 General Themes
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As a company, we define impact in more integral terms, embracing the 
fact that it goes far beyond philanthropy and instead involves a summation 
of activities within our value chain that allow us to positively influence 
others. As a 100% Central American company, with local talent and 
locally-developed technology, we have a unique opportunity to continue 
enhancing the economy and the development of our own communities in a 
way that foreign companies cannot.

The community actors that form a part of the hugo ecosystem are 
essential to the hugo business model, which is why we are always working 
to promote ideal conditions for members of the communities where we 
operate. For this reason, in this chapter we address two specific issues of 

great importance, namely the labor rights and practices of our suppliers 
and our commitments to the local community.

Staying true to our impact model and its alignment with the Sustainable 
Development Goals, this section we presents initiatives that that 
specifically contribute to the following SDGs:

Technology is a powerful tool for community 
development and at hugo we firmly believe 
that the social component is an essential 
axis of our impact model, which means 
considering development opportunities for all. 
With this in mind, we promote initiatives that 
prioritize local partnerships, projects, and 
entrepreneurs, focusing our impact efforts 
as precisely as possible on the communities 
where we operate.

4.1 SUPPLIERS

4.2 LOCAL COMMUNITY

4. Communities
Fostering local development

Part 2: Impact Areas / Communities
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The pandemic has been a period of many challenges for 
everyone, especially in regions where the health crisis 
compounded other existing chronic economic, social, and/
or environmental crises. We are aware of our capacity to 
create value for the communities in which we operate and 
conscious of our role as a socially responsible company in 
difficult moments like these.

In 2020, we decided to take a step forward and support 
people suffering from the destruction of hurricanes ETA and 
IOTA in Nicaragua with donations and logistics management 
required to help get key resources to impacted families. On 

World Humanitarian Assistance Day (August 19, 2021), the 
Nicaraguan Red Cross awarded Hugo Technologies with 
recognition for its commitment to the people of Nicaragua 
and its support during the ETA and IOTA hurricanes of the 
year 2020.

Thanks to this initiative, it was possible to collect and 
distribute food, clothing, supplies, and other basic supplies 
to hundreds of families. We were able to send out three 
8-ton trucks for the distribution of humanitarian aid to 
those affected in Rivas and the North Caribbean Coast of 
Nicaragua.

At hugo we leverage our platform not only to grow the local economy, 
but also to support the community that has trusted us since day one. We 
congratulate the Hugo Nicaragua team for their empathy, dedication and 

quick action for their fellow citizens

HUGO RESPONDS TO THE PANDEMIC

HUGOSCHOLARS TRAINS THE FUTURE 
LEADERS OF TECHNOLOGY IN THE REGION

IMPACT STORIES

hugoScholars is an initiative that brings technology 
education and resources to young people in the 
communities where we operate, and works in partnership 
with other aligned organizations, companies, or institutions. 
To kick off this effort, we have partnered with ¡Supérate!, 
an academic excellence program that focuses on improving 
the educational opportunities for young people with limited 
economic resources in Central America, providing them 

with better life opportunities through high quality training 
in the areas of English, computer science, and core values. 
Through this partnership, hugo is now contributing to the 
design and facilitation of technological curricula in the 
computer science program, promoting digital talent in the 
country through offering scholarships for higher studies, 
training teachers on new technology education approaches, 
and providing internships to outstanding students.

“
”

As the first and only SuperApp in Central America, hugo is proof that world-class 
technology can be built anywhere. It is our responsibility to share this mission with future 
generations and together be pioneers in the digitization of our region, creating products 

and services that help people to simplify their lives, unleash their potential and shape their 
future. We are thrilled to be working with the teachers and students of ¡Supérate! in our 

home country, El Salvador, and show the world what our people are capable of.

Alvaro Dominguez Argeñal,  General Manager, Nicaragua 

Alejandro Argumedo, Co-founder and CEO of hugo

Part 2: Impact Areas / Communities
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Being a technology platform, hugo does not 
have an extensive chain of industrial suppliers. 
That said, we do have providers that help 
maintain our technology services and servers, 
supply driver equipment, create merchant 
marketing material, and power the products and 
services we use in the operation of our offices 
and own brands (hugo2Go, hugoMarket).

In the last year the Purchasing department 
was created to manage and improve the 
relationship with suppliers across the region. In 
the period covered by this report, we invested 
approximately US $11MM from the Purchasing 
area into suppliers, injecting almost US$9.4MM 
(85% of the total spend) into Central American 
providers along the value chain.

SUPPLIERS
4.1 

Since September 2020, a supplier affiliation 
process has been implemented for centralized 
purchases which includes an initial registration 
form, a declaration of conflicts of interest, as 
well as a declaration of funds and politically 
exposed persons. Future plans include building 
a database of suppliers at the regional level and 
integrating the database with an Enterprise 
Resource Planning (ERP) platform that 

consolidates vendor information and organizes 
all suppliers by category. In addition, we expect 
to implement affiliation controls that not only 
contemplate commercial terms but also best 
practices in the industry, and in particular 
assessing the environmental, social, and 
governance impact of our selected suppliers 
and products.

Currently the company does not have a written 
set of labor policies established for providers 
across the supply chain, but we are in the 
process of developing these standards. We 
particularly recognize that the outsourced 
service industries such as maintenance, 
cleaning, and surveillance in the region have 
increased risks due to poor labor practices 

and we are expediting the analysis of these 
suppliers to verify their practices. For future 
contracts, hugo will look for companies that 
guarantee the human rights of the employees 
and the fulfillment of our labor practice 
standards regarding benefits, salaries, hours, 
and other factors.

$9.4MM
injecting almost $9.4MM (into Central American 

providers along the value chain.

Supplier selection process

Labor practice and human rights policy in the supplier chain

Part 2: Impact Areas / Communities: 4.1 Suppliers
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Communities: 4.1 Suppliers

Establishment of the 
Purchasing department to 
oversee supplier relationships

Implementation of a supplier 
affiliation process for centralized 
purchasing. 

Establish a supplier 
database at the regional 
level, integrated with an 

ERP platform

Create a labor standard 
policy for suppliers 

throughout our value chain.

6
$9.4MM

Internal policies and procedures focused 
on the selection of the best providers 
that comply with the highest standards

$9.4MM total investment in Central American 
suppliers in the region

Summary

Acciones destacadasFeatured Actions

Future Plans

Stats about Suppliers

Part 2: Impact Areas / Communities: 4.1 Suppliers
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LOCAL 
COMMUNITIES

4.2 

To advanceour vision toward becoming the most conscious SuperApp, 
we have carried out a series of regular surveys to employees, merchants, 
drivers, and clients with the aim of better understanding their needs 
and co-creating sustainable technological solutions that help change 
the world. These surveys mainly come from the Impact, Marketing, 
Operations and Commercial areas.

Also, as members of the business community, we have had meetings 
with several government ministries in the region (in particular El Salvador, 
Honduras and Nicaragua) to learn how we can support national goals 
related to transport and work regulations for the communities where 
we operate. We remain open to forums with the public sector to develop 
regulations for the emerging technology platform sector.

The most comprehensive impact-related survey to date was conducted 
in July 2020 and gave us the opportunity to hear from our ecosystem 
of users (merchants, drivers, and clients) about their perception and 
expectations for the social and environmental impact for a platform like 
hugo. As a result of this process, hugoImpact was born — a cross-cutting 
initiative that monitors and improves the impact of hugo for our employees, 
communities and the planet, with projects that seek to generate an impact 
on governance, the social and the environment. 

This survey has given us a basis for the future to continue exploring the 
needs of the communities where we operate, prioritizing projects and 
proposing solutions in a sustainable way.

Strategy to understand and address community needs

Development and management of community-oriented projects
As a regional company that offers various products and services, we know that we have high potential to contribute to the improvement of the conditions 
of the communities where we operate. hugoImpact has arisen from the desire to create shared value with the people and communities that participate 
in the hugo ecosystem, promoting internal and external projects that help the development of the community and that are aligned with the Sustainable 
Development Goals ( SDG) of the United Nations. For this, we have defined three main lines of work: Governance, Social and Environment, under 
which we have designed different impact projects that go hand in hand with the company’s value chain. 

Our areas of focus in this first year of impact management have been projects related to:

Ensure that impact initiatives are present in the strongest area of the business 
(hugoDelivery) and for the operation’s most key user base: drivers. We are happy to 
share that our projects such as Better Bag Initiative, hugoRecicla, hugoClubhouse and 
hugoScholars are in line with this goal.

Establish the foundations of impact culture, theory, and practice within the company, 
as well as creating relevant processes and reporting. This impact report serves as an 
exposition of our internal progress in this area.

Reintroduce ourselves to the market with our renewed vision toward becoming the most 
conscious SuperApp, committing ourselves to ambitious goals for economic, social 
and environmental impact. In line with this objective, we present a series of hugoImpact 
initiatives and our Vision 2025 on our website and also in this report, sharing our 
commitments toward becoming more sustainable and responsible.

Core Business

Governance

Positioning
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Integration of community impact in lines of business
hugoDelivery, our strongest business line, 
has promoted projects such as: Better Bag 
Initiative (a multi-industry project that seeks 
seeks to produce the most eco-friendly 
delivery bag); hugoRecicla (a program for 
the collection of recyclable materials at 
home) and hugoRecupera (a program for the 
management and donation of perishable food 
from the different lines of business of hugo 
and businesses affiliated with community 
organizations).

For our hugoBusiness and hugoShop lines 
of business, we are expanding the ¡Con Todo! 
Program, an incubator for promising MSMEs 
that aims to promote local entrepreneurs and 
brands, giving them tools to help them grow 
their business through dedicated team support. 
The aim of this project is to provide these “local 
heroes” with exclusive educational content on 
finance, market, data analytics and business 
management in general to help with their 

business sustainability as well as boost the local 
economy.

With the introduction of our new hugoPay 
business line, the opportunity has also arisen 
to generate value for our communities by 
democratizing access and understanding 
of finance and financial services for all. Our 
financial education program Finance4All seeks 
to empower individuals with entrepreneurial and 
financial skills, making use of the inclusion of 
financial technology (fintech) tools to manage 
their businesses. 

We are still in the content-creation stage 
and we have developed a partnership with 
a Salvadoran foundation committed to 
supporting women entrepreneurs from 
vulnerable communities. We plan to pilot the 
program in El Salvador in the following months 
and expand the project throughout the region 
over the next year.

As a pioneering technology company, we are 
also committed to technological development 
in the region, especially through training the 
future leaders of the digital revolution through 
our hugoScholars initiative. In El Salvador, we 
are promoting this vision in conjunction with 
the ¡Supérate! Business Program, launching 
the partnership “United for digital talent in El 
Salvador”. 

The agreement is a co-creation of workshops 
and training by ¡Supérate! and hugo on 
technological needs that are arising in the labor 
market, developing a long-term digital talent 
industry in the country while also training up the 
new skills required in an increasingly digitized 
and interconnected economy. To date, the 
program has benefitted a total of 1,531 students 
and 80 teachers.

These projects are just the beginning of hugo’s impact mission and contribute to our Vision 2025 
(highlighted on page 26). One of the key commitments of that vision is to design and implement 
25 high-impact projects co-created with the communities where we operate. We also plan to 
regionalize various initiatives that have been piloted in El Salvador and are now ready to expand 
(hugoRecicla, hugoRecupera, Freshly, Mercadito, hugoClubhouse).

hugoImpact x 
verticales

Comite hugoImpact
RoundUp & Donate

hugoClubhouse

hugoNeutro

hugoRecupera

hugoScholars
Local Heroes

Incubator

hugoScholars

hugoRecicla
Better Bag
Initiative

hugoImpact projects are initiatives that inherently impact our communities, 
contributing to the global SDGs in the following way:

78
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We understand that part of our responsibility as a platform is to measure and 
remedy our environmental impacts to guarantee long-term sustainability, 
which is why we have adopted commitments that lead us to meaningfully 
contribute to the fight against climate change. 

From initiatives such as hugoNeutro (through which we want to become 
100% carbon neutral company by 2025), to innovative approaches for our 
value chain where hugo can serve as a connector between many actors, 
we have an opportunity to facilitate programs that encourage our users 
(merchants, drivers and clients) to participate in multisectoral initiatives to 
take environmental action. Managing the global environmental crisis is an 
issue that increasingly takes up space in conversations among governments, 
the private sector, and civil society, especially given the urgency to join 
forces against climate change.

The role of companies as influential players in stopping climate change is 
becoming increasingly important and many Central American companies 
are beginning to improve their operations to comply with environmental 

initiatives. In hugo, we are prioritizing the creation of sustainable offices, 
recycling programs, and food recovery efforts to join this worthy cause.
It is our responsibility to take action, especially in a region where we 
have widely recognized environmental risks such as biodiversity loss and 
deforestation, unreliable availability of energy and water, and air pollution. 
Despite these threats, there is still little business commitment in the region 
to carbon neutrality, which is why we seek to be pioneers and accept this 
challenge to contribute to action against climate change.

In this final chapter, we highlight the our efforts around environmental 
management and climate change as we work toward meeting the following 
Sustainable Development Goals:

hugo’s impact approach has three 
fundamental components: economic, 
social and environmental impacts. The 
first two types of impact have already 
been covered earlier in this report, 
while this chapter is dedicated to the 
environmental vision that we have 
created as a company.

5.1 ENVIRONMENTAL 
MANAGEMENT

5.2 CLIMATE CHANGE

5. Environment
Promoting a circular economy
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The world is increasingly moving towards the 
promotion of sustainable business models, 
with the public demonstrating greater interest 
in companies that are committed to the fight 
against climate change. In hugo, we have 
assumed the responsibility of participating in 
these efforts in the scope of our operations, 
covering a series of initiatives that contribute 
to responsible production and consumption 
as well as reduced emissions impacts on the 
environment.

In the early stages of our growth, we opted for 
the use of a biodegradable high-density plastic 
bag that met the necessary characteristics 
for the operation of the business, such as: 
a dynamic design, resistance, flexibility and 
volume. Given our commitment to continuous 
improvement, we knew that this high-density 
plastic option could be markedly improved, 
which is why we have embarked on a path 
alongside Ternova to, over time, develop the 
best possible bag that meets essential business 
requirements under eco-friendly guidelines.

As a first step in the journey to a better bag that 
meets current operational and eco-friendly 
guidelines, we have designed version 2.0 of our 
Better Bag that is made of 75% post-consumer 
recycled plastic,thus contributing to a circular 
economy.

Looking towards the future, we see many 
possible paths for improvements to our bags 
including: 1) bio-based plastic, 2) EcoPlas (a 
blend of bio-based plastic and post-consumer 
recycled materials), 3) carbon neutral bags, 
and wherever possible, 4) the reduction or 
elimination of the need for bags. We even 
see this initiative extending to the drivers’ 
delivery bags and the delivery packaging for 
merchants. This commitment to participate in 
the circular economy is firmly embedded in our 
impact DNA, which gives us the opportunity to 
continue pursuing our position at the forefront 
of technological innovation for environmental 
protection. 

IMPACT 
STORIES

THE JOURNEY TO A BETTER BAG

Strategic partner:
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Environmental management policy and culture

5.1 Environmental Management

STATS ABOUT OUR ENVIRONMENTAL MANAGEMENT

Circular economy strategy

Increasingly aware of the challenges that exist in 
the face of caring for the planet and contributing 
to the fight against climate change, we assume 
responsibility to ensure that our offices 
comply with more environmentally friendly 
standards.

Some of the guidelines that we seek to 
comply with include better mechanisms to 
save water and electricity in our offices, as 
well as the placement of recycling stations 
throughout each building to reduce the negative 
impacts that may arise from the materials 
that are discarded in offices such as paper, 
cardboard, plastics, cans and others. These 

guidelines are currently being created as part 
of our “Sustainable Offices” commitment in 
partnership with our department for Integral 
Security. Likewise, we are working on the 
environmental education of our employees 
through talks and trainings on recycling 
culture, which has been formally included in our 
onboarding process.

Finally, as a future challenge from the Impact 
area of the company, we want to promote 
corporate volunteering to contribute to 
environmental causes in each of the countries 
where we operate.

investment to date in the development and purchasing of Better Bags

We are aware that the planet urgently needs 
individuals and institutions to take action 
that promotes sustainable development and 
resource conservation to guarantee the well-
being of future generations, and in particular, 
actions that move us closer to a circular 
economy. That is why hugo is actively exploring 
our role in the existing linear economic system 
and where we must change to counteract the 
negative effects of the perpetual extraction, 
manufacture, use and disposal of products that 
increasingly depletes the planet’s resources.

In alignment with this vision, we initiated a 
pilot project called hugoRecicla, a service for 
automated collection of recyclable materials at 
home in partnership with Ternova a carbon-
neutral Salvadoran company that manufactures 
flexible recycled plastic, and their community 

recycling program Recicla503. We have piloted 
the initiative with hugo’s employees as well as 
a selection of participating merchants and with 
the vision of expanding the project to the public 
of San Salvador. We are currently in the process 
of analyzing similar partners in other countries 
where we operate. 

We also have recently launched the Better Bag 
Initiative, which seeks to promote strategies 
for the use of more eco-friendly bags across all 
business lines. Version 2.0 of the “Better Bag” 
is composed of 75% recycled materials. In the 
future we hope to create these post-consumer 
recycled materials from the recycling collected 
from hugoRecicla, creating a perpetual closed 
loop of recycled plastic within our ecosystem of 
merchants, drivers, and clients.

US$189,000
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Climate change 
management model
One of the most ambitious goals of our 2025 
Vision is to become a 100% carbon neutral 
company, made possible by the hugoNeutro 
initiative.

Aware of the impact our business generates in 
terms of carbon emissions, we have initiated the 
first phase of our hugoNeutro plan including 
an inventory process of all business activities 
that emit CO2, with an initial focus on measuring 
the emissions of motorcycles used by drivers. 
In the period covered by this report, emissions 
from motorcycle activity through our platform 
reached approximately 2,369 tCO2eq (metric 
tons of CO2 equivalent).

We are currently identifying strategic partners 
to support us in the process of measuring the 
scope of our environmental impacts throughout 
the company as well as with the identification 
and purchasing of carbon offsets as part of 
our commitment to the fight against climate 
change.

invested to date in phase 1 of 
hugoNeutro

STATS ABOUT OUR CLIMATE 
CHANGE MANAGEMENT

US$7,910
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Piloting of the hugoRecicla program 
with hugo employees and a selection of 
merchants in El Salvador.

Establishment of the commitment 
to be 100% carbon neutral by 
2025.

Featured Actions

CO2 
emissionshugoReciclaSostenibility

Align operations of our 
offices with 
environmentally-friendly 
policies and practices

Expand the hugoRecicla program to 
promote a culture of recycling in San 
Salvador and provide materials for Better 
Bags, creating a circular economy for 
post-consumer recycled plastic

Measure, analyze, and initiate the 
compensation of CO2 emissions across 
all company operations

Future PlansSummary
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ANNEX
Glossary

Carbon Neutrality: 
The modification or compensation of activities 
of an organization or individual to reduce 
or counteract carbon emissions into the 
atmosphere

Circular Economy: 
A model for responsible production and 
consumption that involves sharing, renting, 
reusing, repairing, renovating and recycling 
existing materials and products as many times 
as possible to create added value

Elastic Search: 
An open, distributed analytics engine for all data 
types, including textual, numeric, geospatial, 
structured, and unstructured

Entrepreneurship: 
The act of starting something, be it a project or 
business
Environmental Impact: the modification of the 
environment caused by the action of humanity 
or nature

ESG (“environmental, social, governance”): 
The practice of accounting for environmental, 
social and corporate governance factors when 
measuring the impact of an organization

Gig Economy: 
An economic ecosystem of remunerated 
tasks carried out by platform users without an 
contractual employment relationship with the 
company

IDB Lab: 
The innovation laboratory of the Inter-American 
Development Bank Group, the main source of 
financing to improve lives in Latin America and 
the Caribbean

Impact: 
The inclusion of sustainable initiatives in a 
business’ value chain that generates benefits for 
both stakeholders and the business model

Incubator: 
An organization or program that offers support 
to early stage entrepreneurs to transform their 
ideas into a business plan and model with the 
potential to grow their operations

MSMEs: 
An acronym for micro, small, and medium 
enterprises

SDGs (Sustainable Development Goals): 
A United Nations plan of action that involves 17 
goals aimed at eradicating poverty, protecting 
the planet and ensuring that all people of the 
world can enjoy peace and prosperity

Shared Value: 
The result of companies and society joining 
forces to achieve a common good

Social Impact: 
The effect on people and communities that 
occurs as a result of an action, activity, project, 
program, or policy

Stakeholder: 
Any internal or external person or group that 
may affect or be affected by an organization’s 
policies, objectives, decisions and actions

SuperApp: 
A digital marketplace for products and services 
available in one mobile application

Sustainability: 
The theory and practice of meeting current 
needs without compromising the capacity of 
future generations

WorkerTech: 
The use of new technologies and digital service 
platforms to offer independent workers a series 
of personalized benefits, access to protection 
systems and defense of their rights
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PRODUCTION:
Strategy and Impact Team

SUPPORT: 
MAS Business
www.mas-business.com


