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Distribuidora Internacional de Alimentación S.A., 
more commonly known in Spain by the acronym 

Dia, is a discount chain founded in 1979 (the year the 
first store opened in Madrid) and holds a 3.7% market 
share in the country, achieved primarily through sales 
of the ‘private label’ range, largely made locally by 
co-packers and trusted suppliers.

This retailer has developed thanks to the strong 
rise of the discount channel in Europe over the last 
twenty years and has been trying to firmly establish 
the cornerstones of its commercial health through 
a planned, methodical and forward-looking strategy.

Figures and loyalty
Between Spain and Argentina, more than 3 300 stores 
operate in the field, with a shared vision of fully 
satisfying ‘convenience’ by providing easy, fast, high-
quality shopping experiences at low prices, with the 
possibility of enjoying them both physically and 
digitally.

The company employs approximately 17 000 people 
across the various stores and logistics platforms. 
Its headquarters are in Las Rozas, in the centre of 
Spain, plus another 17 000 in the franchising network 
(2 270 sales units). Together, in 2024, they achieved 
a turnover of approximately 7 billion euros, with 
65% of transactions carried out using the ‘Club Dia’ 
options.

Dia Group in Spain
The strategic plan to accelerate growth

Highlights on the method used by the  
Iberian chain to address the current market.

The benefits of digital 
contents and the 

convenience of using 
functional applications 
are enhanced through 

the Dia Club.

A Dia supermarket in Munro, Argentina. Photo by Fernando Martello. https://en.wikipedia.org/

Dia embodies a distribution model based on low prices, 
convenient shopping and, above all, convenience.

A Dia supermarket in Argentina. Photo by Ciber Ducky

Preferential display of red apples, 
discounted 25%.
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PARTNERING WITH PEOPLE TO CREATE EXCEPTIONAL VALUE
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When Centralised 
Cooling is essential

ModiPlex 
Refrigeration Packs 
are used in retail, industrial, 

and agricultural cold-storage 
to provide centralized cooling. 
These customized packs feature 
horizontal or vertical discharge 

options and regulate system 
capacity for optimal 

energy efficiency. â
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The solid cornerstone of its modern institutional 
loyalty campaign is based on specific components 
such as: … 
l �Personalised coupons (related to purchasing 

habits or specific products by the user) 
l �Electronic wallet (which can carry ‘virtual money’ 

obtained through promotions) 
l �Participation in games on the app 
l �Collaborations with partner companies 
l �Exclusive offers promoted directly by the app 

and promotional benefits reserved for specific 
customer categories.

The mobile application also allows the brand to 
carry the loyalty card and easily consult digital 
flyers. It’s, in fact, a practical tool for fully exploiting 
every advantageous option available through 
membership in the Club Dia loyalty system. The 
fixed customer base, systematically served and 
retained, now reaches 10 million people.

At Dia, the private label is offered 
with a good variety of product types.

‘Verduras & go’: quality and presentation style of fresh products is 
fundamental, given the need to influence daily purchasing habits.

Fresh products, even in Dia stores, lends itself to bursts of colour that 
attract consumers’ attention in well-promoted environments.

View of a spacious aisle with packaged consumer products. Wide aisle with packaged consumer products, in which 
symmetrical order and perception of fullness stand out.

Fresh fruit and 
vegetable display in an 
Argentina Dia store. 
Photo by Enyerbert 
Romero

We provide a wide range of 
products, with a strong focus 
on fresh and local goods, and 
our high-quality Dia brand at 
affordable prices. We allocate 
€4 billion to purchases from 
over 1 500 local suppliers, 
representing 96% of our global 
procurement, ensuring that 
the wealth generated by our 
operations remains within the 
communities where we operate. 
https://diacorporate.com/ 
en/our-company/



Insulated panel spaces

Glass display doors

Complete installation services

Strip curtains

SMART PANELS 
FOR DEMANDING
ENVIRONMENTS.

www.panelworld.co.za  |  sales@panelworld.co.za  |        082 925 1944
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A strong display in the  
cheese and delicatessen fridges.
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Interior of  
a Dia supermarket  

in Strasbourg, France. 
Photo by Pierre Rudloff,  
https://en.wikipedia.org/

Photo by Ibon Azkoitia

Photo by Luis Guillermo Castillo

Photo by Takanobu Kumagai
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The five-year strategy
The primary objective declared in the 2025–29 strategic plan 
remains 
l �to generate value through healthy and profitable growth 
l �to be strengthened in the long term thanks to the reliable 

network of physical stores and online references, wherever 
the Store Brand operates.
It has been announced that 300 stores will be opened in 

Spain by 2029, with extensive use of the franchising formula. 
The new stores are expected to add at least 1 million cus
tomers to the user base, for an estimated compound annual 
growth rate (on gross sales) of 4% to 6% and a forecast 
margin of between 7.5% and 8%. This represents an invest
ment costing between 150 and 180 million euros, which will 
also benefit 2 400 newly hired workers.

2024 had already been a busy year for Dia, dedicated 
to streamlining and consolidating its business in Spain 
and Argentina, along with successfully completed internal 
refinancing.

The four cornerstones identified for the operational strategy 
are: delighting customers, growing profits, strengthening 
the fundamentals of success and sharing Dia’s story with 
numerous stakeholders.

Martín Tolcachir, Global CEO of the Dia Group, believes that 
precisely through the implementation of these four pillars, the 
five-year strategic plan for the transition to the next level will 
be achieved. He specified …

We will continue to grow, little by little,  
together with our team in stores and at headquarters, 

with franchisees, suppliers, stakeholders and all investors, 
to ultimately be the best daily point of reference  

within the territories we serve.
Martín Tolcachir, after intense managerial experiences in South 
America, has been Global CEO of the Dia Group since 2022.

A Dia supermarket. Photo by Marina Zárate GR. https://en.wikipedia.org/

Dia is the largest franchiser in Spain and the fourth in Europe in the food distribution sector. The Dia franchise 
business model is based on mutual cooperation between their strategic partners and the company, so as to 
offer customers the best proximity service. https://diacorporate.com/en/franchises/

Interior of a Dia Argentinian store. 
Photo by Enyerbert Romero

Photo by Chema Vallega
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These words and intentions are as laudable as 
they are challenging, formally solemn and easy to 
declare, but … in fact, how can they truly excite 
customers? And, above all, how does Distribuidora 
Internacional de Alimentación intend to do it?

The axes on which the company has announced it 
will move, in this area, are …
l �Hyper-personalisation of offers, maximising the 

mechanisms used by Club Dia to fully understand 
customers, their characteristics and their various 
purchasing habits.

l �Gamification, through the implementation 
of the game options allowed by Club Dia 
itself, to increase levels of engagement, active 
participation and loyalty with initiatives borrowed 
from games and video games.

l �Balanced and well-structured assortment across 
the spaces, guaranteeing customer freedom of 
choice (with 2 400 renewed products).

l �Quality of the products offered in the fresh 
produce departments.

l �Substantial and visible infrastructural 
improvements within the network stores.

l �Omnichannel.

The key areas relating to growth in profit generation 
will be …
l �Optimisation of logistics flows.
l �New openings driven by the franchising formula, 

in ideal locations in terms of commercial 
performance and real community service.

l �Monetisation of operations, through activities 
implemented in the digital domains.

The key areas for the point relating to ‘strength
ening winning fundamentals’ will focus on …
l �Proximity.
l �Enrichment of corporate culture and its sharing.
l �Deepening management skills.
l �Daily action focused on approaches that place 

the customer as the absolute protagonist.

Finally, this retailer will raise awareness among all 
mass distribution players – consumers, suppliers, 
collaborators, direct or indirect stakeholders related 
to the company, and any entities involved in 
various capacities of Dia’s nature, identity, vision, 
history and specific initiatives.

Hippo Zourides, serial entrepreneur and 
corporate leader, has been involved in the 
food trade for over four decades and consults 
to corporates, large, medium and small 
enterprises on a variety of management and 
restructuring skills, including the latest ESG 
requirements.

Antonello Vilardi, professional in manag
ing points of sale at numerous commercial 
signs, editorial collaborator for specialised 
magazines, consultant and lecturer in univer
sity masters. He has written books on large-
scale retail trade.

SR

The Dia supermarket chain presents its new Sustainability Plan 2026-29, ‘El valor de cada Dia’  
(The value of every day), a path to be travelled together with its customers, employees, franchisees 
and suppliers in Spain and Argentina that makes the ‘V’ for Vecino, Vínculos, Vida saludable y Valores 
(Neighborhood, Connections, Healthy Living and Values) the driving force behind its strategy.

The perfect combo.  
Get the recipe on https://www.instagram.
com/p/DWbqd5Wkcpw/

Zebra Cheesecake.  
Why choose between two 

chocolates when you can have both?  
It’s surprisingly easy and doesn’t 

require an oven. Full recipe: https://
www.instagram.com/p/DVs-0cICBeb/
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With more than 126,000 lives covered 
nationwide and a growing footprint across 

hundreds of employers, Flexicare health insurance 
is helping employers give their employees access 
to quality private primary healthcare through 
a network of healthcare providers. The result is 
a healthier workforce, improved wellbeing and 
stronger business resilience.

Employee wellbeing has become a strategic priority 
for organisations across industries. In supermarket 
and retail environments, where large customer-facing 
teams are central to operations, employee health 
has a direct effect on overall performance. Employers 
increasingly recognise that healthy employees are 
more productive, more engaged and better able to 
contribute to business success.

At the same time, many South Africans still have 
limited access to private healthcare. This is driving 
growing interest in health insurance solutions that help 
employees access care while remaining affordable for 
both employers and employees.

“Employee health should not be viewed as a cost to 
business. It is an investment in productivity, resilience 
and long-term sustainability,” says Maria Makhabane, 
Chief Growth Officer at Discovery Health.

Healthy employees help build stronger businesses
There is a clear link between employee wellbeing and 
business outcomes. A global study by Gallup found 
that organisations with high employee wellbeing report 
18% higher productivity, 23% higher profitability and 
81% lower absenteeism than those with low wellbeing. 

Access to healthcare plays an important role. When 
employees can get care early and easily, they are more 
likely to remain productive, recover quickly from illness 
and avoid more serious health complications.

The World Health Organization and the International 
Labour Organization highlight the link between 
employee wellbeing, productivity and organisational 
performance.

Why more employers are choosing Flexicare  
 health insurance to support their workforce

“Employee wellbeing is not only an HR or people 
team priority – it is a business priority. When 
employers invest in cover that gives their people 
access to high-quality private primary healthcare, they 
reduce avoidable illness and create the conditions for 
sustained performance,” says Makhabane.

What is health insurance?
Many employers exploring healthcare benefits may be 
unfamiliar with health insurance. 

Unlike medical aid schemes, which offer more 
comprehensive cover and include Prescribed Minimum 
Benefits, health insurance focuses on specific 
healthcare needs, particularly day-to-day care.

For employees who may not have access to 
traditional medical aid, health insurance offers an 
affordable way to access private primary healthcare, 
including GP consultations, medicines, dentistry, 
optometry and preventive benefits.

This makes it especially relevant for employers 
looking to extend healthcare access to a broader 
segment of their workforce.

Access to private healthcare  
throughout South Africa
Flexicare members have access to an extensive 
national provider network that includes more than 
1,700 GP practices, 3,600 pharmacies, 2,500 dental 
practices, 2,800 optometry practices and 170 
specialists, as well as hundreds of nurse-led care sites. 

The impact is reflected in utilisation. In 2025, 
members recorded more than 320,000 in-person and 
online GP consultations. 

Preventive care is also growing, with close to 9,000 
health checks completed in 2025. These screenings 
help identify health risks early, before they develop into 
more serious conditions requiring intensive treatment.

“Giving people access to healthcare is about much 
more than treating illness. It helps people take charge 
of their health earlier, which benefits individuals, 
families and employers alike,” says Makhabane. 

Growing demand for health insurance  
reflects growing value
Employer participation continues to drive Flexicare’s 
growth:
● �At April 2026, around 67% of members were covered 

through employer-sponsored participation
● �More than 126,000 lives are covered nationally, a 

year-on-year increase of over 10% compared to April 
2025

Employers across manufacturing, retail, healthcare, 
financial services, telecommunications and education 
industries are using Flexicare to help their employees 
access quality private healthcare.

Supporting employees and their families
For many working parents, a child’s illness can mean 
time away from work to visit a clinic. Access to private 
healthcare helps employees get care more quickly and 
conveniently, reducing disruption to both family life 
and work schedules.

At April 2026, approximately one in five Flexicare 
policies included cover for children, highlighting the 
value of family protection and peace of mind.

Discover how Flexicare can support your workforce
As businesses navigate economic uncertainty and 
changing workforce expectations, employee wellbeing 
is becoming increasingly important to organisational 
success. 

For employers, health insurance is more than an 
employee benefit. It is a practical investment in people 
that can help create healthier workplaces and stronger 
businesses.

Whether your organisation employs 20 people or 
2,000, providing access to private healthcare can help 
employees stay healthier, access care sooner and 
remain productive at work.

Learn more about how Flexicare health insurance can 
support your employees and your business. 
https://www.discovery.co.za/business/flexicare

Disclaimer: Flexicare is underwritten by Auto&General, a licensed non-life insurer and FSP and administered by Discovery 
Health, an authorised FSP. Ts and Cs apply to benefits. Flexicare is not a medical scheme and the cover is not the same.
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