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THE ALGAR  
ESSENCE



VISION AND PURPOSE 
People serving People

MISSION 
To develop relationships and innovative 
solutions in order to generate sustainable 
business of high perceived value 

VALUES
• Clients, our reason for existing*
• Valuing Human Talents
• Integrity
• Sustainability
• Entrepreneurship

*Quote by Algar Group Founder, Mr. Alexandrino Garcia

7



GENERAL
PRINCIPLES
CODE OF 
CONDUCT



1. Respectand value the human being in all its 
dimensions.
2. Practice the values and team spiritand represent 
them adequately.
3. Have an ethical behavior in every relations and busi-
ness and cc With laws, rules and polices of the Group.
4. Respectand preserve the environment.
5. Value all stakeholders with whom we Interact, 
especially Clients, Affiliates, Suppliers, Partners, 
Investors, Stockholders and Community.
6. Protect the Group’s assets, both tangible and 
intangible, and strive for continuous quality 
improvement and facilitare the development of new 
ideas.
7. Do not acton your own behalf or perform any act 
that features a conflict interest.
8. Use the work tools properly and ensure the security 
of information.
9. Relate properlywith authorities, organizations, 
agencies, media and public figures.
10. Value the truth, the free initiative and democracy.
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CODE OF
CONDUCT



1 - INTRODUCTION

This Code aims to clarify the behavior rules and 
guidelines that must be followed by all Affiliates 
of the Algar Group’s companies, hereinafter called 
Group, in the various forms of interaction of these 
affiliates with the environment surrounding them 
in their work and their relationships. 
This Code is also based on the values and 
principles that underpin the organizational culture 
of the Group and which gives uniqueness to all 
companies regardless of region, culture, or 
market.

To facilitate the organization of this document, 
the interactions were divided as “internal” and 
“external” to the Group’s companies environment.  

This subdivision of items shall not, in any way, 
characterize any difference in the behavior to be 
followed in and out of our businesses, considering 
that the successful implementation of this 
document will be measured by the individual 
behavior of each Affiliate, regardless of the 
specific environment in which (s)he is.

11



2 - STRUCTURE
This code is structured in rules organized 
according to the various forms of interaction of 
the Group’s Affiliates, within both the companies’ 
internal and external environments, and is 
subdivided as follows: 

3 - RULES

The rules that make up this Code were 
approved by the Executive Committee and the 
Board of Directors of the Algar Group and are 
mandatory for the behavior of all affiliates and 
other people who may act, in any way, on behalf 
of the companies of the Algar Group, such as 

EXTERNAL ENVIRONMENTINTERNAL ENVIRONMENT
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3.1 - INTERNAL ENVIRONMENT

This includes the universe of interactions between 
affiliates, third parties and Group companies.

3.1.1 ‐ Affiliates

a) Every Affiliate must be an example of 
positive behavior in their personal attitudes 
towards those with whom they relate. 
The Affiliate must use common sense, good faith, 
loyalty conduct, transparency, respect the laws 
and regulations, take care of the Algar group and 
the company’s property and ensure the fulfillment 
of the Group’s vision, mission, values and policy.

b)  The interpersonal relationship and the 
appreciation of the Group’s Affiliates at any 
hierarchical level are governed by the 
Company‐Network management model, with the 

services providers, partners, attorneys, etc.
All decisions and actions of the Group’s  
Affiliates, both in internal and external 
environments, must be guided by the concept of 
sustainability, involving the economic, social and 
environmental dimensions, using the resources 
available responsibly in order to preserve them for 
present and future generations.
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following main principle: “freedom with 
responsibility”. Thus, the transparency, 
consistency between theory and practice, and 
participation strengthen the pillars necessary for 
the development of a culture of commitment with 
valid results.

c)  Affiliates should be evaluated for their 
individual and collective performances in their 
functions and areas of expertise, 
according to the Group’s Human Talent 
Management Policy.

d)  Career progression in the group happens 
through the creation of opportunities by the 
companies and the Affiliate’s performance and 
qualification within the respondent profile.

e)  In open process to select talents to meet new 
challenges, the Group’s Affiliate, on equal terms, 
always takes precedence over external 
candidates.

f)  The communication between Affiliates must 
be made in a simple and respectful manner. 

g)  The Group considers that the private lives of 
its Affiliates is a personal matter, and their 
privacy should be respected, as long as their 
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activities do not have compete with the 
companies within Algar group, and their behavior 
does not negatively compromise the company’s 
image or property. 

h)  In interpersonal relationships practices, acts 
or omissions that result in defamation, libel or 
slander shall not be tolerated.

i)  The responsibility levels of the Group’s ex-
ecutives should be respected in order to avoid, 
among other situations, “two commanders in the 
same boat”, i.e. leadership duplicity with the same 
degree of power over the same activity.

j)  Human differences must be respected 
throughout the Group and  any acts or practices 
that characterize discrimination of gender, sexual 
orientation, color, age, creed, ethnicity, marital 
status, kinship or mental or physical disability are 
not accepted nor tolerated.

k)  Any acts or practices that characterize 
sexual or moral harassment are not accepted, nor 
tolerated.

l)  All Affiliates of the Group’s companies are 
free to expose and defend their ideas, and they 
are guaranteed the right of association for lawful 
purposes.
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m)  All Affiliates should continually seek to 
improve the quality in everything they do and 
promote the development of new ideas in your 
area, in the company as a whole and within the 
Group.

n)  No Affiliate may self‐approve anything that will 
benefit him/herself in the company.

o)  The possession and/or consumption of alcohol 
is not allowed in the workplace, except for 
moderate use on special occasions in the 
companies. Under no circumstances is the 
possession and/or consumption of illegal drugs 
allowed. Neither is the possession of weapons, 
except for expressly authorized persons 
responsible for the safety of the company’s 
affiliates or property.

3.1.2 ‐ Confidentiality and information 
security

a)  Every Member must protect confidential 
information or information which is 
considered strategic regarding the business 
and the competition, as well as the documents, 
designs, inventions, systems and processes to 
which it has access or is entrusted with it. It is also 
prohibited to pass them to third parties without 
permission of the competent superior.
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3.1.2 ‐ Confidentiality and information 
security

a)  Every Member must protect confidential 
information or information which is 
considered strategic regarding the business 
and the competition, as well as the documents, 
designs, inventions, systems and processes to 
which it has access or is entrusted with it. It is also 
prohibited to pass them to third parties without 
permission of the competent superior.

b)  The Affiliate must also be careful not to deal 
with sensitive and strategic issues of the 
company/group in public environments, such as 
airplanes, airports, parties, etc (ie, in places that 
third parties can listen to it) and must maintain 
confidentiality of the company’s affairs.
 
c)  The allocation of passwords represents the 
trust given by the company, its use is personal and 
not transferable (not sharable) and the Affiliate 
is responsible for any deviation due to misuse or 
neglect.

c)  The allocation of passwords represents the 
trust given by the company, its use is personal and 
not transferable (not sharable) and the Affiliate 
is responsible for any deviation due to misuse or 
neglect.
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d)  Every Affiliate who has access to privileged 
information within the company or the group may 
not, under any circumstances, disclose it to third 
parties, nor use it to their advantage.

e)  Common sense and responsibility Is required 
of all Affiliates when using digital connections in 
Web, e-mail, various social networks, professional 
or non-professional networking sites,  etc. 
These connections shall not compromise the 
image and ethics of the Group or companies, or 
impair your and your colleagues 
productivity and also shall not be used to practice 
moral or personal injury to any person 
whosoever. The interactions in these channels 
must be made with great responsibility, making 
use of the necessary security measures and the 
required moderation, so there is no waste of 
every person’s precious time.

3.1.3 ‐ Conflicts of interest

a)  No Affiliate should have parallel professional 
activities that may interfere with their job 
performance, hindering the efficient exercise of 
their responsibilities, or that conflict with the 
business of any company of the Group.

b)  Affiliates should not offer, promise, give or 
accept, directly or through third parties, gifts, 
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bonuses, preferential treatment or any kind of 
advantage and favors offered to or by persons or 
organizations that maintain or that potentially can 
maintain business relationship or work with the 
Group, as well as competitors.

b1) Exception are considered for small courtesies 
with the logo or card of the grating company, 
lunches, dinners and/or gifts, to which the 
acceptance should strive for ethics and common 
sense, and can be accepted up to the amount of 
$150 and provided that they are not considered 
illegal, doubtful or recurring. 

b2) Gifts or favors above $150.00, received 
through trade relations, must be refused by the 
Affiliate to whom offered, accompanied by a 
thank-you and explanation.

b3) The offer of amenities, due to relationship 
programs defined by the Algar Group’s companies, 
that are above the limit established in this Code, 
must be approved by the immediate superior and 
observe the rules laid down in the Relationship 
with Government Agencies policy of the Algar 
Group.
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c)  In case of paid invitations by third parties for 
events, benchmarking trips and corporate rela-
tionships, provided they do not occur in periods 
of trade negotiations with the host, they may be 
accepted pending the approval by the supervisor.

d)  No Affiliate shall use goods or assets of the 
company for their own benefit or for private 
activities.

e)  In the case of work tools, such as cell phones 
and laptops, where the nature of the equipment 
and labor make is it impracticable to separate and 
control the use for work and the personal use, 
the Affiliate is responsible for any loss or damage, 
physical or of image, if used improperly. The same 
applies to the use of company cars.

f)  In relationships in which a conflict of interest 
appears the Affiliate must promptly notify their 
supervisor and depart from the discussions and 
negotiations. If this is not done, anyone else may 
make the notification.

g)  Within the Group’s specific policy and the 
normal rules of recruitment and selection, hiring 
Affiliates relatives is allowed in Group companies, 
provided they do not generate a direct 
relationship of subordination or work in areas or 
positions that might lead to a conflict of interest.
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3.1.5 ‐ Intellectual property

a)  The merits of the authorship of idea 
generation, once proven, should always be 
preserved in order to value the name and the 
author’s capacity.

b)  All creation, invention and development of 
ideas, processes, systems, products and services 
created in the work or from the responsibilities 
and mission of the Affiliate’s function or position 
in the company will be transferred to the Algar 
Group and its companies.

For example: (Procurement vs. Accounts Payable 
/ Audit).

3.1.6 ‐ Related companies

a)  In commercial transactions between 
companies of the Algar Group practices and 
market values should be observed.

3.1.7 ‐ Team Spirit

a)  Everyone, when joining as an employee in a 
company Algar, is considered a Group’s Affiliate, 
therefore, should develop and practice the TEAM 
SPIRIT through which, besides defending the 
interests of the company where he works directly, 
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3.1.9 ‐ Integrity Channel

a)  The Algar Group has the Integrity Channel in 
order to have one more means of communication 
with its Affiliates, Suppliers, Customers and 
Partners in the administration of this Code.

b)  The Integrity Channel ensures security, 
confidentiality and preservation of the identity of 
the person using it. Each claim will be treated with 
confidentiality. Contact channels: website: 
www.algar.com.br/canaldeintegridade 
e-mail: canaldeintegridade@algar.com.br 
telephone: 0800 940 2399

c)  The companies of the Algar Group should 
adopt the Ombudsman system for complaints, 

3.1.8 ‐ Integrity and Compliance Committee

a) The Algar Group has an Integrity and 
Compliance Committee, which is not permanent, 
to ensure an impartial investigation, the right to 
defense and to judge and propose procedures 
and/or make necessary adjustments in registered 
cases of non-compliance to this Code and to 
clarify doubts in relation to its text.

they must also think and act on behalf of the best 
interests of the Group.
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3.1.10 ‐ Anti‐Corruption Actions

a)  All affiliates, partners and/or representatives 
of the Group’s Companies should be aware that 
corruption, whether in active or passive form, 
constitutes a criminal conduct, subject to the 
application of administrative penalties, restriction 
of rights and/or freedom by public authorities in 
the countries where the Algar Group operates. 
In compliance with the principles of the Algar 
Group, any act or behavior that characterize active 
and passive corruption, fraud, money laundering 
and extortion, bribe, payment or offer of any kind 
shall not be accepted or tolerated, whether as 
compensation or contribution or value in kind or 
any other acts that are similar to these, the person 
or any organization, private or governmental.

inquiries and operational suggestions.

3.1.11 ‐ Safety and health at work

a)  Every Affiliate of the Group is responsible 
for contributing to safety, suggesting 
improvements, taking preventive measures or 
notifying the rightful responsible internally, when 
noticing any unsafe condition by a third party or 
affiliate in the workplace. The use of personal 
protective equipment provided by the company 
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3.1.12 ‐ Violations

a)  Every Affiliate must comply with the 
guidelines of this Code in all circumstances.

b)  Acts or conducts that violates the guidelines 
of this code, policies or that may cause injury 
of any kind to the Algar Group, as well as its 
Directors, Shareholders, Affiliates, Customers and 
Partners, will be analyzed in order to support the 
appropriate disciplinary action, not excluding the 
possibility of accountability in labor, civil and/or 
criminal spheres.

c)  The Affiliate must report to their superior or 
to the Algar Group’s Integrity Channel any acts 
of which they have knowledge which can lead to 
harm of any nature to the Algar Companies.

d)  Affiliates can use the Integrity Channel to 
communicate with the Integrity and Compliance 
Committee.

e)  Any retaliation against an Affiliate who reports 

is mandatory, when required. Similarly, attitudes 
towards the environment or unhealthy or anti 
ergonomic conditions that endanger the health 
of any Affiliate should be enacted. 
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a concern about misconduct shall not be 
permitted or tolerated.

f)  The Integrity Commission must assess the 
need and direct the claim for an investigation to 
be carried out by an independent area.

3.2 - EXTERNAL ENVIRONMENT

This includes the series of interactions with 
people, government agencies, institutions and 
organizations which are external to the Group.

3.2.1 ‐ Professional associations and civil 
society bodies

a)  The Group’s Affiliates are encouraged to 
participate in business associations and civil 
society bodies,  in order to represent the Algar 
companies and brand, to collaborate and 
influence positively the changes and 
improvements necessary to the interests of 
society, on the value of free enterprise, the 
development of democracy and the growth of 
the country.

b)  To avoid possible conflicts of interest or 
matters of interpretation, all Affiliates, before
 accepting positions in entities and bodies, shall 
give prior notice to their immediate superior.
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3.2.2 ‐ Public agencies and figures

a)  The relationship with public bodies should 
bebased on the principles and values of the Algar 
Group and in accordance with the applicable 
regulations.

b)  The Anti‐Corruption Laws, applicable in all 
countries where the Algar Group acts, must be 
strictly respected by all its Affiliates, suppliers, 
service providers, business partners, or any other 
persons who may act in any way on behalf of the 
Algar.

c)  The offer of amenities in functions of r
elationship programs with public agencies must 
observe the rules set out in Relationship with 
Public Bodies Policy.

d)  Active or passive corruption is absolutely 
intolerable by the Algar Group.

3.2.3 ‐ Corporate events 

a)  Affiliates, when in events promoted by Group 
companies to external audiences, will act as 
hosts, avoiding being together at the same table 
or in groups.
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b)  Affiliates, when in events with the 
participation of external stakeholders, should 
seek to approach the other participants in order 
to establish networking, develop professional 
relationships and business opportunities, as well 
as to acquire experience and important 
information to enrich their knowledge and the 
Group’s business.

c)  The Group’s Affiliates must wear the ‘’pin’’ 
with the Algar logo in social and business 
activities, especially when traveling as they are 
representing the Group or any of its companies.

3.2.4 ‐ Clients 

a)  The relationship with customers of the Group 
companies, eestablished under the pillars of 
the Commercial Culture development program, 
should be guided by the Group’s vision: People 
serving People

b)  Affiliates should, whenever possible, also 
indicate to customers of your company the 
products and services of other Group companies.

3.2.5 ‐ Partners and suppliers

a)  The relationship with partners and 
suppliers should be based on an win‐win r
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elationship, seeking prosperity and value creation 
for both parties, and must be required from them 
the compliance with their legal obligations, ethical 
conduct and respect for the Group’s values.

b)  The selection of suppliers must be based on 
objective, transparent and impersonal criteria.

3.2.6 ‐ Competition

a)  In the Algar Group, we value the fulfillment of 
consumer protection and competition bids laws, 
alongside loyal and ethical behavior; 

b)  Information should be obtained in a lawful 
manner and preserving the confidentiality of 
those provided by customers and competitors;

c)  On request, reliable information shall be made 
available through authorized sources;

d)  In relations with competitors practices or acts 
that result in defamation, libel or slander will not 
be tolerated.

e)  The conquest of activity of new contracts 
should be developed within the correct economic 
principles and regular market environment, in 
fair competition with competitors and in strict 
compliance with applicable laws, including, but 
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not limited, to the guidelines contained in the  
Competition Protection Law and procurement.

3.2.7 ‐ Environment

a)   Respect and care for the balance of the 
environment and the preservation of ecosystems 
are of critical importance to the business activities 
of the Algar Group and should guide all actions 
of companies and Affiliates. This stance involves 
the preservation of natural resources, solid waste 
management and the responsibility of each one 
with floor space.

3.2.8 ‐ Trade Union

a)  The Group’s companies are open to 
interactions with unions, provided that an 
environment of mutual respect is maintained.

3.2.9 ‐ Political parties

a)  The Group’s companies should always remain 
equidistant from political parties, encouraging 
democracy and free initiative.

b)  The Affiliate may not issue on behalf of Algar 
or their companies a partisan position, in order 
not to jeopardize the neutrality of the Group.
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c)  The Affiliate who will run for a political office 
must first request the suspension of their 
employment contract and move away from its 
activities in the company.

3.2.10 ‐ Slave and child labor

a)  The Group’s companies do not tolerate, do 
not allow and do not condone the use of slave 
labor and/or child labor, or accept partners and 
suppliers to do so, as well as those that break laws 
and regulations.

3.2.11 ‐ Relationship with regulators

a)  The Affiliate’s behavior towards the 
authorities and people who have supervisory 
powers should be polite and respectful, where 
behavior that prevents or hinders the legal action 
of these agents is not allowed. 

3.2.12 ‐ Media Relations

a)  The relationship with the media must be 
based on truth, respect for human dignity and 
protecting the image of the Group and its 
stakeholders.
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b)  Only authorized spokespersons can give press 
statements, as long as in matters under its 
responsibility.

c)  In the case of public company only the CEO 
and executives trained and authorized by the 
Investor Relations Officer may provide information 
or give interviews.

d)  Group’s Affiliates who write articles and 
opinions to the press should not sign with their 
post and company when the opinion or the item is 
of a personal nature.

3.2.13 ‐ Community

a)  Affiliates are encouraged to participate in 
social activities aimed at contributing to the 
development of society.

b)  The Algar Institute coordinates a corporate 
volunteer program, which encourages the 
affiliates to donate their time, labor and talent for 
the development of the communities where the 
companies of the Algar Group are located.
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c)  The Algar Institute is responsible for giving the 
guidelines and manage corporate actions 
involving the community in the educational, 
cultural and environmental dimensions.  

3.2.14 ‐ Shareholders

a)  The activities and the performance of each 
Affiliate must ensure the protection of interests 
of all shareholders,  the relentless pursuit of 
return on invested capital, providing accurate, 
transparent and timely information through 
qualified interlocutor and respectful treatment at 
all.

4 - DIGITAL CONDUCT 

These behavior rules and guidelines MUST be 
observed by all members of the Algar 
companies, as well as by partners and third 
parties with mandatory links to them, in their 
interactions with digital media in order to 
preserve the institutional image, the essence, 
values and the business of the Algar Group.
It is structured to cover all audiences who directly 
or indirectly are affected, impacted or influenced 
by the actions of the Algar Group’s Affiliates in 
digital media.
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4.1. Official channels of the Algar Group

a) Affiliates of the Algar Group shall not create or 
participate on behalf of the unofficial channels or 
profiles of the Algar companies or those not 
condoned by them. The official channels and 
profiles of the Algar Group are as follows: 

Facebook: http://www.facebook.com/GrupoAlgar 
Twitter: @GrupoAlgar
Youtube:http://www.youtube.com.br/grupoalgaroficial
Linkedin: http://www.linkedin.com.br/company/algar

4.2. Direct or indirect quotations: 

a)  Affiliates should see to it that posts mentioning 
the companies of the Algar Group are consistent 
and add value to the brand. When posting about 
the Algar companies on social networks, Affiliates 
should give preference to sharing official posts 
already announced in the channels of the 
companies.

b)  All Affiliates, when using the internet, social 
networks and all media available, should be aware 
that they are representing their company in some 
way and therefore their conduct in these 
situations contributes positively or negatively to 
the image of the Organization.
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c)  Affiliates should not use the name Algar or of 
its companies to post personal opinions.

d)  Affiliate may not issue, on behalf of Algar or 
their companies, a partisan position, in order not 
to jeopardize the neutrality of the Group.

e)  The personal page of each Affiliate must not be 
used to stimulate a rumor mill or expose direct or 
indirect opinions on activities of the company or 
the Group.

4.3. Relations with Competitors: 

Private or officials channels of Algar Group’s 
Affiliates should not be used for posts and content 
that denigrate competitors of the Algar 
companies. In relations with competitors, 
practices or acts that result in defamation, libel or 
slander will not be tolerated.

4.4. Relations between Affiliates and the 
Algar Group: 

a) The communication between an Affiliate and 
others, both internally and on social media, 
should always be made in a respectful manner. 
Affiliates are not allowed to offend one another. 
If the Affiliate has a problem with another 
Affiliate, if the matter is not resolved between 
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them in a mature and professional manner, they 
should seek their superior and talk openly about 
it. Never take the internal relationships issue to 
social media.

4.5. Third‐party Comments directed to Group 
companies:

a) If the Affiliate becomes aware of any negative 
or offensive comment regarding their company, 
their colleagues or the Algar Group, posted on 
social media, they should avoid answering directly. 
In this case, the Affiliate must seek the 
Communication and Marketing Result Center of 
their company to better orient themselves. If the 
Affiliate feels obliged to manifest, they should 
always make it clear that the opinions posted by 
him/her are of a personal nature, unrelated to the 
official position of the organization. 
When doing so, be polite and cordial.

4.6. Caring for the clients and the Algar 
brand: 

a)  Affiliates who become aware of any inquiry or 
negative comment made by customers on social 
media or on external everyday interactions about 
a Group’s service or product, and do not have 
mastery on the subject, should refer to the official 
channels of the responsible company.
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b)  All contacts with customers and suppliers must 
be made by email or by official channels of the 
company.

4.7. Privacy: 

a)  Affiliates of the Algar companies are fobidden 
to disclose, in the external environment, including 
social media, information and confidential content 
of the companies, such as: projects, ideas, 
documents, database, mailing, legal issues, and 
other information related to the general activities 
of companies.

b)  Every Affiliate must protect information which 
is confidential or considered strategic pertaining 
to business and competition, and the documents, 
designs, inventions, systems and processes to 
which it has access or with which they are 
entrusted.

c)  Affiliates may not create profiles on social 
media or internet making reference to the 
company name or use the company name as a 
surname. Example: 
John Doe - Algar Consultant.
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4.8. Information Security: 

a)  Every Affiliate must always make proper use of 
the work tools (especially electronic media) and 
ensure the security of information.

b)  The use of company’s e-mail is primarily for 
matters of work, thereby avoiding possible abuses. 
The password for each Affiliate is for his exclusive 
use, and he must ensure that it doesn’t fall in the 
hands of third-parties.

c)  When finishing use of a computer in the 
company, the Affiliate must always remember to 
log off.

d)  The check-in on social networks (Facebook 
and Foursquare with geographic location) is 
permitted during business hours and during 
corporate events and celebrations or business that 
occasionally occur outside of business hours. 
It is recommend ed that specific information 
about the activities and projects in progress are 
not mentioned.

4.9. Partner’s Conduct: 

a)The Algar companies require of their partners in 
trading, collaboration and institutional activities 
an ethical behavior and special care for the brand 
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and image, both in the social and internet 
networks and in other media.
Designs, content negotiations, jobs and meetings 
held in the companies are confidential and 
guidance should be provided for in contracts. 

b)  The use of trademarks or logos of Algar 
companies must follow the standards adopted by 
the Organization and be authorized in advance by 
the same. When a partner is unsure about the use 
of the name or a company Algar brand they should 
contact the company’s communication area.

c)  When a partner needs to create groups or 
profiles on the Internet or on social media on 
behalf of the Algar companies (s)he must 
communicate and apply for permission in advance 
to the responsible area.

d)  The use of defamatory, derogatory or ironic 
content on social media involving any of the Algar 
company and the infringements of rules involving 
the use of the brand may lead to the 
disqualification of the partner.

4.10. Practices valued by the Algar Group 
   (Affiliate Members or Third Parties)
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a)  Report to the Communication and Marketing 
area of the company or the Integrity channel any 
critical content published on the company’s virtual 
world.

b)  Report on your profile that you work in some 
of the companies of Algar Group or on the Algar 
Group.

c)  Disclose or share Algar’s official content on 
your personal profiles, helping the Algar brand to 
become increasingly known and strengthened.

d)  Disclose your participation in corporate events 
(lectures, workshops, training etc.) and promote 
discussions on the topics covered, generating 
technical or specific knowledge.

e)  Disclose cultural contests, promotions and 
social responsibility actions of the Algar Group.

f)  Share job opportunities of the Algar Group 
disclosed in the official channels.

g)  Guide persons interested in working in the 
Algar Group to sign up at the Bank of Algar Talent 
on the Internet: 
www.bancodetalentosalgar.com.br.
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h)  Receive cordially any complaint, criticism or 
suggestions regarding the company on social 
media and refer to the area responsible to turn 
this into a opportunity for improvement.

4.11. Final considerations

a)  Content and messages published on third 
parties’ pages by the Group companies are the 
responsibility of the same.

b)  Comments and messages from users that are 
threatening, defamatory, obscene, offensive or 
illegal, and profanity words and expressions, 
published in the pages of the companies of the 
Algar Group, will be removed without notice.

c)  Advertising and publicity related to other 
companies and spam will be removed without 
notice.

d)  The Algar Group is exempted from 
participating in any discussions between users 
that it deems inconvenient or inappropriate on its 
companies or third parties websites.

e)  We declare that, when sharing the content 
published through the pages of the companies of 
the Algar Group, the user does not create 
employment ties with it.
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f)  The establishment by third parties, without 
written permission, of groups or profiles with the 
Algar’s brand name, product or companies will not 
be recognized by these and should be withdrawn.
 
g)  Any user, be they Affiliate of the Algar Group 
or third party, who causes economic losses or 
damage to the image of Algar companies, as well 
as its Directors, shareholders, affiliates, customers 
or partners, will respond in labor, civil and criminal 
areas within the limits of their responsibility.
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 5 - QUESTIONS AND ANSWERS

a) Any Member who does not understand a rule 
established in this Code or has any questions
on how to proceed in a situation involving his or 
her behavior or that of colleagues should ask
for help and clarification to their supervisor or to
the Integrity and Compliance Committee.

b) Situations not covered in this Code shall be by 
the Integrity and Compliance Committee. 

c) The rules of this Code are complemented 
by the of corporate policies.
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2nd Edition – 2008
08/JUL/2008
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6 – APPROVAL

1st Edition – 1996
Approved by the Executive Committee on 21/06/1996

Implemented as General Policy of Human
Talento n 02/JUL/1998

Validated in the Algar Executive Meeting 
on Approved by the Board of Directors on
Released and officially disclosed on the 
XXIV PRODEX

Validated by Algar’s Executive Committee 
on 31/OCT/2014

Approved by the Board of Directors 
on Officially released on the 30th PRODEX 
on 11/DEC/2014
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6 – APPROVAL

1st Edition – 1996
Approved by the Executive Committee on 21/06/1996

Implemented as General Policy of Human
Talento n 02/JUL/1998

Validated in the Algar Executive Meeting 
on Approved by the Board of Directors on
Released and officially disclosed on the 
XXIV PRODEX

Validated by Algar’s Executive Committee 
on 31/OCT/2014

Approved by the Board of Directors 
on Officially released on the 30th PRODEX 
on 11/DEC/2014

04/09/2008

10/DEC/2008

3rd Edition – 2014

09/DEC/2014
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TEAM SPIRIT



Those who have team spirit do their job
Thinking of the Group’s and Organization’s
achievement to whom they belong.
The feeling that ‘everyone is on the 
Same boat’, i.e., in any circumstance,
is always one for all and
all for one, literally.
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GENERAL 
PRINCIPLES 
NETWORK-COMPANY
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TRERE ARE EIGHT BASIC PRINCIPLES THAT
GUIDE THE COMPANY‐NETWORK MANAGEMENT:

1.  Autonomy with responsibility,
2.  Human Talents instead of Resources
3.  Participation in the decision making process;
4.  Transparency in our actions;
5.  Commitment with results;
6.  Affiliate instead of employee;
7.  Permanent innovation;
8.  Educator and entrepreneurial leadership.
Resources;
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ALGAR ANTHEM

Work and collaboration
The strength that comes from
Dedication to build the present
The future, tomorrow will come
The fierceness of a winning team
A Company-Network in full swing
With the power of talento
Is more than possible
Building the Algar Group’s tomorrow
If looking outside
Things seem harder
This is the moment to work
To innovate
By joining forces
Everything is easier
And most certainly
We can do this
And reach
Let’s build together

50



51



52



AGREEMENT

I declare, for all purposes, that I have read and 
understand all the guide lines set Algar Group’s Code 
of Conductand commit myself to fully comply with 
them at all times in carrying out my activities.
Both within the Company.
Full name: 

Ident

Individ

Job

Company:

* Please write neatly the abose data
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www.algar.com.br


