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New ideas, research, skillful 
workmanship: putting together 
technical skills and passion has 
been our way of being for forty 
years. 
Our contribution to enhance the 
ability of every professional to 
generate beauty.
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The Company 
One of the top 100 companies in the global cosmetics industry

Letting hairstylists and beauty centers work 
at their best. With quality products, the 
expression of Italian taste and creativity. 
Everything you need to enhance the beauty 
of a woman. 

Many things have changed since the AL-
FAPARF GROUP’s history began in 1980, 
but neither its mission nor its passion has 
changed. Today as then ALFAPARF GROUP 
takes care of hair, face and body care, 
directly controlling the entire value chain: 
research and innovation, production and 
worldwide distribution. 

The story of ALFAPARF GROUP is a beauti-
ful one of Italian entrepreneurship, built up 
by being close to and working with pro-
fessional operators, learning to understand 
their needs. It is also the result of collaborat-
ing with professionals of international level 
and the construction of a know-how which 
has few equals in the world.

The organization and its numbers are those 
of a global Group: five production plants 
(Italy, Brazil, Mexico, Venezuela and Ar-
gentina), over 1,700 employees (about 
400 in Italy), a sales network serving 
about one hundred countries and a portfo-
lio of eleven brands: ALFAPARF MILANO, 
DIBI MILANO, BECOS, OLOS, TEN SCI-
ENCE, IL SALONE MILANO, YELLOW, 
ALTA MODA E’..., DECODERM, SOLARI-
UM and APG TECH. ALFAPARF MILANO 
is the most widespread Italian-made brand 
in the world in the professional hairdressing 
channel.

It is an integrated Group in which the knowl-
edge acquired all over the world feeds the 
activity of the four business divisions (Hair 
Care, Skin Care, Private Label and Retail) 
transforming them into the best solutions to 
meet the evolution of the market. 

Several studies have included ALFAPARF 
GROUP among the Italian companies that 
have distinguished themselves in recent 
years for strategy, skills and innovation, 
commitment and corporate culture, govern-
ance and growth performance, internation-
alization and sustainability.

In the 2019 ranking of the top 100 cosmet-
ics companies in the world, drawn up by 
the American magazine Women’s Wear 
Daily (www.wwd.com), ALFAPARF GROUP 
ranks 94th, it is one of the five companies 
in the list with Italian capital and the only 
one of these that addresses the professional 
segment.
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THE ORIGINS

ALFAPARF GROUP was founded in 1980, 
on an idea of Roberto Franchina who, as-
sisted by about ten collaborators, started 
to conceive products for the hairdressing 
channel.
In 1989 the Semi di Lino line was launched, 
which was to be the first great commercial 
success. The permanent coloring of Evolu-
tion of the Color came the following year.
The adventure in export started in the 
1990s, first with exports to Spain and Latin 
America, then the establishment of the com-
mercial branches in Brazil, Mexico, Argen-
tina and Venezuela. Production also started 
with the first factories in Brazil and Mexico.

THE EVOLUTION 

In 2000 the Italian manufacturing activity 
was moved to Osio Sotto (Bergamo) and, 
two years later, ALFAPARF GROUP came 
into being: with a turnover of about euro 
60 million, more than 90% of which was 
generated abroad.
Its international vocation was strengthened 
in 2003 with the start of the activity in Chi-
na. In 2008 work started on expanding 
the sites in Italy, Mexico and Brazil. The 
Private Label project also started: this aims 
to develop production on behalf of third 
parties thanks to the Group’s expertise, in 
particular in products for coloring.
2009 was a historical year: the GTS 
Group, founded at the end of the 1970s, 
which produced and distributed profes-
sional cosmetics and equipment for beauty 
salons, was taken over. In the global in-
dustry of professional cosmetics, ALFAPARF 
GROUP is, by dimensions, the first compa-
ny with 100% Italian capital.

GLOBALIZATION

In recent years, the Group has been very 
determined in following the path of glo-
balization, extending its business beyond 
the usual markets of reference. Export has 
increased towards Eastern Europe (Russia, 
the Baltic countries and the Balkans, the 
former Soviet Republics), India, the Middle 
East and Africa.
ALFAPARF GROUP, which has always con-
centrated on the professional channel, has 
made its debut in the retail channel in Bra-
zil with the ALTA MODA E’… brand (Hair 
Care), distributed in stores specialized in 
products for hair, health stores and perfum-
eries. The manufacturing capacity has in-
creased thanks to new plants in Argentina 
and Venezuela.
 The organizational structure of the Group 
has been remodeled through the creation 
of two regional bodies: Americas and Eur-
asia/Africa/Oceania. The objective: to 
accelerate global growth.

Development 
A beautiful Italian business story
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Business areas
Hair Care and Skin Care: eleven brands and an offer of products which has few equals

The journey of ALFAPARF GROUP started 
with hair care. Over the years, the com-
pany has been able to build up an extraor-
dinary wealth of skills and technological 
know-how that has translated into great 
commercial success and the conquest of 
a solid market position. Brands such as 
ALFAPARF MILANO and products such as 
Semi di Lino have contributed to making 
the history of professional hairstyling in Italy 
and worldwide. 

Subsequently the company has gone fur-
ther, driven by its passion for beauty even 
before the need for diversification. Hair 
care was thus joined by the aesthetics of 
the body, initially through the launch of its 
own brands, then with the acquisition of a 
national market leader. 

Today ALFAPARF GROUP has eleven 
brands and a portfolio of products that, for 
completeness and quality, has few equals 
in the cosmetics industry. This is the best 
premise to continue on its journey of inter-
national growth.
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Hair Care

Launched in Brazil and today distributed in 
Central and South America, it is ALFAPARF 
GROUP’s first brand for Retail. On the 
strength of its professional technology, it 
offers products for hair care and coloring.

Created in Brazil to meet the needs of the 
local population, today Yellow is a profes-
sional brand distributed all over the world 
that has made a name for itself thanks to 
formulas which optimally combine ad-
vanced technologies and ingredients of 
natural origin. It is a line of products that 
are easy to use and with an excellent qual-
ity-price ratio.

This is a brand characterized by profession-
al distribution (through hairdressing salons) 
and retail distribution (through selected 
chains of beauty stores) with an excellent 
quality-price ratio.

Your Partner in Beauty.
Beauty has to be a source of pleasure: this 
is how it can also help face up to other chal-
lenges in life. ALFAPARF MILANO expresses 
a unique, human and independent point of 
view, created thanks to its local presence. 
For 40 years, ALFAPARF MILANO has 
been supporting hairdressers with efficient 
services and products to help them in their 
business and offer people the chance to 
express themselves as they wish. The AL-
FAPARF MILANO product range is rich in 
diversified solutions for every requirement: 
color, shape, treatment, styling and a men’s 
line. All the products are made with care, 
according to the principles of the ALFAPARF 
GROUP philosophy: Italian dynamism, inno-
vation and openness to diversity.
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Skin Care

6

The beauty solution for over forty years: tech-
nological innovation, scientific research and 
experience come together to guarantee max-
imum efficiency through a made-to-measure 
method and program. DIBI MILANO is the 
point of reference in professional beauty in 
terms of quality and innovation.

DECODERM exceeds the limits of color 
thanks to a line of make-up which knows the 
skin and designs the beauty of every wom-
an, protecting her. The result of the perfect 
combination between Skin Care and make-
up, it embodies the desire for beauty, color 
and protection, thanks to the combination 
between formulations with a treatment ac-
tion, textures, new generation applicators 
and a harmonious range of shades.

With almost forty years of experience in 
the professional beauty channel, ALFAPARF 
GROUP develops and sells latest generation 
technologies and equipment for all the needs 
of a modern beauty salon. Design, develop-
ment, production and assembly: completely 
Italian-made to ensure the best guarantees of 
certification and quality for partners. In 2019 
the innovative and productive capacity of AL-
FAPARF GROUP in medical equipment and 
equipment for beauty salons was enriched by 
skills and reinforced with the acquisition of a 
very dynamic and innovative local company 
specialized in laser technologies.

For over thirty years, face and body prod-
ucts of high quality in beauty salons. A scien-
tific approach, technology and results thanks 
to a team of expert beauticians. BECOS 
stands out in the panorama of cosmetics as 
a brand that looks to fashion trends, con-
stantly projected towards innovation. The 
BECOS line was relaunched in 2018, in 
particular with a new image of the testimoni-
al Francesca Sofia Novello and a proposal 
more in line with the brand’s professional 
specialization. The BECOS Clubs are plac-
es where professionalism and personalized 
solutions can be found to start out on a path 
towards beauty.

The sun protection that offers a safe, even 
and long-lasting tan. SOLARIUM is the sun 
care specialist in beauty salons: a wide 
range of protective products for all require-
ments, after-sun and tan intensifiers. The 
brand stands out for high quality, the breadth 
of the range and the originality of the style.

The professional and cosmetic, holistic and 
sensory answer: in OLOS nature takes first 
place, the mother of the most precious and 
effective active ingredients for the beauty of 
the face and body as well as the source of 
inspiration of the product lines. It is a brand 
which looks to the future, where beauty is har-
mony, balance and lifestyle.

The beauty secrets of TEN SCIENCE are the 
result of the fusion between technology and 
nature, raised to the level of science. A com-
plete and high-performing range of products, 
made with the most precious natural ingredi-
ents, combined through advanced technolog-
ical procedures. It is a brand that has made 
green minimalism its distinguishing feature, 
also thanks to the selection of ingredients and 
its packaging with a low environmental im-
pact. The TEN Institutes are the brand’s pro-
fessional venues.
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Research
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Ideas, skills and investments for continuous innovation

Orientation towards innovation is part of 
the identity of ALFAPARF GROUP and is a 
leitmotif of its history. Working alongside 
professionals from all over the world has 
generated the ability to capture trends in 
demand and channel them into research. 
This is how a large number of products and 
solutions were developed, which, over the 
years, have established themselves in Italy 
and abroad, becoming a benchmark for 
hairstylists and beauty professionals.

ALFAPARF GROUP’s research is mainly con-
ducted in the laboratory of Osio Sotto (Ber-
gamo) where raw materials are evaluated 
and selected, product formulas are studied, 
and tests are carried out through a techni-
cal center for Hair Care and a pilot center 
for Skin Care. 
Research laboratories are also located 
abroad (Brazil and Mexico) where in re-
cent years research has been intensified 
contributing significantly to innovation. 

Investments in research and innovation 
have grown over time, making possible an 
extension of the activity and the strength-
ening of the staff that now exceeds fifty 
employees, all profiles with a high level of 
professionalism and experience.

2019 was characterized, among other 
things, by intensive work in the area of raw 
materials. The difficulties in procuring some 
materials in the reference countries com-
bined with stricter regulations has required 
the research team to make a considerable 
effort to find alternative solutions capable 
of ensuring the quality standards and conti-
nuity of some productions. 

In the area of Hair Care achievements 
are numerous. The research has led to the 
launch of the new line Keratin Therapy 
CURL DESIGN that allows creating loose 
curls or soft and natural waves respecting 
the well-being of the hair, in line with mar-
ket trends that indicate a return of the perm 
in a softer version. 

The Semi di Lino line, the historical strength 
of ALFAPARF GROUP, has been perfected 
and complemented with a scalp treatment 

(thanks to Microbiotic System technology, 
a mix of probiotics and prebiotics for bal-
ance and extra protection of the scalp) and 
a treatment for hair volume.

In the area of coloring, the work on devel-
oping Color Wear needs to be mentioned: 
a tone on tone coloring cream in which the 
alkalizer is a natural amino acid, arginine. 
This product with a strong innovative value 
has allowed ALFAPARF GROUP to obtain 
two patents. Again in the color area, the 
new shades of Evolution of the Color were 
launched: Leonardo’s shades, a way to 
commemorate Leonardo da Vinci on the 
five hundredth anniversary of his death.

In Skin Care, the research focused on the 
study of products containing precious sub-
stances, such as 24 carat gold and colloi-
dal gold (which led to the development of 
high-performance anti-aging products) and 
the study of solutions, almost exclusively 
with ingredients of natural origin, to protect 
the skin from damage caused by blue light 
and electronic devices. 
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Production 
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Five factories in the world with the highest quality standards 

Five plants in Italy, Brazil, Mexico, Venezue-
la and Argentina. Almost 100,000 square 
meters of production area: 35,000 in Brazil, 
35,000 in Mexico, 15,000 in Italy, 3,500 
in Venezuela, and 10,000 in Argentina. In 
2019, about 128 million pieces came out 
of this production structure.

Over the years, ALFAPARF GROUP has built 
up a production structure suitable for the 
needs of global distribution. The progressive 
expansion in the size of the plants has been 
accompanied by the adoption of manage-
ment systems that have made it possible to 
achieve high quality standards. 

The Italian plant in Osio Sotto (Bergamo), 
where the most complex production is con-
centrated and where products destined for 
the markets of Europe, Asia, Africa and 
Australia are manufactured, has obtained 
ISO 9001 and ISO 22716 certifications 
that establish methods, equipment, means 
and rules for the management of produc-
tion processes to ensure appropriate quality 
standards.

In Italy, the production activity is aligned with 
the Good Manufacturing Practices (GMP), 
Productive Maintenance (TPM) and Overall 
Equipment Effectiveness (OEE). Recently, AL-
FAPARF GROUP has obtained the status of 
Authorized Economic Operator (AEO) which 
certifies its reliability for customs authorities. 
The other four plants (Mexico, Brazil, Vene-
zuela and Argentina) have also obtained or 
are in the process of obtaining certifications 
that put them at levels of excellence. 

In recent years, the Group has made a sig-
nificant effort to increase production capac-
ity, efficiency, quality control and process 

traceability. For example, the Laboratory 
Information Management System (LIMS), 
which manages information in the R&D and 
Quality Control areas in an integrated way, 
has been improved.

ALFAPARF GROUP has also obtained the 
UNI CEI EN ISO 13485 - Medical Devices 
certification, which proves the ability and 
reliability in providing medical devices and 
services in compliance with standards and 
regulations. 

Innovations in the production area are devel-
oped to be applied to all plants with the aim 

of achieving common process and quality 
standards. The respect of quality standards 
is entrusted to the Total Quality Department 
which is based in Italy. Each plant also has 
a quality laboratory for individual compo-
nents, semi-finished products, raw materials, 
packaging and finished products. 

Know-how, presence in strategic geograph-
ical areas and operational flexibility have 
made ALFAPARF GROUP an ideal industri-
al partner for cosmetics multinationals and 
large distribution operators who increasing-
ly delegate their production activities to the 
Group.
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Distribution 
An organization that serves over 50,000 professionals worldwide

Global vocation is a feature that distin-
guishes the activity of ALFAPARF GROUP 
from other players in the national cosmet-
ics industry. 
 
The first exports to Spain and Latin Amer-
ica were soon followed by the construc-
tion of commercial offices and production 
plants in strategic geographical areas. 
Internationality turned into globalization. 
In recent years, particular attention has 
been paid to the East: first Russia, Baltic 

and Balkan countries, then the former So-
viet Republics, the Middle East and India. 
Activity has also begun in some African 
countries. Today, ALFAPARF GROUP prod-
ucts are distributed in over a hundred 
countries.
 
Commercial activity is developed, alterna-
tively, through subsidiaries (present in 23 
countries) and third party distributors (over 
100). The preference for one model or 
the other depends on the market (demand 

characteristics, company positioning, 
growth objectives).

In 2019, the branch network was expand-
ed with an opening in England with the 
aim of serving the London metropolitan 
area more effectively. In the United States, 
moreover, a new center for the distribution 
of ALFAPARF GROUP products was inau-
gurated, which also operates as a distrib-
utor for the main US customer in the area 
of Private Label manufacturing.

The branches, managed by the manage-
ment of ALFAPARF GROUP, can count on 
about 700 direct agents and 400 indirect 
agents (who report to the distributors). This 
task force communicates every day with 
more than 50,000 professional operators, 
increasing the wealth of knowledge and 
experience essential to understand new 
needs and promote innovation. The activi-
ty of distributors is supported by marketing 
services, training and sales assistance.
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Training
Technical and managerial programs for beauty professionals

Being close to professional operators is 
the foundation of the work of ALFAPARF 
GROUP. In addition to an extensive geo-
graphical presence, the Group has built up 
a network of people who carefully listen to 
the needs of hairdressers and beauty pro-
fessionals, assist them in carrying out their 
business in the best possible way and col-
lect useful information to refine the quality 
of products.

The ability to move from the supply of the 
product to the wide range of services of-
fered has acquired a strategic importance 
in professional cosmetics: speed of re-
sponse and quality of solutions are decisive 
weapons in order to compete.

Starting from this vision, ALFAPARF GROUP 
has built up an extensive technical-profes-
sional and managerial training offer. Hair 
stylists and beauticians, depending on their 
level of experience and skills, can find the 
most suitable solutions to meet their needs 
of professional growth in the courses or-
ganized by the Group’s over 50 training 
centers.

In Hair Care, training includes raw materi-
als, technique (color, cut, shape, treatment), 
service customization and management. In 
2019, in Italy, 350 training days were 
organized for hairstylists, involving over 
1,700 customers (+47% compared to 
2018), 37% of total customers. The train-
ing activity also generated a positive com-
mercial impact: participants in the courses 
generated on average a turnover 4.5 times 
higher than the hairstylists who did not par-
ticipate (5,130 euro against 1,130 euro).

For foreign clients, more than twenty events 
were organized all over the world and as 
many academies in Italy. 

To ensure the quality of training, in 2019 
the Global Certification of first level techni-
cal trainers was completed, a multi-stage 
process that began in 2018.

The Academy. Training & Beauty is the 
structure that deals with training in Skin 
Care. In 2019 ALFAPARF GROUP trained 
over 8,000 professionals through courses, 
seminars and events for a total of about 
1,900 days. Every day the Academy of 
Bergamo welcomes owners and employ-
ees of Italian and foreign beauty centers 
who have purchased product lines or tech-
nologies and come to the headquarters to 
learn how to use them correctly. For custom-
ers geographically farther away, or with a 
large number of collaborators, the training 
content is transferred to the beauty centers 
by a team of 22 beauty specialists. There 
is also an intensive open day program 
in beauty centers that includes customer 

check-ups and consultation on the most ef-
fective treatments that also allow operators 
to maximize returns on investment in prod-
ucts and equipment.   

Special attention is given to export through 
a team of international trainers covering the 
training needs of ALFAPARF GROUP distrib-
utors and subsidiaries worldwide. Training 
for operators also includes a wide range 
of seminars on management topics: beauty 
center and salon management, visual mer-
chandising & shopping experience, com-
munication. 

The Academy. Training & Beauty is also a 
point of reference for sales representatives 
and sales managers and accompanies 
their career path in the company.
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People and the organization
The value of individuals at the heart of the corporate project

ALFAPARF GROUP has long since taken on 
the size and organization of a multinational 
company but has kept the same attention 
to the person that it has had since its ori-
gins. People and enhancing their qualities 
remain the primary value of the Group, 
the key factor to creating sustainable value 
over time.

Policies in the area of human capital have 
the following objectives: 
• to ensure safety and health;
• encourage individual growth in line with 
the characteristics and objectives of the 
company’s business;
• attract the best resources at national and 
international level;
• increase know-how by spreading knowl-
edge and best operating practices;
• consolidate the value system and the 
wealth of skills through internal communica-
tion and training activities.

The approach to the responsible manage-
ment of health, safety and hygiene is ex-
pressed in the principles and commitments 
of the company’s Code of Ethics, the So-
cial Responsibility policy (Health, Safety, 
Environment and Rights at Work) and the 
Quality policy. Principles and commitments 
are communicated to all workers and pub-
lished in the Sustainability section of the 
company website.

The Zero Accidents goal is at the heart of 
the safety program: a precise and strong 
corporate commitment made with the con-
viction that leaders also play a strategic 
role in risk prevention and that their behav-
ior can be a model for all workers.

The safety program includes actions to im-
prove the organization, define tasks and 
roles, empower workers, improve commu-
nication, share objectives and motivation.

Compliance with regulatory provisions is a 
constant objective that the Group also pur-
sues by generating employee awareness of 
health, safety, environment and administra-
tive responsibilities.

In 2019 this objective was translated into 
training and information programs for em-
ployees in the various tasks, prevention and 
intervention systems, equipment and correct 
use of personal protective equipment, and 
constant monitoring of compliance with 
regulations. These various activities con-
tribute to defining a path of growth and to 
consolidating the corporate culture of do-
ing things well.
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The approach 
to sustainability
ALFAPARF GROUP publishes the second report

In 2019 ALFAPARF GROUP published its 
second Report on Sustainability, a docu-
ment that illustrates the policies adopted 
in areas that contribute to the creation of 
sustainable value over time for the Group 
and its stakeholders (human capital man-
agement, customer relations, relations with 
local communities, solutions for environmen-
tal protection and territorial development).

The ALFAPARF GROUP Report on Sustaina-
bility describes the initiatives and the results 
in the economic, social and environmental 
sectors with reference to 2019 in compar-
ison, where possible, with the results of 
the previous year; it has been drawn up 
following the guidelines of the GRI Sustain-
ability Reporting Standards (GRI Standards) 
- “Core” option – issued in 2016 by the 
Global Reporting Initiative.

The publication of the report is part of the 
initiatives to make tangible, through an or-
ganizational structure and formal process-
es, the Group’s commitment to promote 
sustainable development and a corpo-
rate culture consistent with the values and 
awareness widespread in society today. 
It shows the managers’ desire to integrate 
the principles of economic-financial effi-
ciency and social-environmental protection 
into corporate, strategic and operational 
decisions.

The report is a point of reference: it allows 
evaluating the results achieved with respect 
to the objectives. It is also a commitment 
and assumption of responsibility towards 
the communities in which the Group oper-
ates and, in general, towards stakeholders.
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The Group
Structure, shareholder structure, governance

Alfa Parf Group Spa, a company with a subscribed and paid-in share capital of euro 
31.5 million, is responsible for its activities and brands.
 
The shareholders of Alfa Parf Group Spa are Roberto Franchina (Chairman of the Board of 
Directors), who holds, directly and through Junior Srl, an 80% stake; and Attilio Brambilla 
(Vice Chairman) who holds, directly and through AB Srl, 20%.
 
The Board of Statutory Auditors is made up of Andrea Casarotti (Chairman), Alessandro 
Ricci and Giuseppe Caldesi Valeri.

The auditing firm is EY Spa.
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Organizational Structure
ALFAPARF GROUP is an Italian multinational corporation in the cosmetics industry, made 
up of multiple companies that share the same objectives of quality, excellence and perfor-
mance, guided by common values and by solid expertise.

Alfa Parf Group S.P.A.
(Italia)

Roberto Franchina 100% 60,96% 

15,24% 100% 

4,76% 

19,04% 

Attilio Brambilla

Junior S.r.l.
(Italia)

AB S.r.l.
(Italia)
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Dobos S.A. de C.V.
(Messico)
Prod./Comm.

99,999%

Delly
Kosmetic Ltda

(Brasile)
Prod.

99,94%

Alfhair Ltd
(Australia)
Comm.

100%

Sabama Ltda
(Colombia)
Comm.

99,85%

Cosmetic Services S.r.l.
(Italia)
Serv.

100%

Alfa Parf UK Ltd
(Londra)
Comm.

100%

Industrias Veprocosm
C.A.

(Venezuela)
Prod.

99,55%

Prodicos
S.A.U.

(Argentina)
Prod./Comm.

100%

Alfa Parf Panama S.A.
(Panama)
Comm.

100%

Clio Cosmeticos S.A. de
C.V.

(El Salvador)
Comm.

99%

Sabama Ltda
(Colombia)

Comm.

0,15%

Maresana
Lda

(Portogallo)
Comm.

99,9993%

Delly Distribuidora de
Cosméticos e Prestacao

de Servicos Ltda
(Brasile)
Comm.

1,07%

DIS.MAR Cosmetics C.A.
(Venezuela)
Comm.

99,99%

Guatemala Cosmeticos
S.A. de C.V.
(Guatemala)

Comm.

20%

Alfa Parf SP distribuidora
de cosmeticos e prestacao

de servicos LTDA
(Brasil)
Comm.

90%

Delly
Kosmetic Ltda

(Brasile)
Prod.

0,06%

Hel Cosm
S.P.L.C.
(Grecia)
Comm.

100%

Alfa Parf Middle East
DMCC

(Dubai -EAU)
Comm.

100%

Porta Nuova S.R.L.
(S.Domingo)
Comm.

99,9%

Alfa Parf American
Division Distribution S.A.

(Uruguay)
Comm.

99,99%

Guatemala
Cosmeticos S.A. de C.V.

(Guatemala)
Comm.

80%

Porta Nuova S.R.L.
(S. Domingo)

Comm.

0,1%

Alfa Parf
Shangai Trading Co. Ltd

(Cina)
Comm.

100%

DIS.MAR Cosmetics C.A.
(Venezuela)

Comm.

0,01%

Alfa Parf Russia
(Russia)
Comm.

100%

Clio Cosmetics S.A. de
C.V.

(El Salvador)
Comm.

1%

Delly Distribuidora de 
Cosméticos e Prestacao de 

Servicos Ltda
(Brasile)
Comm.

98,93%

Prodob de Mexico S.A.
de C.V.

(Messico)
Prod./Comm.

0,20%

B.I.P. Inc.
(U.S.A.)
Comm.

100%

Percosm S.A.C.
(Perù)
Comm.

99,9996%

Cosmetica Chi.Cosm
Ltd

(Cile)
Comm.

0,01

Costa Rica
Cosméticos Cosdist SRL

(Costarica)
Comm.

100%

Maresana Lda
(Portogallo)

Comm.

0,0007%

Prodob de Mexico S.A.
de C.V.

(Messico)
Prod./Comm.

99,80%

Percosm S.A.C.
(Perù)
Comm.

0,0004%

Industrial Chemical
Cosmetics Holding Ltd

(Malta)

100%

Alfa Parf Panama
Pacifico S.A.
(Panama)

Comm.

100%

E.Cos S.A.
(ECcoumadmo.r)

90%

E.Cos S.A.
(ECcoumadmo.r)

1%

Pol.Cosm
Sp. Z.O.O.
(Polonia)
Comm.

100%

Alfa Parf Group Espana
.S.L.U.

(Spagna)
Comm.

100%

Cosmetica Chi.Cosm Ltd
(Cile)
Comm.

99,99%

Alfaparf American
Division Distribution S.A.

(Uruguay)
Comm.

0,01%

Dea Project S.r.l.
(Italial)
Prod.

80%

Dobos
S.A. de C.V.
(Messico)

Prod./Comm.

0,001%

Beauty & Business S.P.A.
(Italia)

Prod./Comm

100%
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Letter from the Chairman

Dear Shareholders,

In 2019 ALFAPARF GROUP still continued 
on the path of growth that has characterized 
recent years. The main balance sheet indi-
cators showed a positive evolution despite 
an overall unfavorable economic scenario. 
This virtuous trend reflects the Group’s now 
established ability to constantly innovate its 
portfolio, its solid customer relations, effi-
cient management and, last but not least, 
the flexibility to quickly adapt operations to 
market conditions. 

In 2019, the Group increased its turnover 
to euro 243.1 million, which is the result 
of a diverging trend in the two macro ge-
ographical areas in which our business 
develops. In Latin America, the historical 
reference market, the difficulties of countries 
that are relatively important on the balance 
sheet (Brazil, Argentina and Mexico) ham-
pered the dynamics of revenues. In Western 
Europe (Italy first and foremost), the Balkan 
countries, Eastern Europe and the Far East, 
the improved market conditions have made 
it possible to capitalize in terms of revenues 
on actions to strengthen the commercial or-
ganization and consolidate relations with 

clients, both hairdressers and professional 
beauty operators. 

In 2019 a strong impulse to the growth of 
revenues came from Hair Care, our core 
business, which testifies to the strength of our 
brands and sales network.

The investments made to bring the produc-
tion standards of the Group’s five plants 
to levels of excellence have allowed us to 
expand our customer base, which today 
includes leading names in cosmetics and 
large-scale distribution. 

2019 was also a year of investment in hu-
man resources and research. New figures 
were included in the first line of manage-
ment to strengthen governance and the com-
mercial structure was reinforced to give new 
impetus to business growth. In particular, the 
commercial and marketing structures of the 
geographical areas that are strategic for the 
Group were integrated. 

Investments in R&D activities have made it 
possible to improve the quality and perfor-
mance of products through highly innovative 
solutions. Action has also been taken in the 

marketing areas, to improve product devel-
opment and communication capacity, and 
in the digital division to align the Group with 
the best international standards. 

During the year, the process of confirming 
and/or obtaining international awards that 
certify the quality of production and the sus-
tainability of the company’s activities contin-
ued. 

In 2019 ALFAPARF GROUP also presented 
its second Sustainability Report, a document 
that provides concrete evidence of the di-
rectors’ desire to integrate the principles 
of economic-financial efficiency and so-
cial-environmental protection in corporate, 
strategic and operational decisions with the 
aim of pursuing responsible and sustainable 
growth.

It should also be remembered that, in 2019, 
according to the American magazine Wom-
en’s Wear Daily (www.wwd.com), AL-
FAPARF GROUP was once again among the 
top 100 cosmetic companies worldwide. 
ALFAPARF GROUP, which ranked 94th, is 
one of the five companies with Italian capi-
tal in the ranking and the only one of these 

that addresses the professional segment.

It is right to reserve the last considerations on 
the Group’s activity in 2019 to the events 
that immediately followed the end of the 
year. In the first months of 2020, the global 
economy suffered the violent impact of the 
Covid-19 pandemic. The interruption of 
production activities, brought about by the 
measures taken by government authorities to 
deal with the health emergency, and the in-
evitable slowdown in business activities will 
certainly weigh on the Group’s economic 
results, although the elements to predict the 
extent of the impact are lacking. ALFAPARF 
GROUP, like other companies, has acted, 
everywhere in the world, giving priority to 
the safety of its employees and working en-
vironments. After the difficult months of the 
lockdown, activity has resumed with the 
same energy as always, which makes us 
optimistic about the possibility of making up 
lost ground.

Roberto Franchina
Chairman of ALFAPARF GROUP
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Report on operations

The consolidated financial statements of 
Alfa Parf Group Spa, the company that 
controls the Group’s activities and brands, 
closed in 2019 with net core revenues 
of euro 243.1 million (+3% compared to 
236.8 million in 2018): 138 from the 
American continent; 105.1 from Europe, 
Africa, Asia and Oceania. 

During the year, raw materials were pur-
chased for euro 68.2 million (28.1% of 
sales) compared to 65.6 million in 2018. 
Overheads amounted to 66.7 million (61.2 
million in 2018), representing 27.5% of 
turnover. Personnel costs increased to €63.1 
million (56.3 in 2018) due to new hires: 
as of December 31, there were 1,711 em-
ployees compared to 1,614 as of Decem-
ber 31, 2018. 

In 2019, the Group strengthened both the 
corporate structure (with the inclusion of 
new figures in the first line of management) 
and the commercial structure with the aim 
of strengthening governance and giving 
new momentum to business growth. The 
strengthening of the R&D and marketing 
departments continued to improve product 
development and communication capacity. 

The commercial and marketing structure of 
the Group’s strategic geographic areas was 
also strengthened. A new subsidiary has 
been opened in England. 

Despite the increase in costs caused by new 
additions and actions to strengthen the struc-
ture, the positive trend in revenues allowed 
generating an added value of 108.1 mil-
lion, roughly in line with the previous year 
(109.9). 

EBITDA in 2019 was 45 million (53.6 mil-
lion in 2018), equal to 18.5% of revenues 
(22.6% in 2018). At 31 December 2019, 
Alfa Parf Group Spa reported a net profit 
for the year of €12.9 million compared to 
€11.9 million in 2018. 

The combination of positive business per-
formance and increased efficiency in the 
management of working capital and assets 
allowed the Group to continue its virtuous 
trend of cash generation and debt reduction 
in 2019. As of 31 December, the net finan-
cial position, which improved significantly, 
stood at 11.8 million compared to 35.9 
million in 2018.
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The trend of 
the business areas
HAIR CARE 

The Hair Care business unit recorded rev-
enues of euro 142.5 million in 2019 (up 
9.4% from 130.2 million in 2018): 86 
generated in the American continent, 56.5 
in Europe and Asia. 

2019 was mainly dedicated to the revision 
of the brand identity of ALFAPARF MILANO. 
Objective: to rationalize values in order to 
define a clear, distinctive and relevant iden-
tity for consumers. The work has been trans-
lated into a brand manual and guidelines 
to be applied in the communication of new 
projects (national and international) to con-
solidate market leadership, attract high-end 
prospects and increase brand awareness, 
including amongst the clients of hair salons.

2019 was also a year of product innova-
tion for ALFAPARF MILANO. In coloring, the 
most important business, a special series 
was launched: Leonardo’s shades, irides-
cent and intense shades that change with 
the light, obtained thanks to a management 
software that stores over two thousand 
shades and identifies the innovative combi-

nation of pigments. The choice of the name 
(in the year of the five hundredth anniversa-
ry of Leonardo da Vinci’s death) reflects the 
innovative spirit of the Group and the hair-
stylists, its professional partners, committed 
to combining technique and emotion to de-
sign new forms of beauty. The launch was 
supported by a #alfaparfpeople dream like 
Leonardo communication campaign.

The second innovation was the launch of 
Semi di Lino Scalp, a wide range of solu-
tions to renew, rebalance and care for the 
scalp making the hair shiny and healthy. 
The launch opened a new technological 
frontier: the Microbiotic System, a mix of 
probiotics and prebiotics for extra scalp 
balance and protection.

Lastly, ALFAPARF MILANO’s product portfo-
lio has been enriched with a new category 
of products and services for the treatment, 
styling and color needs of the male public.

The 2019 YELLOW brand was dedicat-
ed to completing the product portfolio in 
the treatment area with the launch of three 
lines: Repair, Silver and Easy Long. The 
last one is a line that allows accelerating 
hair growth (+44% compared to the natu-
ral growth in one month) thanks to a micro 
algae originating from the Tahitian sea, an 
eco-sustainable active ingredient in line 
with the YELLOW philosophy.

In 2019 YELLOW also distinguished it-
self for its smart approach, particularly in 
coloring, with the launch of Tone-on-Tone 
Creator, a component to be mixed into the 
permanent coloring to give a tone-on-tone 
effect. The YELLOW color chart can thus 
have a permanent and semi-permanent 
color function at the same time.

The brand’s ambitions were finally extend-
ed to education with the new project We’’ll 
You, an online program with simple and 
easily accessible formats to generate visi-
bility and customer loyalty.
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SKIN CARE 

The Skin Care business unit reported reve-
nues of €30.2 million in 2019, up 1.4% 
from 29.8 million in 2018. 

Revenues were driven by sales of equip-
ment, in particular the new equipment for 
slimming with laser technology. Sales of 
cosmetic products declined slightly. In ge-
ographical terms, there was an increase in 
exports (+11.2%) and the intense activity of 
the branches active in Skin Care (Poland, 
Russia and the United States). Revenues 
originating in Italy were almost stable. Dur-
ing the year, the foundations were laid for 
the growth of activity in the Asian markets, 
which are very promising for Skin Care. 

There are many new products in the BE-
COS portfolio: the launch (in January) of 
the Biodinamic Filler Plus line, the strength-
ening of the body axis (March) and the 
launch of the new White Prisma brighten-
ing and anti-brown spots line (September).

The 2019 of the TEN brand was dedicat-
ed to strengthening the sales network in It-
aly and opening new distributors (Mexico, 
Far East). The new products include the ex-
tension of the Blue Antiox line (January) and 
the launch of the Fill Regen line (September) 
both in the anti-ageing axis.

Launches and promotional activities also 
characterized the year of the OLOS, SO-
LARIUM and ACCADEMIA lines.

The 2019 Skin Care was also full of news 
in the area of APG TECH equipment. Of 
particular note was the entry into the do-
mestic and international market of SHAP-
INPULSE, the new equipment with laser 
technology for the treatment of localized 
adiposity that has allowed beauty centers 
to innovate in treatments. Thanks also to 
the launch of SHAPINPULSE, the revenues 
of the APG Tech brand have generated a 
considerable increase.  

In terms of brands, in March DIBI MILANO 
extended its body axis with the launch of 
the new product Tonic Lifter in the toning 
segment. In September, with the launch of 
THE GOLD, followed by its commercial 
and communication success, DIBI MILANO 
entered the luxury treatment segment. In 
the last months of the year, work was done 
to relaunch the brand image, which took 
place at the beginning of 2020.

Excellent results were recorded for the BE-
COS brand, which in 2019 recorded a 
5.1% growth in sales thanks to the renewal 
of the brand image (including the brand 
ambassador) and packaging. During the 
year, more than thirty new BECOS CLUBS 
were opened, fully expressing the qualities 
of the brand in terms of professional skills 
and image.
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RETAIL

In 2019, the Retail business unit achieved 
revenues of euro 20 million, growing by 
6.6% and 12.2% in Europe and Italy re-
spectively. 

In 2019 the strategy of consolidating the 
global image of ALTA MODA E’..., one of 
the two retail brands, continued through an 
integrated communication campaign on so-
cial channels and in stores.

In March, the Beige Blonde color collection 
inspired by the nude look, one of the latest 
fashion trends, was launched. Italian tech-
nology and professionalism have allowed 
developing three shades of blonde with 
ash and gold tones and a multi-tonal, bright 
and natural effect.

In September, ALTA MODA E’... has re-
newed the axis of products for damaged 
hair with the innovative Repair & Defense 
line that restores the hair from the inside 
and defends it from external polluting 
agents guaranteeing a 90% reduction in 
hair breakage.

It is also worth mentioning the actions to 
harmonize the portfolio, renew the offer of 
vials and strengthen relations with consum-
ers, the latter pursued through a communi-
cation campaign that has stimulated them 
to try the product.  

In 2019, the distribution of the IL SALONE 
MILANO brand was expanded in the Unit-
ed States, Canada and Mexico thanks to 
an exclusive commercial partnership with 
Amazon. The Yellow Remover line, created 
to contrast the yellowing of blond, white or 
gray hair, has been expanded and the for-
mula has been renewed thanks to a new 
more performing technology (violet care sys-
tem) that nourishes and illuminates the hair.

Following an increasingly widespread trend, 
the innovative DETOX line has been launched 
which, thanks to activated vegetable carbon, 
absorbs impurities, protects against pollution 
and rebalances hair and scalp.

Finally, also for IL SALONE MILANO, we 
worked on increasing brand awareness 
and visibility through a digital communica-
tion campaign aimed at encouraging con-
sumers to try the product.
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PRIVATE LABEL

The third party manufacturing (Private La-
bel) confirmed its strategic importance for 
ALFAPARF GROUP, generating in 2019 
revenues of euro 50.4 million, expected to 
grow in the coming years.

A decisive lever for the development of the 
business unit are the investments made by 
the Group in recent years that have allowed 
reaching excellent common standards in 
the five plants, by increasing production 
capacity, efficiency and quality control. 

Know-how, presence in geographical ar-
eas and operational flexibility have made 
ALFAPARF GROUP an ideal industrial part-
ner for cosmetics multinationals and large-
scale retail operators. The American market 
remains the point of reference for the busi-
ness unit, but the share of turnover in the 
European market is growing.

A leading product, with a strong profes-
sional and technical connotation, is the 
permanent hair coloring kit that represents, 
at world level, the area with the greatest 
potential for development. The produc-
tion of liquid color is also growing, which 
seems to be the new market trend in North 
America.
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First quarter results were affected by the im-
pact of the Covid-19 pandemic on the glob-
al economy. As of 31 March, ALFAPARF 
GROUP recorded revenues of euro 53.1 
million, down 11% from 59.6 million in 
2019, broken down as follows: 30.7 mil-
lion in Hair Care, 5.5 million in Skin Care, 
13 million in Third Party Manufacturing (Pri-
vate Label), 3.8 million in Retail. EBITDA 
was €7.5 million down compared to the 
same period in 2019.

In Hair Care, the first quarter was charac-
terized by the relaunch of Color Wear, the 
tone-on-tone coloring cream of the ALFAPARF 
MILANO brand, obtained using a natural 
amino acid, arginine. This product with a 
strong innovative value has allowed AL-
FAPARF GROUP to obtain two patents.

During the quarter a seminar was organ-
ized for the most demanding hairdressers, 
belonging to the ALFAPARF MILANO Color 
Workshop community, on the formulation 
and impact of color. 

For YELLOW, the innovation of the quarter 
was the launch of Cool Naturals, a range 
of cool shades important for development in 
Latin American markets where the brand is 
particularly strong. 

Finally, communication formats were creat-
ed, both for ALFAPARF MILANO and YEL-
LOW, to strengthen the relationship with 
customers.

In the Skin Care business unit, 2020 opened 
with numerous new products in the product 
portfolio.

DIBI MILANO has relaunched the brand im-
age with the campaign Sotto il vestito solo 
DIBI (Only DIBI is under the dress), support-
ed by the new ambassador Vanja Rupena. 
The new brand image includes a line of fur-
niture for beauty centers to increase the rec-
ognition of DIBI CENTERS. In January, the 
facial cleansing line was relaunched and in 
March, just before lockdown, the new body 
line with the CELL Rewind and Shape Refine 
axes was launched. New launches also for 
BECOS (Acqua Factor), TEN (Age Stellar 
extension) and OLOS (Age Positive).

Main facts of 
the first quarter
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The health emergency has accelerated the 
digital transformation. In the first quarter AL-
FAPARF STORE was launched, an app to 
buy DIBI, OLOS and SOLARIUM products 
online, with a margin due to ALFAPARF 
GROUP’s professional customers (reported 
by buyers) dealing with the brands’ prod-
ucts.

During the months of the lockdown, the Skin 
Care operating structures have assisted 
customers through a digital learning pro-
gram (tutorials and content sent through the 
WhatsApp network and social networks), 
first to ensure the continuity of professional 
information and, later, to facilitate the re-
sumption of activity in beauty centers.

The activity of the Retail business unit fo-
cused on the search for synergies in the 
distribution and organization of the range 
of the two brands ALTA MODA E’... and IL 
SALONE MILANO as was the case, for ex-
ample, with the Vegan line of ALTA MODA 
E’... After its success in Brazil, development 
in Argentina began.

During the quarter the process of digitization 
of communication continued through plat-
forms, integrated with social media chan-
nels that enhance the brands, their informa-
tion content and initiatives. DIBI MILANO, 
ALFAPARF MILANO and ALTA MODA E’... 
were the first brands to benefit.   

There were three main activities on the dig-
itization front, including the restyling of the 
brands’ websites and the Group’s website, 
the revision of the communication strategy 
on social channels, and the introduction, at 
global level, of new order management and 
a CRM platform.
 
At a national level, following the strong im-
pact of the pandemic on social and consum-
er behavior, the introduction of e-commerce 
solutions (direct and indirect) has been ac-
celerated.
 
Finally, the communication project based on 
Conversational Beauty, a digital platform 
that connects professional operators (AL-
FAPARF GROUP’s historical customers) with 
end consumers, a new marketing lever as 
well as a reference public of communica-
tion, has continued.
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Statement of 
Assets and 
Liabilities

ASSETS 31.12.2019 31.12.2018
A) Due from shareholders for payments still due 0 0
  
B) Fixed assets  
I) Intangible fixed assets:  
1) Installation and expansion costs 11,519 23,039
2) Development costs 125,789 306,038
3) Industrial patent rights and rights to use original works 92,872 103,162
4) Concessions, licences, trademarks and similar 5,259,620 5,628,661
5) Goodwill 645,330 3,725,404
6)Fixed assets under construction and payments on account 268,753 0
7) Others 329,737 249,733
Total intangible fixed assets 6,733,620 10,036,037

II) Tangible fixed assets:  
1) Land and buildings 18,831,623 19,529,845
2) Plant and machinery 7,748,158 7,434,511
3) Industrial and commercial equipment 599,628 579,703
4) Other assets 2,087,561 2,010,619
5) Fixed assets under construction and payments on account 376,508 226,702
Total fixed tangible assets 29,643,478 29,781,380

III) Financial investments:  
1) Shareholdings in:  
a) Subsidiaries 0 0
b) Affiliated companies 102,000 102,000
d) Other Group companies 13,141 13,341
2) Receivables:  
dbis) due from others:  
-due within 12 months 0 0
-due after 12 months 73,126 81,802
3) Other securities 0 0
Total financial investments 188,267 197,143
TOTAL FIXED ASSETS (B) 36,565,365 40,014,560

C) Current assets  
I) Inventories:  
1) Raw materials, supplies and consumables 12,564,387 11,654,328
2) Work in progress and semi-finished goods 2,192,689 2,168,043
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3) Work in progress to order 0 0
4) Finished products and goods 27,405,496 32,666,614
5) Advances 20,972 114,027
Total inventories 42,183,544 46,603,012

II) Receivables:  
1) Due from customers:
 - due within 12 months 57,331,961 61,983,009
 - due after 12 months 1,934,589 2,008,851
2) Due from other Group companies:
 - due within 12 months 267,619 274,435
 - due after 12 months 0 0
5bis) Tax credits:
 - due within 12 months 14,294,964 10,566,412
 - due after 12 months 0 0
5ter) Prepaid taxes:
 - due within 12 months 9,000,238 10,221,840
 - due after 12 months 0 0
5quater) Due from others:
 - due within 12 months 17,846,384 13,490,476
 - due after 12 months 0 0
Total receivables 100,675,755 98,545,023

III) Current financial assets:  
4) Other shareholdings 3,467 3,467
5) Financial derivative assets 0 7,920
6) Other securities 1,447,019 1,430,652
Total current financial assets 1,450,486 1,442,039

IV) Cash and cash equivalents:  
1) Bank and Post Office deposits 67,112,221 52,487,746
2) Cheques 0 0
3) Cash in hand 83,968 90,355
Total cash and cash equivalents 67,196,189 52,578,101
TOTAL CURRENT ASSETS (C) 211,505,974 199,168,176

D) Accrued income and deferred charges 1,344,941 1,433,739

TOTAL ASSETS (A+B+C+D) 249,416,280 240,616,475
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  31.12.2019 31.12.2018
LIABILITIES 
A) Net equity  
Equity of the Group:  
I) Share Capital 31.500.000 31.500.000
III) Revaluation reserves 1.348.045 1.348.045
IV) Legal reserve 2.544.241 2.006.510
VI) Other reserves, shown separately: 46.657.296 38.019.307
 - Undivided profits 10.344.300 7.290.477
 - Conversion reserve  (11.250.386) (8.617.666)
 - Extraordinary reserve 15.816.274 7.874.145
 - Other reserves 31.747.108 31.472.351
VII – Expected cash flows hedging reserve (108.563) (122.653)
VIII) Profits (Losses) carried forward 0 0
IX) Profit (Loss) of the year 12.954.913 11.952.415
Total Equity of the Group 94.895.932 84.703.624

Third party equity:  
X) Third party Capital and Reserves 5.491 3.355
XI) Profit (Loss) of the year of third parties 7.316 4
Total Third-party equity 12.807 3.359
TOTAL NET EQUITY (A) 94.908.739 84.706.983

B) Provision funds:  
1) for pension funds and similar obligations 216.205 207.108
2) for taxes, including deferred 1.753.262 3.143.530
3) financial derivative liabilities 252.383 282.939
4) others 9.105.548 9.178.634
TOTAL PROVISION FUNDS (B) 11.327.398 12.812.211

C) Severance pay for employees 1.577.919 1.534.996

D) Payables:  
4) Due to banks:  
 - due within 12 months 38.486.010 37.047.115
 - due after 12 months 41.604.677 52.517.851
5) Due to other lenders:  
 - due within 12 months 50.722 82.759
 - due after 12 months 0 0

Statement of 
Assets and 
Liabilities
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6) Advances:  
 - due within 12 months 2,211,120 2,908,613
 - due after 12 months 0 0
7) Due to suppliers:  
 - due within 12 months 29,376,453 23,942,654
 - due after 12 months 0 600,000
9) Due to subsidiaries:  
 - due within 12 months 0 12,217
 - due after 12 months 0 0
12) Tax debts:  
 - due within 12 months 6,846,767 5,147,543
 - due after 12 months 0 0
13) Due to pension and social security institutions:  
 - due within 12 months 2,097,096 1,903,423
14) Other payables:  
 - due within 12 months 19,828,207 16,677,998
 - due after 12 months 0 0

TOTAL PAYABLES (D) 140,501,052 140,840,173

E) Accrued liabilities and deferred income 1,101,172 722,112

TOTAL LIABILITIES AND NET EQUITY 249,416,280 240,616,475
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Income 
Statement 

  31.12.2019 31.12.2018
A) Production Value  
1) Earnings from sales and services 243,100,677 236,778,646
2) Variation in inventories or work in progress,  
Semi-finished and finished goods 2,863,481 (299,984)
3) Variation of works in progress to order 0 0
4) Increases of fixed assets for in-house work 130,147 371,197
5) Other earnings and proceeds:  
 - grants for current expenses 235,168 385,220
 Other earnings and proceeds 3,542,747 3,389,385
Total production value (A) 249,872,220 240,624,464

B) Production costs  
6) For raw materials, supplies, consumables and goods 72,417,356 67,705,422
7) For services 63,575,703 58,014,820
8) For leased goods 3,163,357 3,229,869
9) For the personnel:  
 a) Wages and salaries 44,888,236 39,912,188
 b) Social charges 10,463,484 9,570,404
 c) Severance pay 1,546,686 1,391,675
 d) pension fund and similar  
 e) Other costs 6,220,143 5,469,743
10) Depreciation and write-downs:  
 a) Depreciation of intangible fixed assets 4,290,946 4,692,036
 b) Depreciation of tangible fixed assets 3,480,140 3,768,611
 c) Other write-downs of fixed assets 0 25,663
 d) Write-down of current assets:  
 -write-down of receivables 1,110,450 3,339,644
11) Variation of inventories of raw materials, supplies, consumables   
and goods (1,307,616) (2,379,827)
12) Provision for risks 330,944 7,019,150
13) Other appropriations 0 0
14) Miscellaneous operating expenses 7,674,159 7,452,601
Total production costs (B) 217,853,988 209,211,999

DIFFERENCE BETWEEN VALUE AND COSTS OF 
PRODUCTION (A-B) 32,018,232 31,412,465
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C) Financial income and charges  
16) Other financial income:  
 d) Income other than the above:  
   - other financial income 753,596 1,116,431
17) interest and other financial charges:  
   - other interest and financial charges 5,085,209 4,551,301
17bis) Profits (or losses) on exchange rates 267,478 (6,099,195)
Tot. financial income and charges [15+16-17+/-17bis] (C) (4,064,135) (9,534,065)

D)  Valuation adjustments to financial assets  
18) revaluations:  
 a) of shareholdings 0 0
 b) of current assets 0 0
 d) of financial derivative assets 0 0
19) write-downs:  
 a) of shareholdings 0 2,707,808
 c) of securities entered in the current assets which 
 are not shareholdings 6,216 1,582
 d) of financial derivatives 0 0

Total of valuation adjustments to financial assets (18-19) (6,216) (2,709,390)

RESULT BEFORE TAXES (A-B+/-C+/-D+/-E) 27,947,881 19,169,010
22) Income taxes of the year:  
 - current taxes 14,937,870 12,482,588
 - deferred and prepaid taxes 47,782 (5,265,997)

23) PROFIT (LOSS) OF THE YEAR 12,962,229 11,952,419
 - of the Group’s competence 12,954,913 11,952,415
 - of third parties’ competence 7,316 4
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  31/12/19 31/12/18
Flow of operating activities established using 
the indirect method  

A. Financial flows deriving from operating activities  
(indirect method)  
Profit (Loss) of the year 12,962,229 11,952,419
Income taxes 14,937,870 12,482,588
Interest payable / (Interest receivable) 4,331,613 3,434,870

1. Profit (loss) of the year before income taxes,
Interest, dividends and capital gains/losses from sales 32,231,712 27,869,877
Adjustments for non-monetary elements which have 
not had an offsetting item in the net current assets:  

Appropriations to funds 1,877,630 8,410,825
Depreciations of the fixed assets 7,771,086 8,460,647
Write-downs for lasting losses of value  
Other adjustments for non-monetary elements (705,307) 153,643

2. Financial flow before the variations on the net 
current assets 41,175,121 44,894,992
Variations of the net current assets:  
Decrease/(increase) of the inventories 4,419,468 (12,463,847)
Decrease/(increase) of amounts due from customers 3,614,860 (303,425)
Decrease/(increase) other receivables (6,848,122) 4,571,160
Increase/(decrease) of amounts due to suppliers 4,833,799 (9,728)
Decrease/(Increase) accrued income and deferred charges 88,798 (27,554)
Increase /(Decrease) of accrued liabilities 
and deferred income 379,060 (172,565)
Other variations of the net current assets 10,096,445 1,141,244

3. Financial flow after the variations of the net 
current assets 57,759,429 37,630,277
Other adjustments:  
Interest collected/(paid) (4,331,613) (3,434,870)
(Income taxes paid) (14,937,870) (12,482,588)

Financial 
statement
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4. Financial flow after the other adjustments 38,489,946 21,712,819
Financial flow of the operating activities (A) 38,489,946 21,712,819
B. Financial flows deriving from the investment activity  
Intangible fixed assets  
(Investments) (988,529) (1,230,869)
Tangible fixed assets
(Investments) (3,342,238) (15,991,423)
Financial investments
(Investments) 8,876 1,128,418
Current assets
(Investments) (16,367) (1,430,652)
Realizable value of divestments  
ACQUISITION or sale of subsidiaries or company divisions
Net of available CASH  
Financial flow of investment activity (B) (4,338,258) (17,524,526)
C. Financial flows deriving from financing activity  
Loan capital
New loans 13,000,000 35,000,000
(Reimbursement of loans) (29,773,128) (8,618,674)
Own capital
Variation in net equity (760,473) (4,036,409)
Dividends and advances on dividends paid (2,000,000) (2,000,000)
Financial flow of financing activity (C) (19,533,601) 20,344,917
Increase (decrease) of cash equivalents (A ± B ± C) 14,618,088 24.,533,210
Cash equivalents on 1st January 2019 52,578,101 28,044,891
Cash equivalents on 31st December 2019 67,196,189 52,578,101
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Report by the independent auditing firm 
pursuant to art. 14 of Legislative Decree no. 
39 of 27th January 2010

To the Shareholders of
Alfa Parf Group S.p.A.  

Report on the auditing of the accounts of the 
Consolidated Financial Statement

OPINION

We have audited the accounts of the Con-
solidated Financial Statement of the Alfa 
Parf Group (the Group), made up of the 
Statement of Assets and Liabilities on 31st 
December 2019, the Income Statement and 
the Financial Statement for the year which 
ended on that date and the Explanatory 
Note.
In our opinion, the Consolidated Financial 
Statement provides a truthful and correct rep-
resentation of the economic and financial 
situation of the Group on 31st December 
2019, of the economic result and of the 

Alfa Parf Group S.p.A. Consolidated Financial 
Statement on 31st December 2019
Report by the independent auditors’ firm Pursuant 
to art. 14 of Legislative Decree no. 39 of 27th January 2010

cash flows for the year ending on that date, 
in compliance with the Italian laws which 
discipline the basis of preparation.

ELEMENTS UNDERLYING 
THE OPINION

We have performed the audit of the ac-
counts in compliance with the international 
standards of auditing (ISA Italy). Our respon-
sibilities in accordance with these standards 
are further described in the section Responsi-
bility of the Auditing Firm for the auditing of 
the accounts of the Consolidated Financial 
Statement in this report. We are independ-
ent with respect to Alfa Parf Group S.p.A., 
in compliance with the rules and standards 
on ethics and independence applicable in 
Italian law on the auditing of the accounts of 
the Financial Statement. We deem we have 
acquired sufficient and appropriate proba-
tive elements on which to base our opinion. 

OTHER ASPECTS

The activity of auditing the accounts took 
place in the context of the situation that 
was created with the spread of COVID 19 
and the connected measures, including of 
a restrictive nature on circulation, issued by 
the Italian Government to protect citizens’ 
health. As a consequence, due to objec-
tive situations of force majeure, the auditing 
procedures laid down by the professional 
standards of reference were carried out in 
the context (i) of a restructured organization 
of the personnel, based on widespread use 
of smart working and (ii) different ways of 
interfacing with the company contact per-
sons and collecting the probative evidence, 
through the prevalent use of documentation 
in electronic form sent using techniques of 
remote communication. 
The Consolidated Financial Statement of the 
Alfa Parf Group for the year ending 31st 
December 2018 was subject to auditing by 
another auditor who, on 19th July 2019, 
expressed an opinion without comments on 
that Financial Statement.

RESPONSIBILITIES OF THE 
DIRECTORS AND OF THE BOARD
OF AUDITORS FOR THE 
CONSOLIDATED FINANCIAL 
STATEMENT

The Directors are responsible for preparing 
the Consolidated Financial Statement which 
provides a truthful and correct representation 
in compliance with the Italian laws that disci-
pline the bases for preparation and, accord-
ing to the law, for that part of the internal 
auditing deemed necessary by the same to 
allow preparing a Financial Statement that 
does not contain significant errors due to 
fraud or unintentional behavior or events.
The Directors are responsible for assessing 
the ability of the Group to continue operat-
ing as a going concern and, in preparing 
the Consolidated Financial Statement, for 
the appropriateness of the use of the presup-
position of company continuity, as well as 
for adequate disclosure on the subject. The 
Directors use the presupposition of company 
continuity in preparing the Consolidated Fi-
nancial Statement unless they have evaluat-
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ed that there are the conditions for the liquida-
tion of the holding company Alfa Parf Group 
S.p.A. or for the interruption of the activity or 
that they do not have realistic alternatives to 
these options. 

The Board of Auditors is responsible for super-
vising, according to the law, the process of 
preparing the Group’s financial information.

RESPONSIBILITIES OF THE 
AUDITING FIRM FOR THE 
AUDITING OF THE ACCOUNTS 
OF THE CONSOLIDATED FINANCIAL
STATEMENT

Our objectives are to acquire a reasonable 
certainty that the Consolidated Financial 
Statement as a whole does not contain 
significant errors, due to fraud or to unin-
tentional behavior or events, and to issue 
an auditing report that includes our opin-
ion. Reasonable certainty means a high 
level of certainty which, however, does not 
provide the guarantee that an audit of the 
accounts performed in compliance with the 
international standards on auditing (ISA It-
aly) always identifies a significant error, if 
existing. The errors can derive from fraud or 
from unintentional behavior or events and 
are considered significant when it can be 
reasonably expected that, individually or 
together, they can influence the economic 
decisions of the users, made on the basis of 
the Consolidated Financial Statement.

In the audit of the accounts performed in 

compliance with the international standards 
of auditing (ISA Italy), we have exercised 
our professional opinion and we have re-
mained professionally sceptical throughout 
the auditing of the accounts. Furthermore:
• We have identified and evaluated the 
risks of significant errors in the Consolidated 
Financial Statement, due to fraud or to unin-
tentional behavior and events; we have de-
fined and carried out auditing procedures in 
response to these risks and we have acquired 
sufficient and appropriate probative elements 
on which to base our opinion. The risk of fail-
ing to identify a significant error due to fraud 
is higher than the risk of failing to identify a 
significant error deriving from unintentional 
behavior or events, as fraud can imply the ex-
istence of collusion, falsifications, intentional 
omissions or misleading representations or a 
forcing of the internal audit;
• We have acquired an understanding of 
the internal audit that is significant for the 
purposes of auditing the accounts for the 
purpose of defining appropriate auditing 
procedures in the circumstances, and not 
to express an opinion of the efficacy of the 
Group’s internal auditing;
• We have reached a conclusion on the ap-
propriateness of the Directors’ use of the as-
sumption of the company’s continuity and, on 
the basis of the probative elements acquired, 
on the existence, if any, of a significant uncer-
tainty with regard to events or circumstances 
that may cause significant doubts to arise on 
the ability of the Group to continue operating 
as a going concern. In the presence of sig-
nificant uncertainty, we must call attention in 

the Auditing Report on the relative disclosure, 
i.e. if this disclosure is inadequate, to reflect 
this circumstance in making our opinion. Our 
conclusions are based on the probative ele-
ments acquired up to the date of this report. 
However, subsequent events or circumstanc-
es may entail the Group ceasing to operate 
as a going concern;
• We have evaluated the presentation, the 
structure and the content of the Consolidated 
Financial Statement as a whole, including 
the disclosure, and whether the Consolidat-
ed Financial Statement represents the trans-
actions and the events backing them up in 
order to provide a correct representation;
• We have acquired sufficient probative 
elements on the financial information of the 
companies or of the different economic ac-
tivities performed in the Group to express 
an opinion on the Consolidated Financial 
Statement. We are responsible for the man-
agement, supervision and performance of 
the appointment to audit the accounts of 
the Group. The responsibility for the opinion 
of the audit on the Consolidated Financial 
Statement is solely ours.

We have informed those responsible for the 
activities of governance, identified at an 
appropriate level as required by the inter-
national standards on auditing (ISA Italy), of 
aspects including the scope and the calen-
dar planned for the auditing of the accounts 
and the significant results which emerged, 
including any significant shortcomings in the 
internal audit identified during the audit of 
the accounts. 

REPORT ON OTHER PROVISIONS
OF LAW AND REGULATORY 
PROVISIONS
Opinion pursuant to art. 14, section 2, let-
ter e), of Legislative Decree no. 39 of 27th 
January 2010

The Directors of Alfa Parf Group S.p.A. are 
responsible for preparing the Directors’ Re-
port of the Alfa Parf Group on 31st Decem-
ber 2019, including its coherence with the 
relative Consolidated Financial Statement 
and its compliance with legislation.
We have performed the procedures shown in 
the auditing standards (SA Italy) no. 7208 in 
order to express an opinion on the coherence 
of the Directors’ Report with the Consolidated 
Financial Statement of the Alfa Parf Group on 
31st December 2019 and on its compliance 
with legislation, as well as issuing a declara-
tion of any significant errors.
In our opinion, the Directors’ Report is co-
herent with the Consolidated Financial 
Statement of the Alfa Parf Group on 31st 
December 2019 and has been prepared in 
compliance with legislation.
With reference to the declaration as per art. 
14, section 2, letter e) of Legislative Decree 
no. 39 of 27th January 2010, issued on the 
basis of the knowledge and comprehension 
of the company and of the relative context 
acquired during the auditing activity, we 
have nothing to state.

Bergamo, 27th July 2020           
EY S.p.A.
Marco Malaguti (signed) (Auditor)
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